Advertising Age ; 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Ill., under the act of March 3, 1879. Copyright, 1957, by Advertising Publications, Inc, 


THE NATIONAL NEWSPAPER OF MARKETING 


October 7, 1957 
Volume 28 - Number 40 


15 Cents a Cepy + $3 a Year 
CHICAGO 11 * Published Weekly at 
200 E. Illinois St. - DE 7-5200 

NEW YORK 17 

480 Lexingten Ave. « PL 5-0404 


ARF Faces Chore of Raising Money 
for Audience Study Among Magazines 


Advertisers, Agencies 
Will Contribute $200,000; 
Final Goal Is $800,000 


New York, Oct. 3—Can the 
Advertising Research Foundation 
raise $800,000 for its projected 
comprehensive study of the mag- 
azine audience? 

This was still a moot question 
this week, but Edward P. (Spike) 
Seymour, the ARF’s one-man fund 
raising department, expressed con- 
fidence the goal will be reached. 

Next week may tell the story. 
For it is then that Mr. Seymour 
will begin to tackle the difficult 
job of getting pledges from maga- 
zine publishers. 

Up to now—the ARF announced 
the study over the summer (AA, 
Aug. 19)—the ex-Crowell-Col- 


‘57 Bank Ads to 
Hit $100,000,000 
Level, Says Malen 


Williams Cites PR 
‘Gimmicks’; Bernstein 
Deplores Their Over-Use 


Cuicaco, Oct. 1—U.S. banks 
will invest some $100,000,000 in 
advertising this year, the conven- 
tion of the Financial Public Rela- 
tions Assn. was told today by Gor- 
don M. Malen, assistant vp, Ist Na- 
tional Bank of Minneapolis. He 
said this would be the highest total 
since American Banking Assn. es- 
timates began in 1946. 57% of the 
banks queried said they planned to 
spend more for advertising this 

(Continued on Page 111) 


\lier ad chief has been concen- 
\trating his fire on advertisers and 
ladvertising agencies. The theory 
|behind this approach—and it’s not 
a new one—is simple: If you can 
\show media people that their cus- 
|tomers want something, resistance 
| will crumble. 

Mr. Seymour told ADVERTISING 
Ace that he will be able to con- 
front the publishers with a solid 
line of support from advertisers 
and agencies. 

“They are remarkably for it,” 
he said. “I haven't gotten one 
turndown from a leading agency.” 

While the advertisers and agen- 
cies want the study, the publish- 
|ers are the ones who will have to 
|put up about 75% of the cost— 
and it is no secret around Madi- 
son Ave. that the big magazine 
houses are not jumping with joy 
about the project. 


® Many magazines—Better Homes 

& Gardens, Life, Look, Reader’s 
Digest and The Saturday Evening 
Post, for example—have recently 
| Politzed their readers to death 
with voluminous, costly studies. As 
a result, they show no great eager- 
ness for another study. 

William Carr, vp and advertis- 
ing director of McCall’s, is known 
to be at least lukewarm. Farm 
Journal is reported to be another 
opponent. Enthusiasm is not ram- 
| pant at Curtis Publishing. Hearst 
|\Corp. is considered to be a tough 
nut for Mr. Seymour to crack. 

On the other hand, Look is re- 
garded as a strong supporter, on 
the ground that the study will 
help the entire magazine field. 

A. Edward Miller, assistant to 
the publisher of Life, told AA 
this week that while Life has 
enough research data on its au- 
dience, the study is “a good idea 
for the industry.” Mr. Miller add- 
ed: “We will probably go along to 

(Continued on Page 111) 


$2,000,000 Real Estate Push Offers 
Florida Lots for ‘Cigaret Money’ 


Magazines, Spot Radio, 
Spot TV to Be Used in 
Mackle’s 10-Week Drive 


Miami, Oct. 4—Nearly $2,000,- 
000 will be spent in the next ten 
weeks to advertise an 80,000-acre 
community called Port Charlotte, 
on Florida’s southwest coast. 

The promotion will be under- 
taken by General Development 
Corp., which is owned jointly by 
the Mackle Co., home building 
and land development outfit, and 
the Florida Canada Corp. The 
Mackle Co. switched its ad ac- 
count last summer from J. Walter 
Thompson Co. to Ruthrauff & Ry- 


an, now Erwin, Wasey, Ruthrauff| 


& Ryan (AA, July 22). EWRR 
will handle the $2,000,000 drive. 


s Magazines and newspapers will 
get the bulk of the advertising, 
which is aimed at offering 80 x 
125’ home sites for $795 on a $10- 
down-and-$10-a-month basis at 


Port Charlotte. The development 
is located two miles north of Pun- 
ta Gorda, between Sarasota and 
Fort Myers. Television and radio 
also will get a “heavy” invest- 
ment. More than $250,000 has 
been earmarked for media in Flo- 
rida. 


® In addition to Life, Look and 
The Saturday Evening Post, which 
get color spreads, the “Mackle 
Plan” will use 40 other magazines, 
72 newspapers, Sunday supple- 
|ments in 60 newspapers and com- 
jics sections in 54. Television ad- 
vertising will appear on 40 
stations in 25 cities and on 175 
radio stations in 66 cities. 

The “Mackle Plan” calls for the 
|offer of home sites on paved and 
|graded streets with free title in- 
surance and warranty deed for 
“little more than the cost of a 
package of cigarets a day.” 
Monthiy payments include a 5% 
interest charge. A 30-day money- 
back guarantee also is offered. + 


My sponsor hesitantly 
* you try our new LIQUID CHIFFON 


oors—First prize in the tv com- 
mercial category (and the only 
U. S. top award) went to Mr. Oops 
at the 4th International Advertis- 
ing Film Festival, at Cannes. Foote, 
Cone & Belding is the agency for 
Armour’s Liquid Chiffon. 


FCC Study 


Proposals—to Be 
Probed in ‘58—Would 
Aid Small Advertisers 


Wasuincton, Oct. 3—Local and 
spot advertisers and film syndi- 
cators stood out today as the most 
likely beneficiaries of many of the 
recommendations offered by the 
network study group of the Fed- 
eral Communications Commission 
to instill fresh competition into 
the tv industry. 

While the report expresses ad- 
miration for the contributions net- 
works have made to the growth 
of tv, it expresses fear of the de- 
gree of control—particularly in 


Advertising Needs No 
for Itself, AFA’s Proud 


Dayton, O., Oct. 3—““Why do so 
many advertising people think 
they have to defend their busi- 
ness? This apologetic attitude 
causes many people, including 
management, to question the im- 
portance and value of advertising. 

“I suggest that those who don’t 
believe it pays to advertise should 
ask the executives of General Mo- 
tors what advertising means to 
them. Or ask Howard Morgens, 
the new president of Procter & 
Gamble. Here are the No. 1 and 
No. 2 advertisers in the world. 
Ask them if there is any rela- 
tionship between advertising, sales 
volume and profits. 

“Let’s let advertising stand on 
its own feet. It needs no defense. 
It only needs better practice,” C. 
James Proud, president and gen- 
eral manager of the Advertising 
Federation of America, told the 
Dayton Advertising Club tonight. 


® Asking where the advertising 
industry is headed, Mr. Proud said 
that he believes that advertising 
agencies are in the midst of a 
revolutionary increase in respon- 
sibilities. 

“The new look in advertising,” 
he said, “is caused by the devel- 
opment of a new marketing con- 
cept which tends to broaden the 


Detense; It Speaks 
Tells Dayton Admen 


role of the agency to include mar- 
keting functions, in addition to 
advertising. 

“This new concept,” Mr. Proud 
said, “has burst on business as a 
great new truth. As a result, ad- 
vertisers have set up marketing 

(Continued on Page 111) 


Latex TV Barter 
Has Worked Okay, 
Madden Reports 


New York, Oct. 3—Edward D. 
Madden, president of the recently 
formed Keyes, Madden & Jones 
and previously vp of International 
Latex Corp., today revealed that 
Latex has been using a 10-man 
advertising agency unit within 
the corporation to service televi- 
sion spots obtained from C&C Tel- 
evision Corp. 

Under Latex’s barter deal with 
C&C, the corporation was guar- 
anteed ten 60- and 20-second an- 
nouncements per day on approxi- 
mately 100 stations for five years 
in return for $20,000,000 plus a 

(Continued on Page 8) 


Last Minute News Flashes 


Marsteller, Rickard Buys Rittenhouse & Co. 
Houston, Oct. 4—Marsteller, Rickard, Gebhardt & Reed announced 


today the purchase of Rittenhouse & Co. here. With the acquisition 
Marsteller gets all Rittenhouse accounts. Jack D. Rittenhouse, presi- 
dent of the agency, and Douglas S. Craig, formerly with Gulf Pub- 
lishing Co., will be vps in the new Houston office of Marsteller, Rick- 
ard. 


John J. Louis Retires as Senior VP of NL&B 


Cuicaco, Oct. 4—John J, Louis, senior vp of Needham, Louis & Bror- 
by, will terminate his 28-year association with the agency Nov. 30. He 
retires on that date and will devote much of his time to radio and tv 
properties he controls in Phoenix, Tucson and other Arizona cities. 
He also plans to open a Chicago office as a consultant on marketing 
and advertising problems. 


Hedley Names Garland to Handle Drett 


Lonpon, Oct. 4—Thos. Hedley & Co., Procter & Gamble subsidiary, 
has appointed its fourth British agency—S. T. Garland Advertising 
Services. As a first assignment, Garland was given Dreft, formerly 
serviced here by Erwin, Wasey & Co. Lambe & Robinson and Young & 
Rubicam are the other Hedley agencies. 

(Additional News Flashes on Page 115) 


Curb TV ‘Monopoly,’ 


Unit Urges 


the prime evening hours—exer- 
cised by the networks. Even with 
an array of drastic rule revisions, 
it sees little prospect of anything 
more than a gradual shift in the 
amount of good time available for 
non-network advertising and pro- 
gramming in desirable viewing 
periods. 

Indeed, the report is at its most 
pessimistic when dealing with 
the limited impact it anticipates 
from some of the important rule 
changes which it recommends. 
While it calls for elimination of 
network option time, it insists 
also that option time is not a 
very important factor in the net- 
works’ ability to clear good time 
virtually at will. Similarly, it calls 
for an outright ban on “must 
buy,” but it carefully documents 
its belief advertisers are ready and 
willing to buy a substantially long- 
er station list than CBS or NBC 
requires. 


® Nevertheless, the study group 
reports, “The high concentration 
of control exercised by networks, 
the barriers to new network entry, 
the strong bargaining position 
of the networks in their rela- 
tions with stations in many mar- 
kets, and the limited opportuni- 
ties for non-network groups to 
compete represent in combination 
a serious problem for the realiza- 
tion of the objectives of the com- 
mission.” 

The staff says its proposals are 
designed “to improve upon the ex- 
isting structure rather than to 
provide a substitute for it.” But, 
it warns, “Should the measures 

(Continued on Page 114) 


American Export 
Appoints Doyle 
Dane Bernbach 


Agency Selected from 
Ten Finalists Following 
Last-Minute Presentation 


New York, Oct. 3—American 
Export Line, drifting without an 
agency rudder since August, when 
Cunningham & Walsh resigned the 
account, today named Doyle Dane 
Bernbach Inc. 

While American Export’s ad- 
vertising manager, Edmund Rob- 
erts, would not name the nine 
other agencies which were out- 
paced by Doyle Dane Bernbach 
Inc., it was learned that Benton 
& Bowles, McCann-Erickson, J. M. 
Mathes Inc., Victor A. Bennett 
Co., Monroe Greenthal Co., Ogil- 
vy, Benson & Mather, Grey Adver- 
tising, Needham, Louis & Brorby 
and Campbell-Ewald Co. were 
among the finalists (AA, Sept. 2). 
Doyle Dane takes the helm on 
Novy, 1. 


® Doyle Dane Bernbach Inc. was 


the last of the ten agencies to get 


(Continued on Page 111) 
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Hot Ad Contest Looms | 


in Anti-Freeze Season 


LEARNING—This scene appears in a 

Prestone anti-freeze tv commer- 

cial, showing Martian children pre- 

paring to see Earth cars and learn 
about Prestone. 


Legal Infighting 
Intensifies as 
Loew’s Test Nears 


Wi_mincron, DeL., Oct. 1—Del- 
aware court of chancery today 
ruled that Joseph Tomlinson, di- 
rector and major stockholder at 
Loew’s Inc., may intervene in an 
action launched by another stock- 
holder, Ralph B. Campbell, to pre- 
vent the holding of a_ special 
Loew’s stockholder meeting Oct. 
15, 

‘The court also allowed that Mr. 
Tomlinson may present his claim 
for payment by Loew’s of the 
proxy solicitation expenses of the 
dissident faction of the company 
which he heads. 

Mr. Tomlinson had previously 
announced his intention of engag- 
ing in an all-out proxy fight to 
take control of Loew's away from 


its present management (AA, 
Sept. 9). 
Mr. Tomlinson’s action in the 


Delaware court was opposed by 
David F. Anderson, attorney for 
Joseph R. Vogel, president of 
Loew’s. Mr. Anderson said it was 
not proper to introduce a new 
cause of action at this time. Also, 
he said, the action was improper 
because what Mr. Tomlinson 
sought on the proxy-gathering ex- 
penses request was an advisory 
opinion. 

The ruling made by Chancellor 
Collins J. Seitz was that since Mr. 
Tomlinson’s request did have a 
question of law or fact in common 
with the main action, presented by 
Mr. Campbell, it should be con- 
sidered. + 


Why buy another 
tube of tooth paste” 


PUSH-OFF—This is the color spread 


Carbide, Du Pont Lead 
Field; Oil Companies 
See Return as ‘Peanuts’ 


New York, Oct. 2—It’s anti- 
\freeze time again, and no one 
| knows it better than the manufac- 
turers of the national brands. 
| They’ve got some heavy ad sched- 
ules lined up to grab off larger 
slices of an expanding market. The 
oil companies, however, which 
|market private label anti-freezes, 
are not planning large schedules 
other than tie-ins with their fall 
| promotions, 

Union Carbide’s Prestone has set 
up the largest advertising program 
in its history, leaning heavily to 
network television and buttressed 
by a large outlay for spot radio and 
newspapers. 

Not to be outdone, Commercial 
Solvents Corp., which makes Peak 
anti-freeze, and E. I. du Pont de 
Nemours & Co., manufacturer of 
Zerone and Zerex, have both out- 
lined fall advertising schedules on 
a broad scale. 


® Carbide’s plans for Prestone, 
handled by the William Esty Co., 
call for about $1,000,000 in a net- 
work television schedule that in- 
cludes the “Dean Martin Show” 
(NBC-TV); the “Sugarfoot” West- 
ern series (ABC-TV); the “Perry 
Mason Mystery Hour” (CBS-TV); 
“John Daly & the News” (ABC- 
TV); “Navy Log” (CBS-TV), and 
“Pro Football Kickoff” (CBS-TV). 
This week it is sponsoring “World 
Series Special” with Mel Allen 
(ABC-TV). 

Supplementing the television 
schedule will be a spot radio drive 
calling for about $500,000 via 377 
radio stations in 346 markets. 60 
spots will be used on each station 
during the four-week period prior 
to customary first-freeze dates. In 
addition, a full-page Prestone ad 
will appear in The Saturday Eve- 
ning Post, supplemented by a large 
space newspaper campaign in over 
500 newspapers. Newspapers will 
get something less than $500,000. 


s Commercial Solvents’ promotion 
of Peak (Fuller & Smith & Ross) 
is featuring a “pre-winter check- 
up” as part of its fall campaign. 
Two-color page ads will run this 
month in Capper’s Farmer, Life 
and Successful Farming. Newspa- 
pers, spot tv or outdoor posters 


the newspaper ads will average 
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Vow squcere battle dentifrere flaws on custly 


about 500 lines. Car cards will be 
displayed on buses in the Chicago 
area. 
While no dollar figure is tagged 
(Continued on Page 76) 
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slated for Life, Oct. 17, and Look 


later this month (AA, Sept. 23), which will introduce Bristol-Myers 
Co.’s Ipana Plus squeeze-bottle toothpaste. Radio and tv advertis- 


ing is also scheduled. Doherty, Clifford, Steers & Shenfield, New 
York, is the agency. 


will be used in some 300 markets; |; ° 
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“Lysol” is 
Asian Flu Tested 


HULLS ASIAN FLU VIRUS RAPIDLY ON CONTACT 
WHEN USED AS DIRECTED ON LABEL 
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TIMELY—Lehn & Fink Products 
Corp. boosts its Lysol as an Asian 
flu virus-killer in this b&w page 
scheduled for December issues of 
Glamour, Good Housekeeping, 
Parents’ Magazine and True Con- 
fessions. McCann-Erickson, New 
York, is the agency. 


Lehn & Fink Set 
to Join Anti-Flu 
Ad Brigade 


New York, Oct. 2—The Asiatic 
flu bug is heading for Madison 
Ave. 

Latest advertiser to realize the 
role his products might play in 
warding off the impending virus 
invasion is Lehn & Fink Products 
Corp., which announced today 
that it was initiating “a major 
promotion drive” on the impor- 
tance of disinfection in combatting 
Asian influenza and its secondary 
infections. 

The company said that Dr. Mor- 
ton Klein, a virologist conducting 
independent research at Temple 
University Medical school, “has 
informed Lehn & Fink research 
officials that recommended clean- 
ing solutions of three Lehn & Fink 
disinfectants, including consumer- 
(Continued on Page 116) 


New Regal Beer 
Commercials Will 
Be ‘Believable’ 


San FRANcisco, Oct. 1—‘Now 
. for that Regal feeling” will 
be the theme of a new $1,700,000 
ad campaign to be launched by 
Regal Pale Beer and its recently 
chosen agency, Heintz & Co. 

The campaign, which breaks this 
month, will be the largest ever 
conducted by the brewery. The ac- 
count, formerly with Guild, Bas- 
com & Bonfigli, moved to Heintz 
in August. 

“Heavy emphasis will be placed 
on newspaper advertising,” de- 
clared Louis Gaviati, ad director 
for the brewery. “We will help 
merchandise our campaign to the 
trade and the consumer right at 


| the point of purchase, and the new 


theme will embrace an integrated 
program using four-color newspa- 
per space, with b&w and half-page 
ads, tv commercials, round-the- 
clock radio spots and outdoor post- 
ers.” 


s “Our tv commercials,” Mr. Ga- 
viati said, “will present believable 
situations and will be viewed next 
to top shows on every major net- 
work station throughout Regal’s 
prime marketing area.” 

More than 25 stations will be 
utilized for radio jingles during the 
campaign, and more than 70 spots 
a week are scheduled for prime 
marketing areas. = 


FTC Orders Hit 
3 Suppliers of 
‘Exempt’ Food Fair 


WASHINGTON, Oct. 2—The Fed- 
eral Trade Commission today 
slapped cease and desist orders on 
three food suppliers who gave spe- 
cial promotional allowances to the 
Food Fair supermarket chain, but 
it conceded that there is nothing 
it can do about Food Fair itself. 


Food Fair is one of two big East 


Coast chains charged by FTC two 
years ago with soliciting illegal 
promotional benefits. The chains 
have sought to escape FTC juris- 
diction by arguing that they qual- 
ify as “packers” under the Packers 
& Stockyards Act, subject only to 
the control of the Department of 
Agriculture. 

In its decision today, the Com- 
mission conceded that Food Fair 
qualifies for the “packer” exemp- 
tion even though packing activities 
equal only 5% of the chain’s retail 
sales. The opinion, by Chairman 
John Gwynne, said Congress ap- 
parently did not make any distinc- 
tion between meat food products 
and other foods marketed by pack- 
ers. Legislation restoring FTC ju- 
risdiction cleared the Senate ju- 
diciary committee this year, but 
failed to pass. 

The Food Fair opinion sustains a 
ruling by Examiner Frank Hier 
dismissing the complaint against 
Giant Food Stores, Washington. 
Giant, the second chain, is still 
before the commission for review. 


® Meanwhile, the Commission is- 
sued an order against J. H. Filbert 
Inc., Baltimore, prohibiting it from 
giving promotional allowances to 
Food Fair which are not available 
to its other customers. 

The Commission estimated pay- 
ments totaling $2,600 had been 
made in 1954 and the first half of 
1955. Noting that Food Fair oper- 
ates 238 stores in an “integrated 
interstate operation,” it rejected 
the defense that payments were 
solely for intrastate use in Mary- 
land, or for use in Philadelphia 
where Food Fair is exclusive deal- 
er in Mrs. Filbert products. 


= The Commission also accepted 
consent orders from Pompeian 
Olive Oil Co. and McCormick & 
Co., Baltimore, requiring the com- 
panies to stop giving Food Fair 
allowances which are not available 
to others. 

Previously orders had been is- 
sued against Atlanta Trading Co. 
and Chestnut Farms Dairy for 
payments to Food Fair or Giant, 
and consent orders were obtained 
from Joseph Martinson Coffee 


Co., Minute Maid Corp., and Tet- 
ley Tea. # 


Semen MAIS @ HAIG FIVE STAR | 


PRECISE—This ad will be featured 
near Christmas in Haig & Haig’s 
new campaign running in Esquire, 
Fortune, Holiday, Newsweek, The 
New Yorker, Time, Town & Coun- 
try, True, U.S. News & World Re- 
port and Vogue. Reach, McClinton 

& Co., New York, is the agency. 
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Celler Hits 
Pay TV Test as 
‘Uncontrollable’ 


Landis Replies Pay TV 
Would ‘Supplement, Not 
Supplant’ Free Version 


New York, Oct. 2—Proponents 
of pay tv and free tv had it out last 
night at a meeting of the Assn. of 
Advertising Men & Women. Speak- 
ing for the pay tv side was James 
M. Landis, general attorney for 
Skiatron Electronics & Television 
Corp., for free tv, Rep. Emanuel 
Celler (D., N. Y.). 

Rep. Celler told the audience to 
beware lest, in the name of experi- 
mentation and progress, the Amer- 
ican people find their rights in the 
precious frequency spectrum have 
been “encroached upon, and that 
the best of the programs that have 
been coming to their television sets 
without cost have suddenly become 
encoded, to be unscrambled only 
upon the payment of a fee.” 

If Congress had ever anticipated 
a system of pay tv, it would have 
made provision for a regulatory 
commission to govern rates that 
could be charged under the system, 
he said. Without such provision, 
the “sky is the limit” in pay tv 
charges, and the public is the loser, 
the congressman charged. 

Mr. Celler attacked a basic prem- 
ise of pay tv advocates, that spe- 
cialized programs such as operas, 
plays and other untapped cultural 
fare would continue over the long 
run in a pay tv setup. 


® Profit is the motive of the cur- 

rent backers of pay tv, he said. If 

these people can make more money 
(Continued on Page 52) 


New York State 
Sets Up Bureau 


of Consumer Frauds 


New York, Oct. 2—A bureau of 
consumer frauds is being formed 
by the New York state department 
of law, according to Louis J. Lef- 
kowitz, state attorney general. 

Mr. Lefkowitz said he was tak- 
ing this action because of the 
“pressing need to protect thousands 
of consumers who are being vic- 
timized daily by bait advertising 
and related fraudulent practices.” 


= In a letter to state Sen. Walter 
Van Wiggeren, Mr. Lefkowitz 
wrote that “bait advertising and 
related frauds practiced upon con- 
sumers have become a major pub- 
lic problem. My office has received 
over 2,500 complaints from con- 
sumers during the past year. This 
is considerably in excess of the 
volume in previous years.” 

Sen. Van Wiggeren is chairman 
of the joint legislative committee 
on commerce and economic devel- 
opment. At recent committee hear- 
ings here, the attorney general 
testified that “corrective legisla- 
tion” is needed, particularly to con- 
trol bait advertising and to en- 
force the retail instalment sales 
jact. = 


= 


C-C Names Cole Chairman 

W. D. Cole has been named 
chairman of Crowell-Collier Pub- 
lishing Co., New York, succeeding 
R, C. Chandler, who remains a 
member of the board. Mr. Cole, 
who was chairman of the company 
this year from Feb. 14 to July 2, 
has been associated with the Union 
Bag-Camp Paper Corp. as com- 
pany counsel and more recently 
as a vp and director. Sumner Blos- 
som continues as president of the 
publishing company. 
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Southern Comfort 
Adds 3 Magazines 
to Fall Schedule 


Sr. Louis, Oct, 2—Spurred by a 
sharp increase in sales over last 
year, Southern Comfort Corp. has 
announced plans for one of its 
most extensive fall and winter ad- 
vertising programs. 

Large-space ads in eight maga- 
zines, plus a multi-market news- 
paper schedule, car cards and 
trade magazine insertions, will be 
used, the distiller said. 

Three magazines—Newsweek, 
Sports Illustrated and Time—are 
being added to the Southern Com- 
fort schedule, which includes Cor- 
onet, Cosmopolitan, Esquire, Hol- 
iday and Life. Keynote for the 
magazine campaign combines the 
traditional Old South brand image 
of Southern Comfort with a con- 
temporary scene. 


® The ad was pre-tested last 
spring in Coronet and Look. Starch 
readership figures for the Coronet 
insertion showed that, of the 21 
ads in the magazine, the Southern 
Comfort ad ranked first in male 
readership categories of “noticed” 
and “seen and associated with 
product,” the company said. The 
new campaign includes 21 maga- 
zine color ads. 

Southern Comfort newspaper 
ads will use George Price cartoons, 
with easel-mounted blow-ups of 
the drawings distributed to pack- 
age stores and pour spots, Repro- 
ductions of the Price cartoons are 
also being mailed to customers and 
dealers. 

Subway and commuter train 
cards utilizing the “steamboat” 
color layout will be used in New 
York, Boston, Philadelphia and 
Rochester. 

Krupnick & Associates, St. Louis, 
is the agency. # 


New Home Improvement Council Plan 
Sets $2,000,000 Contest Promotion 


WASHINGTON, Oct. 1—Members 
of the Federal Housing Author- 
ity’s Title 1 industry advisory com- 
mittee signified their enthusiasm 
today for a continuing promotion 
plan which is to get under way 
early next year in an effort to 
step up expenditures for home 
modernization and improvement. 

The campaign, outlined by Fred 
C. Hecht, general retail merchan- 
dise and sales manager of Sears, 
Roebuck & Co., will feature a na- 
tionwide contest with elaborate 
cash and merchandise prizes and 
will be backed up by extensive 
promotion tie-ins with magazines, 
building supply manufacturers, 


(% 
1 Ame AY oe ie sce te 


_ FEMS 


f FEMININE NAPRINS 


“DIFFERENT” — Kimberly-Clark 
Corp.’s new Fems (AA, Sept, 16) 
will be introduced in the New 
York area Oct. 20 with pages in 
18 Sunday supplements. Doherty, 
Clifford, Steers & Shenfield, New 
York, is the agency. 


Vs — ie ———— 


)“CHICMANSHIP” 


Radio Giveaways 
in Canada Are 
Banned by CBC 


Orrawa, Ont., Oct. 2—The Ca- 
nadian Broadcasting Corp. has 
cracked down on radio giveaways, 
and a first-class rhubarb may be 
in the offing here in the capital, 
the seat of operation of the public- 
ly owned network’s board of gov- 
ernors. 

When CBC’s chairman, A, Da- 
vidson Dunton, announced the 
ban, he took care to note that no 
formal regulation will be set up 
to enforce the decree. However, 


when licenses are up for renewal, 
‘any broadcasting not meeting the 
standards set down by the board 
will be “considered,” he stated. 

| The CBC announcement fell 
(Continued on Page 72) 


distributors and retailers. 

Leadership will be provided by 
Home Improvement Council, New 
York, a trade association now be- 
ing formed to specialize in home 
improvement and modernization. 
Mr. Hecht has been serving as 
chairman, in _ association with 
other veterans of last year’s Op- 
eration Home Improvement. 

In his presentation to mem- 
bers of the FHA advisory group 
today Mr. Hecht described the 
home improvement market as one 
of the most promising areas of po- 


»|strated that the home improve- 


tential new business which are 
available for development. He said 
experience with Operation Home 
Improvement last year demon- 


ment market can equal or exceed 
residential construction if it is 
promoted systematically on a con- 
| tinuing basis. 


|\@ His tentative budget for the | 
Home Improvement Council in- 
cluded $500,000 for the nationwide 
|contest and an additional $750,000 | 
for advertising. Departing from 
his prepared presentation, how- 
ever, he told the advisory commit- | 
tee that pledges of cooperation 
|from magazines, particularly those 
jin the household field, have been 
so substantial that the association | 
|probably will not be required to! 
buy as much advertising as it| 
originally assumed. | 

In addition to building materi- 
als manufacturers, Home  Irm-| 
provement Council plans to rally | 
the support of dealers, retailers, 
lenders, utilities, realtors, associ- 
ations and publications. Its over- 
all budget has been tentatively | 
pegged at $2,000,000, and its or- 
ganizational plan calls for a 100- 


(Continued on Page 113) 


chicmanship | 

; (shek-m&n-ship), n, 

' 1. cleverly attractive 

in styles, stylish — 

2. combined invariably 

\ O with craftsmanship. 

\] Synonym: Bonnie Cashin 
leather designs for 
Philip Sills. 

}\ Habitat: Lord and Taylor's 

*Country Clothes Shop" 

in New York. 


SEMANTICS—A new word, “chicmanship,” is coined in this half-page 
Bonnie Cashin-Philip Sills ad in the current Playbill. 


‘Chicmanship’ Ad 
Motif Uses Animals 
to Tell of Clothes 


New York, Oct. 2—“Chicman- 
ship—a freshly coined word for 
that special look certain women 
somehow achieve”—is being in- 
troduced into the language in a 
new campaign for Bonnie Cashin 
leather designs for Philip Sills. 

The three-part campaign con- 
sists of two-color pages in Har- 
per’s Bazaar and Vogue, single- 
column ads in Mademoiselle and 
The New Yorker and half-page 
ads in Playbill. 

The Harper’s Bazaar and Vogue 
ads feature leather coats lined 
with “stencil leopard” or “guanaco 


(Continued on Page 52) 


Committee Warns: 
New Newsprint Price 
Hike May Be Near 


New York, Oct. 1—Another price 
hike in newsprint is in the making, 
if current portents are indicative 
of the shape of things to come. 

Mill men continue to beef about 
costs. At the same time, they are 
worried about cutbacks by pub- 
lishers on their newsprint orders 
because of the falling off of ad- 
vertising linage. 

The Newsprint Information 
Committee, in its current bulletin, 
stresses that “earnings reports of 
13 out of 14 leading newsprint 
producers,” at mid-year showed a 
“decline of 22% from the compar- 
able 1956 figure. The trend is be- 
lieved to be general in the indus- 
try,” the reports says, “and con- 
tinuing.” 


® In a period when more news- 
print was being produced than 
ever before, the report points out, 
“every company except one—Bo- 
water Paper Corp.—reported a 
(Continued on Page 49) 


Esther Williams Plunges into 


Marketing Depths 


‘Aware of Subconscious,’ 
She Just Wants to Know 
How to Sell More Pools 


By James V. O’Gara 

New York, Oct. 2—The thing 
is, should Esther Williams look 
like a wife and mother, or like a 
teen-ager in a bikini? 

“We have to find out which one 
she should be,” said Miss Wil- 
liams yesterday. “Because I can 
be either one; a woman is a many- 
faceted thing—and I wouldn't 
have it any other way# 

Miss Williams’ pretty problem 
was posed yesterday at a press 
conference in her suite at Hamp- 
shire House. A half dozen news 
men turned up, lured by the in- 


John Hay Whitney 
Makes Investment 


in ‘Herald Tribune’ 


New York, Oct. 1—John Hay 
Whitney, ambassador to the court 
of St. James, has made an invest- 
ment in the New York Herald 
Tribune, 

Details of the investment were 
not disclosed, other than a state- 
ment by Mr. Whitney that “until 
such time as I may become a 
stockholder of the paper, I will 
have no connection with its man- 
agement or its editorial policies. 

“The paper will continue under 
the leadership of Ogden R. Reid, 
its president and editor,” he con- 
cluded. 

In 1870, John Hay, Mr. Whit- 
ney’s grandfather, joined the Trib- 
une as an editorial writer and re- 
porter when Whitelaw Reid, the 
present editor’s grandfather, was 
head of the paper. Mr. Hay acted 
as editor-in-chief in 1881. 

Negotiations for the investment 
were consummated Sept. 15, when 
Mr. Reid and Tex McCrary, pub- 
lic relations counsel] to the news- 
paper and a friend of Mr. Whit- 
ney’s, flew to London. 

Reports on the amount of in- 
vestment have ranged from $1,- 
000,000 to $2,500,000. # 


7 London Papers Hike Price 

Seven newspapers published in 
London have increased prices from 
2 pence (24%4¢) to 2% pence (near- 
ly 3¢). They are the Herald, Mail, 
Mirror, Sketch, Telegraph, News 
and Chronicle. 


Blair Appoints Hager 

George B. Hager, formerly of 
the sales staff of American Can 
Co., has been appointed an account 
executive in the San Francisco 
office of John Blair & Co., radio 
station representative. 


STEROL -STARVATION MAKES SKIN 


Phse Hudden Humper.s Chemneal New Harmene Uehcwwy m Sto 


LOOK OLOER THAN IT SHOULD 
end [fais Levederete. 


+ Appearance 


of Agevag im Momen over Fwonty 


says dramatizes the results of using Lanolin Plus on “sterol- 

starved” skin, is scheduled for the Oct. 7 issue of Life. Sterols, the 

ad says, are chemical substances which protect against excessive 
evaporation. 


with Dichter 


formation that they'd learn about 
a “depth study” being conducted 
by Dr. Ernest Dichter for Miss 
Williams’ swimming pools. 

It was an enlightening session. 


s Dr. Dichter, head of the insti- 
tute for Motivational Research, 
took the plunge in Miss Williams’ 
absence. She was expected mo- 
mentarily. 

“The boat and the swimming 
pool,” said the redheaded Dr. 
Dichter, flicking the ash from a 
cigar, “is the new way of express- 
ing our prosperity; no longer is it 
the automobile. 

“Around a swimming pool every- 
body looks alike; you can’t tell 
how rich someone is when he’s 
wearing a bathing suit. A home 
swimming pool is at once elegant 
and simple. It’s the old swimming 
hole with concrete. There’s noth- 
ing pretentious about a swimming 
hole and I think the home pool 
is rapidly getting to the status.” 


s Dr. Dichter’s diagnosis was cut 
short by the doorbell. Miss Wil- 
liams made her entrance. “My 
God,” she exclaimed, throwing 
both hands wide, “I thought you 
said just a few people would be 
here. My apologies for being late, 
I got caught in traffic. Be with 
you in a minute,” she said, and 
she disappeared into a bedroom. 

Dr. Dichter resumed: “Horatio 
Alger has been dead a long time. 
You don’t want just to accumulate 
riches any more; you want to get 
some fun out of it. But it isn’t 
just getting fun out of life, but 
the necessity of disalienation; you 
must return to concrete, tangible 

(Continued on Page 116) 


New Lanolin Plus 
Push Is Based on 
‘Sterol Starvation’ 


Cuicaco, Oct. 2—Lanolin Plus 
Inc. is going to spend approxi- 
mately $1,000,000 in a fall cam- 
paign to promote the importance 
of sterols, which the cosmetics 
maker says are the active ingredi- 
ents of lanolin, in skin care. 

Marking the introduction of a 
new copy approach, the campaign, 
headlined, “Nothing stops sterol 
starvation like Lanolin Plus,” 
opens with a two-page b&w ad in 
Life Oct. 7. Page ads are sched- 
uled for Look, and large-space ads 
will run in Photoplay and True 
Story. 

Lanolin Plus also will push the 
sterol campaign in 15-minute par- 
ticipations on three NBC-TV day- 
time shows—“Queen for a Day,” 
“The Price Is Right” and “Bride 
& Groom.” Saturation in newspa- 
pers and in spot radio is also 
planned, Lanolin Plus said. The 
first phase of the campaign will 
run through January. 

Sterols, the company explains, 
are “natural chemical substances” 
which “protect the vital moisture 
of soft, smooth skin.” The symp- 
toms of “sterol deficiency,” ac- 
cording to the toiletries manufac- 
turer, are dryness, coarsening and 
creasing of the skin. 


s All Lanolin Plus products con- 
taining lanolin will be advertised 
with the “sterol starvation” slant. 

Pre-test ads in New York news- 
papers during August showed 
good readership and sales results 
with the sterol campaign, accord- 
ing to Joseph Daffner, the compa- 
ny’s advertising-merchandising di- 
rector. 

Kastor, Farrell, Chesley & Clif- 
ford, New York, is the agency. # 
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New Editions by 


Crop Area Begun 
by ‘Farm & Ranch’ 


NASHVILLE, Oct. 3—Offering 
what is billed as “a new concept’ 
of farm publishing, Farm & Ranch 
has begun publication of “agri- 
area” editions with circulation by 
crop areas rather than states. 

The publication already has two 
advertiser editions: Dixie (South- 
east) and Southwest. After test- 
ing early this year, the new agri- 
area sub-editions were launched 
as a permanent feature in the May 
issue. 

One edition, including a news- 
letter type of feature titled “To- 
bacco-Cast,” was circulated in the 
tobacco belt only—Kentucky, West 
Virginia, Virginia and only the 
important tobacco growing sections 
of the Carolinas, Tennessee and 
Georgia. Another edition, includ- 
ing a similar “Cotton-Cast” fea- 
ture, was limited to the cotton belt 


|of the Southeast without regard to 
| state lines. 


s In addition to permanent agri- 
area editions, the publication also 
has launched what it calls “flexi- 
ble” area editions. In July, for ex- 


*!ample, a burley tobacco story ap- 


peared only in the burley belt, a 
flue-cured tobacco story appeared 
only in the flue-cured belt, and 
two different peanut mechaniza- 
tion features ran in separate edi- 
tions, each tailored to a different 
peanut area. In areas where pea- 
nuts don’t fit, a story on hogs or 
on plastics is used, tailoring edi- 
torial content to crop area. 

In October sub-editions of the 
Southwest edition are going to 
short grass and tall grass areas. 
Editor Tom Anderson said that the 
editions are gostly in printing and 
circulation fulfillments but are 
aimed at optimum readership 
through specialized editing. He 
said the decision to publish a given 
“flexible” sub-edition must be 


made two months before closing. # 


Milwaukee Newspapers Win 
Ads in Braves-Yankee Series 

Milwaukee newspapers are re- 
flecting the excitement of that city 
over the Braves vs. Yankees World 
Series. Baseball-tied advertising 
dominated both the Journal and 
the Sentinel. 

The Journal ran special sections 
Sept. 29 on the Braves, including 
one on where to go in Milwaukee. 
The Sentinel ran a 16-page “World 
Series Souvenir Edition” for 
Fleischmann Distilling Corp. on 
Oct. 2, and other special souvenir 
editions are scheduled for as long 
as the series lasts. 


IGA Ads to Feature Lamb 

Independent Grocers Alliance 
will feature lamb in newspaper ads 
from Oct. 10 through Oct. 16. Ads 
will be placed in approximately 
2,200 newspapers throughout the 
country featuring rolled shoulder 
and lamb chops. The American 
Sheep Producers Council is aiding 
in the effort by supplying point of 
purchase material. 


hose military dispatches 


won the Pulitzer Prize? 


One of these Sunpapers men is numbered 
among America’s most honored military cor- 
respondents. See if you can spot him with 
these “top secret’’ clues. 


1. He received the Pulitzer Prize in 1945 
for ‘‘a distinguished example of telegraphic 
reporting on international affairs.”’ Specifi- 
cally, he was cited for World War II dis- 
patches from Washington, London and the 
fronts in Sicily, Italy and France. He worked 
with a corps of twelve Sunpapers’ war cor- 
respondents overseas. He claims that this 
big battery helped him concentrate on his 
own award-winning work. We happen to 
know differently. 


2. He didn’t arrive at his battle station by 
accident. A major of artillery for Pershing’s 
staff during World War I, his interest in 
military affairs persisted after he joined 
The Sunpapers in 1920 and has manifested 
itself in private writings through the years. 


3. He was a newspaper man from the 
moment he graduated from Schenectady’s 
Union College and gravitated to the Platts- 


The Baltimore Sunpapers 


burg Press. Eight years with the Chicago 
Tribune followed. But his love—and his life 
—has been his 37 years with The Sunpapers. 
The hundreds of “‘cubs’”’ he has molded into 
responsible reporters is a tribute to his 
journalistic genius—and a constant boon to 
The Sunpapers. Before becoming military 
correspondent, he was assistant managing 
editor; editor of The Sunday Sun; and, for 
a time, acting editor of The Sun. 


4. He still uses today the same measuring 
stick that gained him fame—an analysis of 
the “overall’’ military picture based on past 
performances, present potentialities and 
future possibilities. His objective reporting 
is in keeping with the finest traditions of 
The Sunpapers. 


Ready with your answer? We hope you hit 
on the man in the middle— Mark S. Watson. 
Flanking him, as befits a military corres- 
pondent, are (right) John S. Armstrong, 
financial editor of The Sun; and (left) 
Charles D. Keller, advertising salesman. A 
man with a persuasive story, that Keller. 


Combined Morning and Evening circulation 410,013—Sunday 326,550 


National Representatives: Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 


Winter feumen in, and the oil 
—- are priming their ad cam- 
= with messages about their anti- 

Page 2 

Leew’'s stockholder Tomlinson is empow- 
ered by court to intervene in action 
to prevent holding of special Loew's 
stockholder meeting as final battle for 
management control nears .......... Page 2 


Lehn & Fink boosts its Lysol in major 
promotion drive underscoring the im- 
portance of disinfecting to fight Asian 
flu and its secondary effects ...Page 2 


Regal feeling is theme for new Regal Pale 
Beer $1,700,000 advertising campaign 
breaking this month, with heavy em- 
Phasis ON NEWSPAPETS ..........ccc-cceenee Page 2 


FTC hits three food suppliers with cease 
and desist orders on special promotion 
allowances to the Food Fair supermar- 
ket chain Page 2 


Pay tv vs. free tw is subject of debate 
between Rep. Emanuel Celler and Ski- 
atron’s Landis at seats of ad club in 
New York . Page 2 


Seuthern Comfort plans one of its most 
extensive fall and winter advertising 
programs, adding three magazines to its 
usual lineup Page 3 


Promotion for home modernization, im- 
provement, gets enthusiastic FHA com- 
mittee backing as Home Improvement 
Council shapes up to supplant Opera- 
tion Home Improvement ................ Page 3 


Canadian Broadcasting er: cracks down 
on radio giveaways .. — if. 


Chiemanship bows into English language 
via ad promotion for Bonnie Cashin 
leather designs for Philip Sills ...Page 3 


Newsprint price hike is in the mak- 
ing, Newsprint Information Committee 
warns in current bulletin ............Page 8 


Esther Williams hires Dr. Ernest Dichter 
to find out how to sell more sw 
pools Page 3 


John Hay Whitney invests in the New 
York Herald Tribune; estimates of in- 
vestment run between $1,000,000 and 
$2,500,000 Page 8 


Lanolin Plus sets $1,000,000 fall campaign 
to promote the importance of sterols in 
keeping skin from looking old before its 
time Page 3 


Instant espresso coffee bows in New York 
as Martinson introduces its new Jomar 
instant expresso for traveled Americans 
who don’t want to go through the fuss 
of making the coffee in espresso ma- 
chines ............ Page 6 


Tea Council of the U. 8. A. sets $1,200,000 
ad campaign for hot tea, heaviest such 
campaign in its history ................ Page 16 


KITE, San Antonio, criticizes Pulse’s ask- 
ing stations if they are doing any spe- 
cial promotion to beef up audience dur- 
ing the week of rating checks .Page 20 


MecConnaughey warns group to keep the 
broadcasting field free from “destruc- 
tive federal CONtTOl” ...........cc0v0 Page 22 


“Pious pornography” of women’s maga- 
zines is protested by Playboy writ- 
er Page 24 


Sales promotion is a company’s enthusi- 
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Highlights of This Week's Issue 


asm department, Prof. Albert W. Frey 
of the Amos Tuck School of Business 
Administration, Dartmouth College, 
says Page 20 


Better packaging can cut costs and boost 
sales by $3 billion, Folding Paper Box 
Assn. survey finds 


Armour & Co. plans new “home freezer” 
line of pre-packaged frozen meat 
cuts Page 33 


Only two of four majer networks will 
survive, 


Page 34 
AFA, 10th district, puts through resolu- 
tion urging members to “make good 
citi popular” ee talk by 
Page B4 


S. R. eb wes LIN 


State development boards are 
over $37,000,000 for advertising .Page 55 


New Nielsen format for reporting radio 
listenership sacrifices needs of radio 
to favor television, Adam Young Inc. 
says Page 56 

National Carbon Co. introduces new line 
of garden and home chemical prod- 
ucts Page 56 


Jewel Tea, A&P are beefing up their ad- 
vertising budgets to buck onslaught of 
trading stamp promotion launched by 
National Tea and Kroger in Chicago 
area Page 58 


Canada’s ad invest t should increase 
40%—to $1.4 billion—by 1965, James A. 
Daly, president of Hugh C. MacLean 
PUbCAtIONS, SAYS ....ccccececereeeesereees Page 62 


DeJur-Amsco will introduce new line of 
imported typewriters this fall Page 62 


New agency—Smith & Dorian—by-passes 
15% commission, banks on fees .Page 64 


New Mexico becomes 13th state to declare 
fair trade enforcement clauses uncon- 
stitutional Page 68 


Curtis Lighting’s LBQ teaser campaign 
uses four identical two-color island half 
pages Page 70 

Borrowing from ad budgets may cut ex- 
pected ad spending in 1958, Management 
ee Page 78 


John McAlpine, Detroit adman, is fined 
$500 for his role in sending out “poison” 
letters during last fall's election Page 82 
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WHEN EXECUTED 


THE MODERN ART. 


. OF PHOTO-ENGRAVING IS AT ITS FINEST 
BY DOT. BEAUTIFUL COLOR, 
OUTSTANDING BLACK AND WHITE. 
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ix big bows to the (iD) 


Even if we published only one magazine we'd 
still have plenty of reasons to be mighty thankful 
there’s an Audit Bureau of Circulations. 

But since we do publish 


TIME (Time Canada, Time Atlantic, Time Pacific, Time 
Latin American) + LIFE (Life International, Life En Es- 
pafiol) - FORTUNE + SPORTS ILLUSTRATED + ARCHITEC- 
TURAL FORUM + HOUSE AND HOME 


+ 


... we're six times as glad the ABC continues 
to perform its important function of maintaining 
the integrity of relations between advertiser and 
publisher ... continues to play its vital role in 
helping the growth of this country’s free press. 


From TIME inc. 


9 Rockefeller Plaza, New York 20, New York 
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Coyle Named Agency VP 

Rutledge & Lilienfeld, Chicago, 
has appointed Anne B. Coyle vp 
in charge of account supervision. 
Miss Coyle joined the agency in 
1955 as radio-tv director. 


| Dec to Direct Advertising 

William Dec, formerly on the art 
staff of Batten, Barton, Durstine 
& Osborn, has joined Direct Ad- 
vertising Associates, New York, as 
art director. 


DY any 
other name 


Yes. By any other name a rose would 
smell as sweet. And, by any other nan 
Los Angeles would still be th 
second largest, wealthiest, most-able-to-buy 
market in America... 


nealthiest, most-able-to-buy evening nenr 
audience in Los Angeles County 
and all of Western Americal 


Los Angeles EVENING 


HERALD-EXPRESS 


Represented Nationally by 
MOLONEY, REGAN ond SCHMITT, INC. 


and this nenspaper 
would still deliver advertisers the /argest, 


Martinson’‘s Sets 
Push in Two Media 


for Instant ‘Espresso’ 


New York, Oct. 2—The house- 
wife’s burden has been lightened 
by one more manufacturer: Mar- 
tinson’s Coffee Inc. is introducing 
Jomar instant after-dinner es- 
presso this month. 

The company does not expect 
its new product to become a big 
volume seller, but it does antici- 
pate that instant espresso will find 
a ready market among foreign 
populations and traveled Ameri- 
cans who have acquired the taste 
for a strong continental coffee, but 
do not want to go through the 
complicated ceremony of making 
it in an espresso machine. 

Martinson’s (the company is 
changing its name from Jos. Mar- 
tinson & Co. as of Jan. 1) is intro- 
ducing the new product via a 
“double treat” deal in which the 
customer buys a 2-oz. jar of Jomar 
instant coffee and gets a 2-oz. jar 


of Jomar instant espresso free. 


® A consumer eampaign in news- 
papers, radio and megazines will 
begin in mid-October. A large- 
space ad is scheduled for Oct. 18 
in 25 newspapers in the New York 
metropolitan area: El Diario, Il 
Progresso, La Prensa, Long Island 
Newsday, Long Island Press, Long 


Island Star Journal, Mamaroneck}, 


Times, Mt. Vernon Argus, Newark 
News, New Rochelle Standard Star, 
New York Daily Mirror, New York 
Daily News, New York Herald 
Tribune, New York Journal Amer- 
ican, New York Post, New York 
Times, New York World Telegram 
& Sun, Ossining Citizen Register, 
Passaic Herald News, Peekskill 
Star, Plainfield Courier News, 
Port Chester Item, Tarrytown 
News, White Plains Reporter Dis- 
patch and Yonkers Herald States- 
man, 

At the same time, a spot radio 
campaign on seven New York sta- 
tions will feature Pearl Bailey 
singing a parody of her song, 


“Tired.” In the commercial, Miss 


THE MAN FROM HITCHCOCK 


In a recent visit to 


Looking over DI-ACRO punch press features at O’Neil-Irwin M{g. Co., Lake City, 


mee 


Minnesota are: (left to right) Paul Nelson, Chief Engineer, Bob Bolinder, Hitch- 
cock representative, Richard Maland, Sales Manager for O’Neil-Irwin, and Gunnar 
Danielson, the company’s Vice-President and General Manager, 


O’Neil-Irwin Manufacturing Com- 


pany, Hitchcock’s Bob Bolinder got a close-up of the 
DI-ACRO turret punch press, a modern, new machine 
tool designed for swift, accurate punching operations. 
The press provides for instant gauging, and burr free 


punching at twelve 


stations. 


Because he is an advertising sales representative for Hitch- 
cock publications, Bob is one of the best in the busi- 


METALWORKING 


Machine & Tool Blue Book 

Machine & Tool Directory 

Grinding and Finishing 
Carbide Engineering 


ness, with a trade savvy that comes only with experi- 
ence. And, because Bob takes his job seriously, he keeps 
a sharp eye on developments in those industries served 


WOODWORKING 


Hitcheock’s Wood Working 
Digest 
Hitchcock's Wood Working 
Directory 


Mass Transportation 
Mass Transportation's 
Directory 
School Bus Trends 


by Hitchcock publications. 


To the advertiser and agency man alike, the man from 


Hitchcock is more than a space 


salesman. He is a spe- 


cialist in his field, a well-travelled individual with an 
astonishing font of facts that are often invaluable to the 


industrial marketeer. 


If your sales target is the mass transportation, metal- 
working, or woodworking markets, talk to the man 
from Hitchcock. He is a member of an aggressive pub- 


lishing team, who can play an 
sales planning. 


TRANSPORTATION 


WHEATON 


important part in your 


hitchcock 


PUBLISHING COMPANY 


* ILLINOUS 
SINCE 1898 


THE PIONEER OF CONTROLLED CIRCULATION 
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a ME 
. q | 


TREAT—-Martinson’s Coffee Inc. pops 

its free Jomar instant espresso 

offer with this ad in 25 newspa- 
pers, Oct. 18. 


JOMAR ESPRESSO 


(MSTART COFFEE BY wantTineoR ss 
er 


Bailey sings to the effect that if 
you’re tired and your feet are kill- 
ing you, stop messing around; jes’ 
get yourself a jar of Jomar instant 
espresso, etc. The commercials are 
scheduled for WHLI, WNEW, 
WOR, WOV, WPAT, WQXR and 


WWRL. 
. Also in mid-October, b&w page 
ads will start in the Herald Tri- 
bune’s Today’s Living, New York 
Times Magazine and The New 
Yorker. Copy for the ad begins: 
“Now ... you can enjoy the rich, 
\full flavor of real continental 
|after-dinner espresso in an instant. 
|Yes, it’s really ‘espresso’... the 
‘kind of rich demi-tasse coffee 
|you’ve always associated with 
fine continental restaurants and 
brewed in a complicated machine.” 
Small ads will run continuously 
|throughout the winter in Playbill. 
Martinson’s also is planning an 
extensive sampling program to 
'food writers, the consulates, trade 
jattaches in all the embassies, 
well-known hostesses, etc. Demi- 
tasse cups will accompany the 
jsample to a special list of people. 
| Al Paul Lefton Co. is the agen- 


| 
icy. = 


Ziv Opens New Office 

Ziv Television Programs, tv film 
distributor-producer, plans to move 
its sales staff to new offices in 
New York at 444 Madison Ave. 
Headquarters of the company re- 
main at 488 Madison Ave., New 
York. 


NOT ON 


nate 
eee BUYS BOTH! 
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El Paso Herald-Post 
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OVER 92,000 DAILY 
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People read their favorite magazines for many reasons. But 
there’s one exciting reason why men and women read 
—and reread— Better Homes & Gardens. Ideas. Practical 
ideas that help solve problems and make dreams come true. 


The editors of Better Homes & Gardens, you see, know 
how to bring dreams down to earth, how to make wishes 
4 work. From cover to cover, BH&G is one long parade of 
ideas about how to achieve a more attractive home, a 
prettier garden, tastier meals, richer family life. 


There’s no better way to get people busy talking and 
doing and buying things than the magazine that’s full of 
ideas .. . Better Homes & Gardens. Makes it a great place 
for advertisers to set up shop. Because families bent on 
turning those ideas into realities are ready to do a lot of 
spending! Meredith of Des Moines . . . America’s biggest 
publisher of ideas for today’s living and tomorrow’s plans 


ot America reads BHaG the family idea magazin 


4,350,000 COPIES MONTHLY 
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Grand Union to Set 


Up 11 One-Stop 


Shopping Food-and-Non-Food Supers 


East Paterson, N. J., Oct, 3— 
Grand Union Co., one of the na- 
tion’s largest supermarket opera- 
tors (370 stores), today announced 
it is going into non-food merchan- 
dising in a big way. 

Grand Union’s president, Lan- 
sing P. Shield, said the company 
plans to open 11 king-size com- 
bined food-and-non-food markets 
in the next 16 months. The new 
units will be known as “Grand- 
Way Saving Centers.” At the com- 
pany’s headquarters here, Grand 
Union has set up a special depart- 
ment to supervise its non-food 
merchandising operations. 


s Joseph Givner, formerly with 
Sears, Roebuck & Co., will head 
the merchandising department for 
the new centers. Earlier this year 
he was appointed general mer- 
chandise manager of non-food 
stores. Assisting Mr. Givner are 
Charles F. McCloskey, soft goods 
merchandising manager; Mrs. Za- 
za Yusem, buyer of women’s ac- 
cessories; Miss Dorothy Muni, 
buyer of domestics, home furnish- 
ings and outdoor furniture; Wil- 
liam J. Helfrecht, buyer of major 
and portable appliances, and Stan- 
ley R. Smolens, buyer of house- 
wares, toys, hardware, paints and 
garden supplies. 


s Following a pilot study of non- 
food merchandising at its Keans- 
burg, N. J., supermarket, Grand 


Trading Stamps 
Are Not Unfair 


Competition: FTC 


WASHINGTON, Oct. 3—The Fed- 
eral Trade Commission today an- 
nounced it had decided trading 
Stamps in themselves are not an 
unfair method of competition, and 
that it would not issue any com- 
plaints at this time. 

The announcement left the door 
open for future action if changing 
methods or circumstances bring 
the stamp plans into violation of 
law. The FTC will continue to 
study stamp plan operations. 

At present, the commission said, 
its investigation showed some 300 
companies operating trading stamp 
programs. Its investigation was 
launched following complaints that 
trading stamps are an _ unfair 
method of competition or are un- 
fair or deceptive acts or practices 
in commerce. 


® The commission recognizes that | 
its authority is restricted, by law, | 
to unfair competition or deceptive | 
practices. Its annouacement point-| 
ed out that prohibition of trading | 
stamps lies within the police pow-| 
er of states, but that few states} 
have enacted laws to curb their} 
use. This reluctance by states was| 
a factor in the FTC’s decision to} 
take no action. Stamps are an old 
device—in use for more than 60 
years, the FTC says—and are cy- 
clical in popularity, although their 
present use is unparalleled. Stamps 
have been before the commission 
six times from 1917 to 1954, but in 
each case the FTC’s action was 
against practices or representa- 
tions of the promoter which vio- 
lated national policy; in no case 
were the plans themselves found 
unlawful. + 


Ad Unlimited Names Kelly 
Advertising Unlimited, Denver, 

has appointed Darold Kelly an at- 

count executive. Mr. Kelly former- 


ly was with the sales staff of 
KOA-TV, Denver. 


Union yesterday opened its first 
“one-stop shopping center” in New 
York State at Albany. The Keans- 
burg store also has been designat- 
ed a “Grand-Way Saving Center.” 

While both the Albany and the 
Keansburg store have been con- 
verted to include non-food items, 
Grand Union will build a com- 
pletely new center at Danbury, 
Conn., scheduled for completion 
next spring. Stores in East Bruns- 
wick, N. J., and Poughkeepsie, 
N. Y., will be enlarged to include 
non-food departments. 


s Advertising plans for the open- 
ing of these new and converted 
stores include a heavy schedule of 
newspaper, spot tv and radio, in 
addition to handbills, according to 
E. E. Brightman, merchandising 
director. 

Stores will vary in size from 
35,000’ to 90,000’, with the trend 
toward the larger type, Mr. Shield 
said. In the larger type store, he 
added, 35,000’ will be food and 
55,000’ non-food. Items carried in 
the centers will include major and 
portable appliances, wearing ap- 
parel, toys and sporting goods, 
home furnishings and housewares, 
health and beauty products, sta- 
tionery and greeting cards, books, 
and records. 


s While nationally branded mer- 
chandise will be featured, Mr. 
Shield said, where there is no 
strong brand name in the field 
private labe] merchandise will be 
handled. 

“It will be our policy to sell at 
supermarket prices top quality 
merchandise of demonstrated val- 
ue, principally nationally adver- 
tised brands, in these new ‘Grand- 
Way Saving Centers.’ They will 
be operated primarily on the su- 
permarket principle of self-serv- 
ice and will feature low-cost dis- 
tribution,” he said. 


® A lay-away plan is scheduled 
for every-day household essen- 
tials, while time payment credit 
arrangements will be available for 
major appliances. 

Mr. Shield said the company 
has merchandised non-food items 
for many years, but the extension 
of the non-food line was based on 
16 months’ experimentation in 


non-food merchandising. “Tests in- 
dicated that it is what our custom- 
ers want. Housewives prefer one- 
stop shopping,” Mr. Shield said. 
Grand Union operates in nine 
Eastern Seaboard states, the Dis- 
trict of Columbia and Canada. # 


LEE C. BEEBE has been named gener- 
al advertising and sales promotion 
manager of Ford Motor Co., a new 
position. Mr. Beebe will continue 
to handle many of the responsibili- 
ties of his former position, director 
of the public relations projects and 


| services office, in addition to his 


new duties, which encompass com- 

pany publications, institutional and 

product advertising and sales pro- 
motion. 
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PRINTERS—General Carlos P. Romulo, principal speaker at Oct. 1 
opening ceremonies of National Newspaper Week, honoring oldest 
newspaper in the U.S., the Maryland Gazette, Annapolis, admires 
a facsimile copy of a 1727 edition which he helped reprint. With 
him are Barry Urdang, promotion manager of the Philadelphia Bul- 
letin, lst vp of the National Newspaper Promotion Assn., which 
conducted the opening ceremonies, and Talbot T. Speer, publisher 
of the Gazette. 


Romulo, Ike Laud 
Press at Launching 
of Newspaper Week 


ANNAPOLIS, Oct. 1—Gen. Carlos 
P. Romulo opened National News- 
paper Week here today by calling 
on American editors to tell the 
world we are a spiritual people— 
not the “materialistic, money-mad 
people” that Communists say we 
are. 

Hailing the role of a free press, 
the Philippines’ ambassador as- 
serted newspapers have the same 
aim as the United Nations: “You 
are for peace, you write for peace, 
you fight for peace.” 


® To dramatize the role newspa- 


pers play in America, the 125 pub- 


lishing executives and public of- 
ficials gathered for the meeting 
paid tribute to the Annapolis Ga- 
zette, which was referred to as 
the oldest daily newspaper in 
America. 

With descendents of the original 
publishers standing by, souvenir 
editions of the 230-year-old news- 
paper were printed on a press from 
the colonial period which was 
installed at the Capitol-Gazette 
plant. 


® In marking National Newspaper 
Week, President Eisenhower is- 
sued a statement saying: “In this 
age of mass communication, when 
falsehood and pretense can be 
widely disseminated, it is more 
important than ever to honor those 
who seek the truth and make it 
forcefully known.” # 


Motivationist Mayer Turns Tables, Probes 
Quiz Shows—Especially One He’s on (‘21') 


New York, Oct. 3—David Mayer, 
the motivation researcher who is 
currently a contestant on the NBC- 
TV show, “Twenty-One,” called 
a press conference today to report 
the results of a quick survey his 
company has conducted on—guess 
what?—quiz shows. 

Mr. Mayer, president of Market 
Psychology Inc., was pleased to re- 
port that viewers prefer the 
“Twenty-One” type of show to the 
“$64,000 Question” type. 

Why? Because “Twenty-One” is 
“super-specialized 
knowledge of one field,” and the 
level of questions allows the au- 
dience to “get into the act more 
and identify with the contestants.” 

Mr. Mayer said the survey found 
that people tend to get frustrated 
with specialist programs such as 
“$64,000 Question.” That program, 
he noted, is being forced to rely 
increasingly on contestants “with 


bizarre characteristics—ladies who 
know manly sports, children with | 


| adult professional knowledge, etc.” | 


® As a matter of fact, he contin- 
ued, if the sociological implications 
are followed out, “$64,000 Ques- 
tion” stacks up as “authoritarian,” | 
while “Twenty-One” is “democra- 
tic.” 

Market Psychology decided to 
do the survey after Mr. Mayer be- 
came a contestant. Interviews were 
conducted with 65 people, selected 
at random in the New York metro- 
politan area. Mr. Mayer conceded 
freely that he is not averse to 
cashing in on the publicity value 


of his tv appearances. 
He did point out, however, that 


the survey is related to work the 
company is doing in developing a 
qualitative rating system for tele- 
vision programs. Mr. Mayer said 
two out of three tv networks and 
one radio network have expressed 
an interest in such a service, 

Mr. Mayer has appeared for two 
weeks running on “Twenty-One,” 
battling dairy farmer Harold Craig 
to a tie in four games. Mr. Craig’s 
winnings to date are $119,500. 
When they go to the mat again 
next Monday, they will be playing 
for $2,500 a point. Mr. Mayer, as 
the challenger, has to win a game 
before he can amass any win- 
nings. 


ART NIELSEN JR. 
STUMPS HALF A PANEL 

New York, Oct. 2—A. C. Nielsen 
Jr., president of A. C. Nielsen Co., 
made an appearance last night on 
the CBS-TV show, “To Tell The 
Truth.” 

Mr. Nielsen appeared with two 
other contestants, all three claim- 
ing to be A. C. Nielsen Jr. 

Following the question period, 
the four panel members tried to 
guess which was Mr, Nielsen. Two 
correctly identified him. 

The program awards $250 for 
each wrong guess, to be divided 
among the contestants. Mr. Niel- 
sen’s cut was $166.66. = 


Fram Names Fuller A.M. 
Fram Corp., Providence, R. L., 
maker of oil, air, water and fuel 


filters, has appointed Marcus A. 


Fuller advertising and sales promo- 
tion manager. He previously was 
with Lawrence M. Hirsig & Co. 


| Exquisite 
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Latex TV Barter 
Has Worked Okay, 
Madden Reports 


(Continued from Page 1) 
percentage of Latex’s sales due 
to increased advertising. 

No advertising agency other 
than the 10-man unit has serviced 
the barter end of the Latex ac- 
count. The unit, which has re- 
ported directly to Mr. Madden, 
created and produced Latex com- 
mercials, handled scheduling and 
functioned in a station relations 
capacity. 


@ Latex schedules via barter have 
been running now for approxi- 
mately one year. Mr. Madden said 
he did not wish to say whether 
the unit would continue in opera- 
tion. 

Sales effects of the increased tv 
advertising look extremely good 
at the end of the first year of op- 
eration, Mr. Madden said. To set it- 
self for increased consumer de- 
mand as a result of the barter 
spots, Latex went into a multi- 
million dollar plant expansion, Mr. 
Madden recalled. 


® The agency president made his 
remarks before a luncheon of the 
National Television Film Council 
in a speech entitled, “Television 
Film Barter: A New Trend?” 

Mr. Madden examined the in- 
volved dealings that went into the 
Latex-C&C pact. He said that he 
thought the reason National Tel- 
efilm Associates’ barter deal with 
Form Brassiere fell 


was asked to do too much in too 
short a time. 


# Barter, said Mr. Madden, will 
be with us as long as the distrib- 
utors have good tv film product 
to trade stations for time that the 
stations are unable to sell other- 
wise. This is assuming, he said, 
that stations want the film be- 
cause they can sell spots during 
it, and that the distributors wish 
to trade the film. 

Latex advertising on a non-bar- 
ter basis has been handled by 
Reach, McClinton & Co. # 


Hires Switches 
Account from Ayer 
as Maxon Is Hired 


PHILADELPHIA, Oct. 3—The Hires 
root beer account left staid Phila- 
delphia this week for Madison Ave. 

Charles E. Hires Co., 80-year- 
old manufacturer of the brew, 
moved its $800,000 account to the 
New York shop of Maxon Inc., 
thereby breaking a 10-year rela- 
tionship with N. W. Ayer & Son. 

George Finnie, advertising di- 
rector of Hires, said the move re- 
sults from the changes that have 
been going on in the company dur- 
ing the past three years. 

“We used to be a conservative 
company,” he explained. “Now we 
are ready to try anything that is 
ethical to promote sales. We are 
becoming more aggressive, more 
promotion-minded.” 

Mr. Finnie pointed out that the 
company has added 66 bottlers in 
the past year and one-half and 
recently has introduced a more 
lively package design, He said the 
promotional emphasis will contin- 
ue to be directed to the youth mar- 


ket. 


® Hires has been testing other 
| flavored drinks in several markets, 
| but root beer is stil] its staple. 
Mr. Finnie said Hires’ total an- 
‘nual advertising expenditure is 
| somewhere in the neighborhood of 
| $1,250,000. # 
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COMMUTE FROM OFFICE TO DUCK BLIND?... 


the “dual-life” man wants to try it right now! Why wait for the future, he says. What does 
the price of a one-man helicopter matter to a man who happily spends $500 to bring down a buck. 
This is the Sports Afield man we’re talking about! He’s that unique “Dual-Life” man with the built-in 
“urge to splurge” — the man who spends happily and freely in the pursuit of his favorite hobby, 


and on just plain everyday living, too. How hot a market are the almost 1,000,000 vigorous Sports 
Afield men? Your representative can give you chapter and verse on some of the most outstanding 


-— . . . . 
success stories in the magazine business, from apparel to liquor. 


SPORTS AFIELD Where you reach men best for everything they want. 


A Hearst Magazine * 959 Eighth Avenue * New York 19, N. Y. 
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wherever you look today 
you find 


PLASTICS 


, wherever men work with plastics 
you find 


| MODERN 


onan Agee 


Ag 


gi® 


... the magazine of selling—for manufacturers of chemicals, 


materials, machines and equipment the plastics field can use 
—and for molders and converters of plastics. 


ABRESKIN PUBLICATION ABC/ABP 
...asis MODERN PACKAGING, the magazine of packaging 


575 Madison Avenue, New York 22, N. Y. 
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The Editorial Viewpoint . . . 


The Impenetrable Mind of Man 


Pierre Martineau, whose blunt, colorful language and carnest 
dedication to the principles of motivation research have made him 
the most prominent spokesman for the motivational point of view in 
advertising, has written a book. 

The book, “Motivation in Advertising,” is a good one, and deserves 
the careful study of everyone interested in advertising. Mr. Mar- 
tineau’s major theses—that man is not a rational, logical animal but 
instead is governed very largely by his emotions, and that therefore 
logical reason-why approaches in advertising are likely to be rela- 
tively unimportant as selling influences, and that words and logical 
arguments are less important and less potent sales stimulants than 
favorable images created by a combination of all the forms of verbal 
and non-verbal communication—are well known. But his develop- 
ment of these theses supplies plenty of food for thought for every- 
one interested in the art of mass persuasion—which is what adver- 
tising is. 

It is a little unfortunate, however, that one of about a dozen 
illustrations in his book of advertising that does an impressive 
“image building” job (Marlboro, Jell-O, Hamm’s beer, etc.) should 
be devoted to two outdoor posters for the 1957 Chevrolet. These 
feature Chevrolet as “frisky” and as “sweet, smooth and sassy!” And 
in discussing them, Mr. Martineau says: 

“Any product is defined partly by its functional uses, but also 
by subjective attributes and attitudes which exist only in people’s 
minds. All these factors constitute its brand image .. . In addition 
to its practical virtues of mechanics and value, this very imaginative 
advertising added another dimension of meanings to the Chevrolet 
personality.” 

Well, the facts are no secret. Current and recent Chevrolet ad- 
vertising has certainly been more imaginative and exciting than 
any Chevrolet advertising for at least 20 years—a period when 
Chevrolet advertising was fairly consistently pointed to as the “un- 
imaginative, workhorse type” of automobile advertising. And for 
each of those 20 or more years, Chevrolet outsold every car in the 
world. This year it is being sharply beaten by Ford. 

Does this prove that Mr. Martineau is wrong? Certainly not. It 
merely proves that there is no pat way in which the buying motiva- 
tions of a significant segment of the public can be satisfied per- 
manently. During the two decades of its almost unchallenged leader- 
ship, the Chevrolet image was sharp and clear and was adequately 
mirrored in its advertising—a solid, substantial but not stodgy, 
reliable low-priced car; satisfying style demands but not frivolous 
or light or “tinny.” And millions of people bought it because that 
was exactly what they wanted in a car. 

Right now it is not exactly what they want in a car. As Martineau 
says, they take performance and ability in autos for granted; now 
they want style, modernity, racy looks, dynamism. And Chevrolet 
tends to suffer, momentarily, because it is hard to turn the Chevvy 
image around on a dime. It will take a while (and probably some 
radical styling changes) to make the “new” Chevrolet measure up 
to this minute's notion of what the up-and-coming small car buyer 
wants. 

All of which indicates clearly (at least to us) that the study of 
man and his motivating forces is not likely soon to be concluded. 
Basic drives and motivations may be isolated, but in the infinity 
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—Billie Quinn, McKitirick Directory of Advertisers, New York. 


“She’s in the clink. Took her dreams too seriously.” 


of forces that make up society, the total effect changes from minute 
to minute—sometimes subtly, sometimes in an almost revolutionary 
swing. 


Direct Mail We Can Do Without 


There is a whole new development in direct mail we can do 
without, and indeed will be delighted to do without. This is the 
direct mail in which someone validates something for us, or vouches 
for us, or gives us something, without our even asking anything. 

A single batch of mail at home the other day brought an enticing 
subscription offer from The Atlantic; a missive from the Bankers 
Life and Casualty Co., and two requests for charitable contributions. 

Both the charitable organizations insisted on sending us sheets 
of seals along with their appeals; they not only want a donation, 
they want some free advertising along with it (or else there is such 
a magic about seals, even useless and ungummed ones, that their 
mere presence increases the flow of cash). 

In the case of The Atlantic, its circulation manager, whose 
scrawled signature might be “J. West,” has kindly given us an o.k. 
on credit, so that we can send back the coupon without the necessity 
for sending any money along. We’re real grateful, only it looks 
suspiciously to us as though the o.k. and his signature are printed 
right on the blank, so we’re not the only one whose credit he has 
okayed. 

Bankers Life is much more complicated. They send us a letter 
with a “stamp” affixed, and tell us that “your stamp entitles you to 
a free sample policy.” All that’s necessary is to affix this “stamp” 
to the place on the coupon where it says “affix stamp in this place” 


, and mail back the form which has kindiy been “validated” by George 


| K. Morton of Bankers’ information division. 


Wonder what would happen if we mailed the validated form back 
without pasting the “stamp” on it! 


a a a 


What They're Saying... 


Advertising Age, October 7, 1957 


Rough Proofs 


“Present manager leaving to be 
married,” says the psychologically 
sound classified ad seeking a young 
woman to manage a publisher’s 
branch office. 

. 


James Kelly points out that the 
picture of Madison Ave. provided 
by current novels is caricature 
rather than character. 

If the fictional adman didn’t 
wear a grey flannel suit and drink 
at least three martinis at lunch, 
the reader wouldn’t recognize him. 


Like Arkansas and the Deep 
South, New York City has its prob- 
lems of color, including those con- 
nected with newspaper r.o.p. col- 
or. 

. 


“All over America, people re- 
spond to Life,” especially when the 
magazine gives them the good 
news of roadside inns serving bet- 
ter food and larger portions. 


The world series furor some- 
what obscured the brilliant stretch 
drives of the Chicago Cubs and 
Pittsburgh Pirates, which finished 
in an absolute tie for seventh place 
in the National League. 


The October issue of Parents’ 
Magazine carried $1,000,000 in ad- 
vertising for the first time, sug- 
gesting that advertisers have con- 
siderably more respect for moms 
and dads than their kids often do. 


Buffalo women who were so 
violent about those nude manikins 
in store displays must have heard 
an occasional man whispering to 
an undraped window charmer, “If 
you could only cook!” 


International Boxing Club didn’t 
do as well as expected with its 
theater television presentation of 
the Robinson-Basilio fight. 

Maybe this was less a defeat for 
the closed circuit than a victory 
for radio. 


“Men aren’t that hard to get,” 
opines Catherine Finerty, in de- 
|ploring advertising of perfume as 
ja iman trap. 
| But think how it builds the 
confidence of the gal who hasn't 
yet acquired one. 


Associated Third Class Mail Us- 
ers didn’t like it when CBS-TV 


eee 


Private Attitudes [aes the race, or the creed by| 


on Public Display 

Public relations is personal. Not 
long ago, 50 top-flight salesmen 
were asked by the National Sales 
Executives Club to list reasons why 
they liked to call on certain com- 
panies. Leading the list by a wide 
margin was a simple answer: 
“Courteous treatment.” These 
salesmen were basing their atti- 
tudes about a company, not on 
the company itself, but on the peo- 
ple with whom they had to deal 
within the company. 


what we, as individuals, say and 
do and are. 

Private attitudes are always on 
public display. They have to be| 
good to gain the public kinship we | 
privately desire. 


—Ross Roy, president, Ross Roy Inc., | 
in an editorial in “The Medallion,” | 
employe publication of the Bank of 
the Commonwealth, Detroit. 


And Take It or Leave It 

What a sheltered life one leads | 
who reads books and listens to 
records chosen by himself! No 


At a given moment, all of us are 


|not just a name, a Tom Smith or 


a Susie Jones—we are much more 
—we are a particular company, a 
certain nationality, a race, a creed. 


At that given moment, other peo- | 
ple judge the company, the nation- | 


preparation, this, for coping with | 
|the world around us. The radio| 
listener is better conditioned. He | 
|takes what he is told he likes and 
likes it. 

—Dean Acheson, in “Culture After 
5 apnea in The Reporter of Sept. 


billed Ed Murrow’s Post Office 
program with a reference to “third 


class ‘nuisance’ mail.” 


Not even the use of the quotes 
removed the sting. 


Of course it’s only a coincidence 
that agencies which resign ac- 
counts because of competitive 
product conflicts retain the ones 
with the larger billings. 


Al Allotta, Compton artist who 
suffered a broken leg in a softball 
game, smiled in his hospital bed as 
he was photographed reading the 
current issue of AA. 

Another good example of occu- 
pational] therapy. 

Copy Cus. 
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“Front Page reading” 
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“Front Page Interest 
to the Very Last Page | 


JOURNALISM IN 1957 demands new ideas, new methods, to meet the 
moods of a changing nation. In Philadelphia, The Inquirer has sparked 
a spirit of innovation in every staff member . . . is written and edited 
to infuse every page with “front page interest.” 


There are more pictures. There is more attention to the people, 
background, conditions behind the news. Features are brighter, includ- 
ing serializations of brilliant new books. Every page is planned to invite 
readership . . . and hold it. 


The “Page 3°’ approach is a milestone; carefully documented articles to 
inform readers, not only of the news, but how and why it happens. 


The Inquirer is read with intense thoroughness... wins amazing 
response from loyal readers for the causes it espouses and for its 
ADVERTISERS. That’s why more advertisers place more linage in 
The Inquirer than in any other Philadelphia newspaper. 


+ 7 ° _ ies... a 
elphia Inquirer ¢ a, | 
Now in its 24th consecutive year of total advertistng leadershtp #.. 4 MS a..a.& aA. tes 
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remembers the man 


¢ 


for 


exploring 


OSWALD G. VILLARD, JR., 
recipient of the IRE Morris 
Liebman Memorial Prize, 1957 
. for a recent important 
contribution to the radio art. 


and for radio-electronics engineers. 


As science-fiction fantasy is con- 
verted to fact, the detailed realities 


IRE pays tribute to Oswald G. Villard, 

Jr., for his contributions to “Burst” 
communication by means of intermit- 
tent reflection from meteor trails— 
work so secret that it has not yet been 
fully declassified by our government. 
~~) Sixty miles above the earth ionized 
fe particles in meteor trails have tossed 
radio waves back to our shrinking 
world. Through the discovery of inter- 
mittent reflection, effective transmis- 
sion of voice and teletype is now 
possible over longer range and at lower 
power. 


Radio is a way of thinking big about 
the world of tomorrow. The Institute 
of Radio Engineers is a professional 
Society of nearly 60,000 men devoted 
to a better world for you through the 
advancement of their science and their 
field of specialization. They read the 
official publication of their Society, 
Proceedings of the IRE — the only 
engineering journal in the radio-elec- 
tronics industry exclusively edited by 


@® THE INSTITUTE OF RADIO ENGINEERS 


Proceedings of the IRE 


Adv. Dept., 72 W. 45 St., New York 36, N.Y. -Chicago- Cleveland -San Francisco- Los Angeles 


authoritative articles by the men re- 
sponsible for these radio miracles con- 
tinue to keep IRE members informed 
as idea based on idea is advanced. 
Earth satellites, FM, TV, color TV, 
VLF, radar, computers, 
solid state electronics, scatter propa- 
gation, single sideband . . . revolution- 
ary concepts in radio-electronics all 
started and developed in Proceedings 
of the IRE. 


In radio everything is possible . . 
and IRE remembers the men who 
make it so. Small wonder that IRE is 
remembered in return. Best way to get 
products remembered, if they are sold 
in the radio-electronics field, is through 
advertising on the pages of Proceedings 
of the IRE. If you want to sell the 
radio industry, you've got to tell the 
radio engineer! 


A 


first appear in Proceedings. Original. | 


transistors, | 


[Boul Patterson Joins 
'Liller, Neal & Battle 

Paul S. Patterson, advertising di- 
rector of the Florida Citrus Com- 
mission until last May (AA, May | 
| 20, 27), has been appointed an ac- 
jcount executive of Liller, Neal & 
|Battle, Atlanta. Mr. Patterson, 
who joined Mrs. Phyllis Lacey to 
form Lacey & Patterson in Tampa 
in July, has left that agency, 
which has been dissolved, Mrs. 
Lacey has opened another Tampa 
agency under her own name. 

Liller, Neal & Battle also has 
appointed William Drager manag- 
er of its market research depart- 
ment. Mr. Drager formerly was 
director of research of Allen & 
Reynolds, Omaha. 


Standard Buys Big 10 Games 
Standard Oil Co. cf Indiana has | 
signed with Sports Programs Inc., 
New York, for sponsorship of the 
Big Ten basketball games over a 
regional network of about 40 tv 
stations in seven states. The 13- 
game schedule will be seen on 
Saturday afternoons on stations in 
Michigan, Indiana, Illinois, Mis- 
souri, Minnesota, Wisconsin and 
Iowa, beginning Dec. 14. D’Arcy 
Advertising Co. is the agency. 


Wesley Aves Names Two 

Wesley Aves & Associates has 
appointed James J. Nordhoff, for- 
merly with Brooke, Smith, French 
& Dorrance, to the copy depart- 
ment of its offices in Grand Rap- 
ids, Mich. Aves also has trans- 
| ferred Robert J. McCarthy from its 
Chicago office to the Grand Rap- 
jids staff, where he will be the 
pomeuiiies in charge of the Leonard 
Refineries account. 


- 


You may have problems 
with a fly rod— 


But ARB proves you're right 


about WKZO-TV 
in KALAMAZOO- 


AMERICAN RESEARCH BUREAU 


MARCH 1957 REPORT 
7 GRAND RAPIDS-KALAMAZOO 
| Number of Quarter Hours 
TIME PERIODS With Higher Ratings 
r WKZO.-TV Station B 
i MONDAY THRU FRIDAY 
8:00 a.m.to 6:00 p.m. 143 57 
WKZO-TYV is first in 267% more quarter an ee ay ee ee 2 ° 
. SATURDAY 
hours than the next-best station — 8:00 a.m. to 11:00 p.m. 50 10 
327 for WKZO-TV, 89 for Station B! SUNDAY 
9:00 a.m. to 11:00 p.m. 40 16 


NOTE: Survey based on sampling in the following propor- 
tions —Grand Rapids (42.8%), Kalamazoo (18.9%), 
Muskegon (19.8%), Battle Creek (18.5%). 


WKZO-TV 


"gen Yay 


The Fetzer Hations 


100,000 WATTS 


CHANNEL 3 


1000’ TOWER 


Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 


Avery-Knodel, Inc., Exclusive National Representatives 


| 
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Getting Personal 


Frank M. Folsom, head of RCA’s exec committee, has been named 
chairman of the 1958 New York Heart Fund. 

Thomas C. McCray, vp and general manager of KRCA, Los An- 
geles, has been elected president of the Los Angeles Art Assn. He is 
considered an outstanding amateur artist and has been on the as- 
sociation’s board of directors for the past two years... 

Add to the list of benedicts: Maurice F. Dunne Jr., account exec 
at Grant Advertising, Chicago, who was married to Eleanor Isham 
in Lake Bluff Sept. 14... 


35 YEARS OF SERVICE—B. I. “Bib” Brownold, vp and account super- 

visor at Grey Advertising, New York, receives an engraved silver 

tray from Lawrence Valenstein (right), agency board chairman, as 
a memento of his 35 years with the agency. 


Mrs. Glory Palm Carlberg, advertising and sales promotion man- 
ager for Crown Zellerbach Corp., San Francisco, has been honored 
with a “Woman of Achievement” award by the Pacifica, Marina 
and San Francisco Business and Professional Women’s Clubs. The 
award was presented Sept. 26 at a dinner highlighting observance 
of national Business Women’s Week ... 

Barbara and Sam Witchel—he’s an account exec at Max Rogel Inc. 
—are first-time parents. Alexandra Rachelle, their daughter, was 
born Sept. 10... Burt Halpern, Israel correspondent for AA, has 
returned to the U. S. after spending about a year there. His Israeli 
bride will join him in a few weeks... 


THE CHAMPS—D’Arcy Advertising slugged out a 9 and 3 record in the 
1957 St. Louis softball competition to win the title in the Press- 
Radio-Agency League. Gardner was runner-up with a 7 and 4 re- 
cord. KMOX finished in third place, KWK fourth and KSD played 
anchor-man position in fifth place. D’Arcy champs are, front row 
from left: Bill Eller, Bob Ogle, Dolan Walsh, Bob Chase, Al Meyer 
and Harry Renfro. Back row: Jack Prince, Norm Stannard, Jim 
Kramer, Charlie Crowe, Bob Flood, Bernie Ford and Harvey Die- 
goege. Batboys for the team, in foreground, are Michael and Gary 
Eller. Not present when the picture was snapped: Tom Dolan, John 
Weber, Roger Bacon, Norm Engelbrecht, George Kennedy and Jim 
Mayfield. 


June has arrived a little late at Emil Mogul Co., where five 
staffers are apparently mistaking autumn leaves for orange blos- 
soms. First to take the marital plunge was Elliott Engler of the art 
department, who was married Sept. 7 to Sheila O’Neill, publicity 
director at Gladding-McBean & Co., Franciscan China division. . . 
Stella Liebler, secretary to Harry Chapperon, Mogul pr director, 
was married Sept. 12 to Harold M. Kelly. . . Sept. 21 was the big 
day for Phyllis Quintiliani (secretary to Hal Balk, account exec on 
Rayco Auto Seat Covers), and Robert Guinta, a student at the RCA 
Institute. .. The next day, the 22nd, Annette Goldberg of the ac- 
count department and Herbert Bernstein tied the knot. . . Final 
member of this romantic quintet will be Sidney Shane, space buy- 
er, who will be wed Nov. 10 to Ann Gertrude Nackenson. . . 


Frank E. Gannett, founder of the Gannett newspaper group and 
president emeritus of the Gannett Co., quietly celebrated his 81st 
birthday Sept. 15 at home in Rochester, N.Y. He has been ill since 
April, 1955, when he suffered a fractured vertebra in a fall. . . 
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based on publisher's circulation records 


THE MAGAZINE FOR ALL BOYS PUBLISHED BY THE BOY SCOUTS OF AMERICA 
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WHO ARE THE MEN WHO BUILD AMERICA? 


(They read over 3 million more copies of 
one construction magazine each year 
than the next largest publication in the field!) 


Menaugh Joins Fred Harvey 
Tom Menaugh has been appoint- 
ed director of advertising and | 
lic relations for Fred Harve 
restaurants, hotels and retail ond 
erations. Mr. Menaugh, an ac- 
count manager with McCann-Er- 
ickson for the past six years, will 
headquarter in Fred Harvey’s gen- 
eral offices in Chicago. 


Nuhn Elected President 

Clifford Nuhn, editor-publisher 
of the Poughkeepsie New Yorker, 
has been elected president of the 
New York State Publishers Assn. 
Gene Robb, Albany Times-Union, 
was elected vp, and Fritz S. Up- 
dike, Rome Sentinel, was reelected | 
secretary. 


walk from 


up or down 


(% mile) 


= 


OKLAHOMA CITY 


New Vouk Timebuyenu: 


Measure KWTV’s famous 1572’ tower for yourself! 


Grand Central Terminal 


Park Avenue 


6 FULL BLOCKS 


? Some SALESpower! 


The tower with 1572 feet of GALE iowa in Oklahoma! 


Get the story from AVERY-KNODEL 


Advertising Age, October 7, 1957 


U.S. Tea Council 
Sets $1,200,000 
Hot Tea Campaign 


New York, Oct. 2—The Tea 


|Council of the U. S. A. on Oct. 16 


will launch the heaviest “hot tea” 
campaign in the history of the in- 
|dustry, with an intensive schedule 
of tv spots in 18 markets backed 
by a budget of $1,200,000. 

The 20-week schedule, which 
will run through March 4, 1958, 
will concentrate exclusively on tv 
nighttime spots from 6 p.m. to 
11 p.m. for maximum family audi- 
ence. An average of 30 messages 
per home in 20,000,000 homes is 
expected. 

Leo Burnett Co., Chicago, is the 
agency. 

Details of the campaign were 
released here last week with the 
return of tea industry exectives 
from the association’s closed meet- 
ing at White Sulphur Springs, W. 
Va. 

This fall’s campaign calls for an 
expenditure of $800,000 for the last 
quarter of 1957, and an additional 
$400,000 from the proposed 1958 
budget, which is still under con- 
sideration. The 1957 total budget 
was $1,800,000. 


s The markets to be reached in- 
clude Baltimore, Boston, Buffalo, 
Cleveland, Chicago, Detroit, Los 
Angeles, New Haven, New York, 
Philadelphia, Pittsburgh, San 
Francisco, Schenectady, Syracuse, 
Washington, D. C., and two other 
cities still to be named. 

Other highlights at the indus- 
try’s convention included a talk 
by Paul B. West, president of the 
Assn. of National Advertisers; a 
presentation of a survey on the 
tea market in the U. S. by A. C. 
Nielsen Co., and reelection of Ed- 
ward C. Parker, president of Tet- 
ley Tea Co., as president of the 
Tea Assn. of the U.S. A. 

Mr. West, in his talk, pointed 
out that national advertisers in 
1949 and again in 1953, when sales 
volume declined, increased their 
advertising and thereby reversed 
sales declines. 

Commenting on changes that 
have taken place since World War 
II, Mr. West noted that advertis- 
ing itself has seen dramatic im- 
provement. 

“Improved audits of advertising 
circulation,” he said, “are so well 
entrenched today that we almost 
take them for granted. Advertising 
research techniques for testing and 
evaluating advertising effective- 
ness have made great gains. Coor- 
dinated with marketing research, 
advertising research has figured 
importantly in what to make, 
where to sell it and how to ad- 
vertise it.” 


@ In the Nielsen report, it was 
brought out that tea sales through 
food stores have remained static 
for the past two years. The tea 
bag, which accounted for 55% of 
all tea sold during the first seven 
months of 1957 on a pound basis, 
and even higher in share of con- 
sumer dollars, may have already 
made its maximum contribution to 
tea consumption growth, it was 
shown. 

To increase the effectiveness of 
the promotional dollar, the Nielsen 
report suggested a reduction of ex- 
penditures for certain types of 
consumer and trade promotions, 
and larger expenditures for effec- 
tive forms of consumer advertising 
which will help insure a larger 
flow of new consumers into the 
market. + 


Secremente, California | 
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+) { Outdoor Advertising ) 


Pall Mall’s strategy is simple and practical...take these basic 
selling ingredients, carry them right up to the point of sale 
with Outdoor and you get buying action...fast! 


Pall Mall’s starting schedule was quickly expanded over 50% 
after just a few months of posting. 


Outdoor combines these sales essentials with broad low-cost consumer 
coverage...reaching 85%* of all smokers. This sales power 
of Outdoor works for Pall Mall...it can also work for you! 


8 Out of 10 people see and remember Outdoor posters!" 


*Urban Markets—Starch Continuing Study of Outdoor Advertising 


OUTDOOR ADVERTISING INC. 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
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Town & Country recently recorded 

the biggest September issue 
in its 111-year history — with an 
advertising increase of 25% over 1956. 
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Lden ts a Hearst Magazine 


Not all Town & Country editors vacation in Ta- 
ormina — go to work in striped trousers — or 
commute from Westbury in a Mercedes Benz. 
But they could easily fit into all three, because 
they know the people who somewhat regularly 
do—the privileged minority who move in an in- 
fluential circle from Piping Rock to Sicily and the 
Virgin Islands. 


As one editor says: “I consider Town & Country 
a personal news letter to a large number of peo- 
ple, about half of whom I know, and half of 
whom I do not happen to know.” 


He means that those he doesn’t know, he does— 
in the sense that, living himself in their privileged 
inner circle, he thinks, talks and lives as they do. 


KEY TO A PRIVILEGED PATTERN 


However the readers of Town & Country spend 
their upper-incomes — whether on trips to 
Europe or Bessarabian Rugs—they are the pace- 
setters, the group which sets the trends that 
others follow. 


They are the key to privileged patterns of be- 
havior. Speak to them, and you speak to all who 
are interested in gracious living. 


And that is true of every Hearst magazine. Be- 
cause each is edited for a specific, dedicated 
group — the pace-setters, the eager, the wide- 


awake. Each fits its market as a key fits its lock. 


KEY MEN — KEY MARKETS 


Hearst representatives are key men in the publi- 
cation field — because each speaks for a maga- 
zine keyed to its readers, not spread abroad. 
They talk specifics, not generalities. They speak 
of interests as the key to circulation. 


And Hearst markets are key markets—based not 
alone on charts or figures, but on the personal 
enthusiasms of particular consumer groups. 


Whether you're talking to the privileged readers 
of Town & Country — or to the man whose 
hobby is foreign cars or fishing—let Hearst edi- 
torial insight be the key that lets you in. 


HEARST 


Bride « Home 


ve , 
American Druggist 
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MAGAZINES 


10 keys to the special |} interests of 10 groups of people 
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Crow Buys ‘Timber News Gimmick Prevention 
Cc. C. Crow Publications, Port- L 
land, Ore., has purchased West- Question by Pulse Is 
‘ = ern Timber News, semi-monthly Cc itici b KITE 
® , AYVW@OT tabloid size newspaper. The for-| Criticized 
Em |PEKOATE TOUG av aC TNS Epnuepldoc mer owners were R. T. Titus and Y 
C. W. Matthews. Western Timber|. SAN ANTONIO, Oct. 1—The rat- 
yp ‘ News was founded seven years ago na Mppedhege Boe 4 pen d << a 
igi lished un- . 
NOZT &t& va Ermpecoovv Kai avtol &AAouc! and originally was published un-|survey procedures without pro- 
Forest Industries Assn voking strong protests from seme 
broadcasting interest (see story on 


Page 56). 
' r 
7“ h T 2 tell the others!” Johnson to ‘House Beautifu A new squabble here has Pulse 
EVEN IN GREEK IT’S: “Sell the POS i INFLUENTIALS — they Fe Sianttne Sidinaun: Simmneety etl tue. ond TTR te. poatietnente. 
|vertising manager of Spot, has| The rating service is asking sta- 


joined the sales staff of House|tions if they are doing anything 
Beautiful, New York. special in the way of promotion 
during the week-long period of 
the Pulse survey. The question is 
not aimed at year-’round promo- 
tions, but only at those special 
contests and giveaways a station 
might run during the checking 
period to bolster its audience. 

KITE terms the Pulse more a 
“Milquetoast crusade,” since of- 
fending stations will answer the 
question in “double-talk” or with 
a “virgin-like ‘no reply’.” 

“Why don’t you just report 
what’s being done promotion-wise 
by stations during the checking 
period?” KITE asks. “We all know 
what the other guy does in our 
markets, and so do all your inter- 
viewers. 

“Could it be that some of your 
fattest multi-market subscribers 
are the worst offenders?” 

Pulse, in a procedure now about 
four months old, lists the replies 
of stations in the special-promo- 
tion question in its local rating re- 
ports. 
| s Station reaction to the question 
| generally falls into three catego- 
jries: No reply; We’re not doing 
| any special promotion; Our pro- 
motion during the period is part 
of a year-’round schedule. 

Pulse says its new question was 

promoted by a strong feeling in 
the broadcasting industry that sta- 
jtion promotions were affecting 
ratings. However, under the Pulse 
| method of surveying, in which lis- 
teners are hit with a long list of 
| questions, a station cannot “gim- 
mick” the market with a $5 offer 
bee listeners who answer, “I’m lis- 
tening to WX XX,” the rating serv- 
lice says. 

“We are not in a position to 
judge the veracity of stations’ an- 
|swers to our new question, and it 
jis not our job to be policemen,” 
|Pulse says, adding that 98% of 
stations which have commented on 
the new question have been in fa- 
vor of it. 

“Put us down along with the 
other maidens . . . No reply,” says 
KITE’s president, Charles W. 
Balthrope. # 


Charles Bowes Adds Spinco 
The Spinco division of Beckman 


Wire or Phone Today Instruments, with offices in Palo 


How MU eee eee 
yW of this oe ic SISSRSO HE SE See SEER |e ancisco, to handle its advertis- 
$4,250; « on ipment for Datamet guarentee etc. (October, 1957 first | ing. The San Francisco office also 
nt on sion”. Magozlt cirevie’ “Datamation” issue.) m\has the account of the Berkeley 
wilt is “Datame neering a ied and ¢, develop Mm \division of Beckman, while the 
n. This Eng nd 2 creot = 
sien. rch © jgned © qticts Tht e intormation S| agency’s Los Angeles headquarters 
pom publice of engineers patio F handling me \office has the account of four 
h is the ifie Gro’ for the autem me |southern California divisions of 
esearc > the spre equipment dhis first mm | Beckman. Account executive 
& ngineerin and vse | industria a enticipatind = \George A. Whittington has been 
g pe x pistorY @ |transferred from Los Angeles to 


the San Francisco office to help 


Enginestin® this field. | 
=| service the two new accounts. 


=) | ‘Coronet Shifts Wanderer 
| Dick Wanderer, formerly with 
m|Coronet’s Family Shopper, has 


transferred to the magazine’s na- 
tional sales staff, New York. 


Re ay 


= 2 Le 2 : r wate i. - ww 
103 Park Avenue, N.Y. 17, N.Y. * Lexington 2-054}; 


Sacramento, California © 
... the highest rated 


station in the West! 
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Powerful! 


Powerful forces dilute your advertising dollars at the 
pay-off point—the retailer’s shelves. That island display 
of “specials”, for instance. That “store brand” stacked so 
conveniently close to the check-out counter. Poor shelf 
position, itself. What can you do about it? You can’t control 
the store, but you can command the strategic few seconds 
before the shopper enters the store. Put your product on 
CRITERION POSTERS, in the heart of the retail 
marketplace—one city or 2,000. Boost the performance 
of your entire ad budget .. . with more direct advertising, 


more continuously, for less money . . . where it counts most! 


Use CRITERION POSTERS (0 s¢/l 
your product in the retail marketplace 


} 


— NEW YORK — BOSTON — CHICAGO — PHILADELPHIA — PITTSBURGH — ST. LOUIS — SAN FRANCISCO — MONTREAL 
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McConnaughey Hits 
‘Inane Prattle’ on 
Broadcast Control 


Dayton, Oct. 1—George C. Mc- 
Connaughey, former chairman of 
the Federal Communications Com- 
mission, last week urged Ohio Mu- 
nicipal League conference dele- 
gates to work to keep the broad- 
casting field free from “destruc- 
tive federal control.” 

Mr. McConnaughey, who stepped 
down from his FCC post last July, 
told those attending the confer- 
ence: 


to the well being of the citizens in 


“As the representative spokes- | 
man at the local level, you can | 
have a marked influence in keep- 
ing this medium free... 


prattle going on 
lately about regulating broadcast- 


Mr. McConnaughey said 
American public should serve as| 
the censor of programming, not) 
the federal government. 

He urged the municipal officials | 
to write to stations or station man- | 
agers if there is something need- 
ing criticism, such as bait and 
switch advertising, lotteries, over-| 
loud commercials or too frequent 
repetition of inferior films. 


s “Furthermore,” Mr. McCon-| 
naughey said, “you will be helping 
not only your community, but the 
broadcaster himself by doing away 
with the current motivation in the) 
federal Congress for the establish-| 
ment of a federal censor of pro- 
gramming in one guise or another 

“IT am unalterably opposed to 
censorship or any other type of 
government control over program- 
ming or over the thoughts of free | 


whole is conducted in the public 
interest,” he said. 

The former FCC chairman said 
he had listened to radio and wit- 
nessed television under govern- 
ment control in many countries, 
adding, “With the weaknesses 
which we may have in our method 
of broadcasting—too many com- 
mercials, switch and bait, give- 
away programs and commercial- 
ization—I will take it all, as com- 
pared to government controlled 
operations.” + 


IN NEXT ISSUE: 
b CLIP AND 
A SAVE IT 

4 3% 


3 


your various communities. | 


“There has been a lot of inane | 
in La sr 


ing. Why, I will never know.” | 
the | 


problem is to absorb these cost increases without pricing their goods 


men; provided the operation as a} 


ment —just control devices. His primary job is putting 
automation to work to produce better products at less cost. 


PR Institute Established | Richman Inc., Philadelphia art and;Gross & Associates, Hartford 

The University of Bridgeport Photography studio, is president of | agency, as a partner, effective Oct. 
has established an Institute of | the new company. R. Robert Caw-|12. Mr. Needles will be vp and 
|Public Relations. It will be con- | ley, formerly manager of client|general manager in charge of 
‘ducted by the university in coop- |C°Dtact of Mel Richman Inc., is|agency operations. He began his 
eration with the American Public | executive director, and Albert E. | advertising career with the Gross 
Relations Assn. |Storz, formerly head of the Rich- | agency in 1944, switching to radio- 

}man design group, is design direc-|tv three years later. 


| tor. 

Rice Heads ‘Man from C&W’ 
has been formed in Philadelphia, | Needles Joins Julian Gross Jack E. Rice Jr., with Cunning- 
| devoted exclusively to package and| Erwin B. Needles, director of tv |ham & Walsh since 1955, has been 
industrial design. Mel Richman, | sales, WNBC, West Hartford, since named supervisor of the “Man 
|chairman of the board of Mel!1956, has resigned to join Julian | from Cunningham & Walsh” pro- 


) 
| 


Richman Design Formed 
Mel Richman Design Associates | 


Advertising Age, October 7, 1957 


gram in addition to his duties as vp 
in charge of new business, which 
he assumed last February, Since 
then C&W has acquired Roy Rog- 
ers children’s apparel, Beatrice 
Foods, Eskimo Pie and Andrew 
Jergens accounts. 


MacLean Boosts Anderson 


Hugh C. MacLean Publications 
Ltd., Toronto, has appointed Dun- 
can F. Anderson exec vp. Mr. An- 
derson has been with the company 
10 years. 


“Your stake in communications | 
in the broadcasting field is vital | 
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How to turn the cost-price squeeze into an advantage 


Looking for some solid facts that will help you sell more effectively ? 
Try these. 

Material prices have risen in steady jumps since World War II. 
Wages have been pushed up. It’s still going on. Management’s 


| idea 5 


out of the market —but still make a profit. 

Here’s how they’re doing it —in their own words: 

“We are installing automatic equipment which will enable us to 
increase our production 50°; without increasing employment.” 
—Aircraft component maker. 

“We have revised our manufacturing methods to offset higher 
costs.’’—Transmission and speed reducer builder. 

Tell your prospects how you can help them automate for better 


cost-fighting. You’ll get results because the problem has matured 
into industry’s most lively market. 


idea 6 
When you sell ideas, product sales naturally follow 


The AUTOMATION reader is looking for ideas to apply in 
his plant, to his problems, more than he is looking for just 
production equipment —just material handling equip- 


This means he has to be a builder, designer, or buyer of 
automatic equipment .. . or all three. His information 
needs are of a very special kind. That is why he centers 
his interest on AUTOMATION. Here he finds editorial 
articles and advertisements that yield the ideas he’s look- 
ing for —and nothing else. 
Here’s what makes him so important—he and _ his 
counterparts will spend no less than $23 billion in 1957-58 
to bring their automation ideas to life. 
That is why so many leading advertisers are putting 
| themselves where they’ll have the undivided attention of 
this new buying influence —in AUTOMATION 


fd 


dea 


most lively market”’ 


. centers his interest”’ 


the magazine of 


sis Ting tee ee <, tek Ae seat aes Bek tg eae Tate Pena Sam ht ig simile ON Fr prastae ae Rane a Le Wiesel 9, i to aA: i tae = 7) ce ek ee ee AM ac tS tS ee J. ee Oe: me eae O'S: Ses tee 

ve a aera | aden Se ema Pei De eee ae |: «algo ei Cee poeusereeas ———- ick ans a See ie cel) eae Ne oe oe ee Bo 22 Mg, eg eR ie ieee. Oe ene Y 
ei I a a hr ee a ee ee 
cee, See aie... a amen ts hs Z : Ss eg aor eas aes: vue roe , gee tr Lice abate SFE 5a mRNA Arr =. <2) eye rr rr Ske. ee Sm A hoa Oy nay 
AERC eo) one oe g aes & . i ens papa Seo e Rate ane Pits <a pis ee ewe SNe, en ae i : Ce a ae ee es Sl 

Nit Gr et, en Se, Ee eee see OS 1a ae te . ye Pit cebiany Wille a ane Tira] RNs ogee Oe ee ra Tea 
ie ak ee ae BY ee eee eon i ee Acca tt sg a ie se. A. a Bey as Ma etic 1 oaeagmmmmamrmets§ rt a ; Se ee as ree aes at eae me At ce Phe 
i ile ee ee ae Pa ee gli ee ‘ 

iss me ; ; on as ae ae . ee ak... Sy ree ee eee 4 a se yee Bi gree roti a: Ta : a | ee ‘ ane Paros 2 a ST eal i ae oe ee ero: Neti sD Me 2 
ie a 
~- 2 
9 |_| . a) 

a ee 
ah ie, ye : 

ie ; 
a ‘a 
et te ae 
me o3 

on 

} 
eee , os 
? ae ; ee 
=. I 
# i 

Aa oe es 
. ae 
_-_ a ee ag 

oo Sy 

es a 
ain ' x, 
aa E 

Fay 
ven ees 
a _ 

EA 

a fi 

22 f _ 

ae a 
a * ; a 
4 ad oa ‘ 
ae yf 
oe ee 

il re 
ees 
ee ~ 
ore: Ao 
ee a 

te oa ' 
_« wee ; { % 
SRE ee 
oteees rs 
bee ye f te. 
ae v t', gs 
a ti : a 4 \ <¥ 
a \ ms - te) ? a 
ae ; 
a a One » Ssiyt ‘ 
eS A oe ' ’ | “pe 
vie S ’ = 
eae ; ne Fe J \4 = 5 
, , \ \ <0 : 2 
om a » |e 
ae eee = E re 
: reg (~~ aun *” eS " 
te, —~ —_— 4 e 
a ee /) SY AS re 
pom aa, te 
: A 
yi or 
5 a 
ee : 
Sag 
rapt ee 
Aes ter. | i 
i: ‘6 
ae | Pe 
: : 7 | ee / \ : 
emee ti 4 7 
hl - ‘ 
ee Pa _ 
hat <s? : 3 
- | CO | 
a 7 ' 
ese ie IN _ ry 
coh y WoR 3 2 
~ 4 ig " 5 oy 
te vn i Sp 
t - ; me 
— ae ra Ry; > 4 
er. ; “\ he 

% \ \ : 

: ae 
ies > WwW Jo. ie 
~ ‘ a ~~ 
Y ” ~ 
“NN a 

: = = ‘ 
4 +p 

ei in | 2 

Pik 3 ¢ 
é : re ~ . | # 
M EDIA ’ 

ar | : 

is it aie tat yale See oy, eae ie ee ; ae i ra a ie 

is 2 ee é LR aoe saa et eee a eee ae pes ee Ee a ge ee nae eh ot ee : sie ai - ee 

Dede ae rene ap ae ec en oe Be a = SR a RP NO ere linc elie ee a ‘ : : , Fe eerie Scns ; 

fa alla a i a a yt Beer Vag vn lt a eae Ie Te le eo ig NO Sm Sem S| A ee eae Ree RN Map i ye 96 SR ere Pe de 
2 ae gees Besse ee eaielt BE OSG ES ao Si ier : fy ae wists ee hee ee ee Ga Ee : ce Os ics ne eee en ae * eS ae tb og 

CRAs eR a is gg ee ee RRM ee Tree coon te meee ee ae Ry, RR rn A eg ae ee eee eee ne 


Advertising Age, October 7, 1957 


York-Shipley Names Parker cessing applications of Friden | additional markets. The five-min-|G. H. Tennant Co., Minneapolis. 
Gordon M. Parker has been /Flexowriter automatic writing ma- | ute broadcast, titled “Today’s|Malcolm E. Fallek, formerly with 
named merchandising manager of |chines and other tape-operated |Stock Market & Business News,”|the business and economics re- 
York-Shipley, York, Pa. Mr. Park- | machines. Copies of the booklet | will be heard in Omaha, Kansas|search department of Minnesota 
er formerly was ad manager of|may be obtained without charge City, Waterloo, South Bend, Mad- Mining & Mfg. Co., St. Paul, has 
the Timken silent automatic heat-| from Friden Calculating Machine | ison, Davenport and Peoria. J. R.|been named manager of market 
ing and cooking division of Scaife |Co., Commercial Controls Corp., | Pershall Co., Chicago, is the agen- | research for Smith Welding. 
Co., Pittsburgh. prroncmg 1 Leighton Ave., Ro-|cy. 


chester, N.Y. A. D. Adams Names Smith 
Friden Offers Booklet 


Peterson, Fallek Join Smith A. D. Adams Advertising, New 

Friden Calculating Machine Co. | Allyn Increases Radio Use | Robert L. Peterson has been ap-| York, has appointed Wylie Smith 
has published “Friden IDP Prod-| A. C. Allyn & Co., Chicago in- pointed advertising manager of|media director. Mr. Smith most 
ucts in Action,” a booklet which|vestment company, has extended | Smith Welding Equipment Corp.,| recently has been with Lester Har- 
describes the integrated data pro-' its Chicago radio show to seven! Minneapolis. He formerly was with! rison Inc. 


for advertising / marketing / sales executives 


idea 7 
Men at work (90,000 of them) . . . creating sales opportunities for you 


An amazing range of problems keeps the automation market mov- 
ing, growing, expanding. New sales opportunities are popping up 
constantly. 

Readers have been writing AUTOMATION for help. They’ve been 
writing in such numbers that a special editorial section has been set 
up to take care of them, publishing letters in every issue. 

Their scope is amazing. For instance, one reader wanted to mecha- 
nize his whole warehouse; another wanted to detect water in flowing 
oil; another wanted to work automatic casting into his production 
cycle; another wanted to find makers of a special type of motor. 
When you talk to this market in terms of solving problems, you're 
going to get attention from AUTOMATION’s 90,000 readers. 


idea 8 
Here’s the way to put action into your automation sales planning 


Talk about advertising getting action. Here’s an example: 
Giffels & Vallet, Inc. 

“We received a call from the Muehlhausen Duwvision of the Rockwell Spring 
and Axle Co., in Logansport, Indiana, inquiring about our engineering 
services for the layout and design of modern automated plant facilities. When 
we called upon the assistant general manager he had in his hand a copy of 
our ad from your April issue, which was hardly off the presses.”’ 

The reason AUTOMATION readers move so fast —once they make the 
decision to investigate a purchase —is the importance of their jobs. 
They’re a special task force fighting costs, and they have manage- 
ment’s authority to act. You’re on-the-spot where this kind of  ~ 
action starts —when your advertising is in AUTOMATION. 

Results like this can be yours when you advertise to men who are 
thinking automation and nothing else —in the one magazine that 
covers automation and nothing else. 


“An amazing range of problems” 


Wy) 
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You'll find many more ideas in AUTOMATION’s new booklet, 
“10 ways these salesmen can help you do your job better.” 


Write for a free copy today. “*. . . the way to get action” 


(This is the second advertisement in a continuing series) 


automatic operations QHOWODOABION 


a|PENTON |Publication/Penton Building/Cleveland 13, Ohio 


Stral Adds Two Accounts 

Stral Advertising Co., Chicago, 
has been appointed to handle ad- 
vertising for Adorn Plastic Spe- 
cialists, Chicago, and Walsco Elec- 
tronics Mfg. Co., Rockford, Ill, a 
division of Textron Inc. Adorn is 
planning a campaign to the adver- 
tising specialty market; Walsco 
will launch a drive in radio-tv 
service media for its line of tv an- 
tennas and service aids. 


"SAE Journal’ Adds Office 

SAE Journal, New York, has 
opened a new advertising office at 
3537 Lee Rd., Shaker Heights, a 
suburb of Cleveland. Hamilton E. 
Finney, formerly with Fletcher D. 
Richards Inc. and Fawcett Publi- 
cations, has been named district 
manager. 


Dubin Starts Own Agency 

A new agency, Raymond G. Du- 
bin Advertising Agency, has 
opened offices in the Commercial 
Trust Bldg., Philadelphia. Mr. 
Dubin formerly was copy chief of 
Feigenbaum & Wermen Advertis- 
ing Agency, Philadelphia. 


WSBA Names Headley-Reed 

Headley-Reed, radio-tv station 
representative, has been named to 
handle WSBA, York, Pa. Young 
Representatives formerly handled 
the station. 


WEST VIRGINIA 
DAIRY 
INCREASES 
SALES 500%! 


LEATHERWOOD DAIRY, Blue- 
field, W. Va., conducted a 
two-day promotion using THE 
CISCO KID plastic tumbler as 
a premium with @ half-galion 
of milk. They write: 


“Results were tremen- 
dous . . . in a two-day 
period, 15,000 Bluefield 
families bought the special 
half-gallon carton. This 
means Leatherwood Milk 
was sold to 74% of the 
families in our area thanks 
to THE CISCO KID. We're 
looking forward to many 
more profitable promotions 
with this powerful show.” 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 
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ATLANTIC CITY PRESS 


AUGUST CIRCULATION 47,288! 


Greatest in its history and now providing 80% family coverage of the entire trading 
area. Only the Press can furnish the coverage and penetration you need to sell this 
rich year-round market of 200,000 population. 


Put the Press on your list. 


Atlantir City ir P bs} 4] —Southern New Jersey's ‘Good Morning’ Newspaper 


Rolland L. Adams, President—Gallagher DeLisser Inc., National Representatives 


‘Cloistered’ Writer for 


Advertising Age, October 7, 1957 


‘Playboy’ Protests 


‘Pious Pornography’ of Women’s Magazines 


New York, Oct. 1—An attack 
on women’s magazines as “pious 
pornographers” is made in the 
October issue of Playboy by writ- 
er Ivor Williams. Among the 
magazines he assails are Ladies’ 
Home Journal, the defunct Wom- 
an’s Home Companion, Cosmo- 
politan and Redbook, all of which 
he regards as women’s books. 

Playboy, which carries the sub- 
title, “entertainment for men,” 
bills the Williams piece as “rare 
... fascinating .. . explosive.” 

The article, says Playboy, “is a 
relentless pummeling of the 
strange brand of sex purveyed 
by the women’s magazines, and 
though it’s written with consider- 
able wit, it is such dynamite we 
have a hunch the detonation will 
be felt in the magazine world for 
many a moon to come.” 

The Williams article, which 
carries the blurb, “Sex and Sanc- 


Atomic power in Caesar’s day? 


Certainly! 


It was there, in the ground, in the air and water. It 
always had been. There are no more “raw materials” 
today than there were when Rome ruled the world. 

The only thing new is knowledge . . . knowledge of how 
to get at and rearrange raw materials. Every invention 
of modern times was “available” to Rameses, Caesar, 
Charlemagne. 

In this sense, then, we have available today in existing 
raw materials the inventions that can make our lives 
longer, happier, and inconceivably easier. We need only 
knowledge to bring them into reality. 

Could there possibly be a better argument for the 
strengthening of our sources of knowledge—our colleges 
and universities? Can we possibly deny that the welfare, 
progress—indeed the very fate—of our nation depends 
on the quality of knowledge generated and transmitted 
by these institutions of higher learning? 

It is almost unbelievable that a society such as ours, 
which has profited so vastly from an accelerated accumu- 
lation of knowledge, should allow anything to threaten 
the wellsprings of our learning. 


Yet this is the case 


The crisis that confronts our colleges today threatens 
to weaken seriously their ability to produce the kind of 
graduates who can assimilate and carry forward our 
rich heritage of learning. 

The crisis is composed of several elements: a salary 
scale that is driving away from teaching the kind of 
mind most qualified to teach; overcrowded classrooms; 
and a mounting pressure for enrollment that will double 
by 1967. 

In a very real sense our personal and national progress 
depends on our colleges. They must have our aid. 

Help the colleges or universities of your choice. Help 
them plan for stronger faculties and expansion. The 
returns will be greater than you think. 


If you want to know what the college 
crisis means to you, write for a free book- 
let to: HIGHER EDUCATION, Box 36, 
Times Square Station, New York 36, 
New York. 


«eer IT SrIGHT 


Sponsored as a public service, in cooperation with the Council for Financial Aid to Education 


timony in the Ladies’ Home Jun- 
gle,” examines some titles and 
story contents in recent issues of 
the women’s books and charges 
that “by approaching the subject 
with a medical license and a lit- 
tle black bag, there were clearly 
no limits to how far the ladies’ 
books could go...” 

Mr. Williams asks, “Could all 
the ‘suggestiveness’ of motion 
pictures and advertising create 
any more false a picture for youth 
than the quasi-explicitness of the 
women’s magazines?” 


= “For years,” writes Mr. Wil- 
liams, “I have been bumbling 
along in the naive belief that the 
women’s magazines were devoted 
solely to such matters as how to 
chintz up the living room and get 
a cake to rise. But it seems I was 
wrong—the most worrisome prob- 
lem facing milady’s monthly ga- 
zette is how to muss up the mar- 
riage bed and keep one’s mate 
aroused.” 

He cites such magazine titles 
jas “My Husband Avoids Making 
j|Love to Me, a Young Wife’s 
|Story” (Redbook); “My Husband 
|Wanted Me and the Other Wom- 
jan, Too. He Needed Us Both” 
(Ladies’ Home Journal); “Sexual 
|Problems of Beautiful Women” 
(Cosmopolitan). 

Playboy, on the other hand, 
|says Mr. Williams, avoids path- 
| ological studies of the female 
anatomy and concentrates on “a 
| o- sagpeed posed portrait of sound 


limbs and a healthy bosom.” # 


‘Pteifter Buys Lawrence 
Packing: Names New Broker 

| Pfeiffer’s Food Products Inc., 
Buffalo, has purchased the Law- 
rence Packing Co., Wilson, N. Y. 
Edwin P. Pfeiffer, vp of Pfeiffer’s, 
will head the new plant and be in 
charge of production. Kaseal 
Peckoff, exec vp of Pfeiffer’s, 
will be in charge of sales. Law- 
rence Pepper, president of Law- 
rence, will continue in an active 
role in the sales department of 
the new company. Enzio Foods 
Inc., which currently is leasing the 
|Lawrence plant, will continue to 
pack fresh tomato soup and kid- 
ney beans and other specialties, 
the new owners said, 

Meanwhile, the Pfeiffer compa- 
ny announced that Lyon Sales 
Co., Detroit, has been appointed 
exclusive broker for the greater 
Detroit area. Lyon will handle 
Pfeiffer’s chef, slaw, Danish blue 
cheese, French and non-fattening 
dressings. 


RCA Boosts Picture Tubes 
Radio Corp. of America’s Elec- 
tron Tube division has launched 
a new campaign for RCA Silver- 
ama _ super-aluminized picture 
tubes to coincide with the intro- 
duction of new fall tv programs. 
|The theme of the campaign is “It’s 
‘Silverama Brighten-Up Time.” 
| Newspaper ads, spot radio com- 
mercials and a tv commercial plus 
)other promotional material have 
|been made available to dealers. 
Al Paul Lefton Co., Philade!phia, 
is the agency for the division. 


Fleer Promotes Dunn to S.M. 

Frank C. Dunn, assistant na- 
tional sales manager, has been 
promoted to national sales man- 
ager of Frank H. Fleer Corp., 
Philadelphia maker of Dubble 
Bubble gum. He succeeds John A. 
Blake, who was named director 
of distribution. 


|KCRA-Tv 


# Sacramento, California © 
© ... the highest rated 
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1. Architectural 
Design in 
Construction 


(A) PROGRESSIVE 
ARCHITECTURE 


The men in America’s 
architectural firms con- 
trol a market worth 
$27 billion—and grow- 
ing! More of these 
men subscribe to 
PROGRESSIVE ARCHITEC- 
TURE than to any other 
magazine. In P/a they 
receive and read a 
magazine professional- 
ly geared to all aspects 
of architectural prac- 
tice designed by 
outstanding architect- 
editors with practical 
backgrounds in archi- 
tecture and engineering. 


2. Engineering 
Materials 

for Product 
Design and 
Manufacture 


(B) MATERIALS 
IN DESIGN 
ENGINEERING 
(formerly 

Materials & Methods) 


Edited for the engi- 
neers, designers and 
other technical men 
who select and specify 
metals, nonmetallics, 
forms and finishes used 
in product design and 
in other industrial ap- 
plications, Its 32,000 
paid subscribers con- 
stitute America’s big- 
gest market for engi- 
neering materials. 
M/DE gives them more 
pages on how and 
where to use engineer- 
ing materials than any 
other magazine. 


3. Automatic 
Control 
Industry 


(C) AUTOMATIC 
CONTROL 


Its market—the world's 
fastest growing — will 
buy $7 billion of con- 
trol products in °57. 
A/c sparks highest re- 
turn on advertising to 
this market because: 
(1) Its reader verifica- 
tion system demands 
concentrated buying 


power .. . 97% of its 
25,500 engineers and 
4,500 technical man- 


agement buy or specify 
control products; (2) 
Its applied design and 
engineering and prod- 
uct news approach 
sparks ideas for use; 
spurs profitable appli- 
cations of components, 
Systems, instrumenta- 
tion, test equipment 
and data reduction. 
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4. Chemical equipment, materials Advertising (G) INDUSTRIAL chemists, engineers, monthly technical sec- 
or ctor ENGIN and metallurgists do tion publishes the latest 
Process engineering services to Management oan the laboratory buying developments in the 
| d tri technical men inside for publications Te for industry, govern- rapidly expanding ag- 
naustries 15,000 process indus- of the A monthly publication ment, universities and richemicals and food 
-onsisting of 24 al- tries plants. F with current circula- research foundations. technology fields. 
iied industries which American tion of over 30,000 in That's why manufac- 


employ chemical proc- 


(E) CHEMICAL 


Chemical Society 


the original plant, 


turers of scientific ap- 


“ar 6 2 


: : - MATERIALS equipment and mate- paratus and instru- (J) REINHOLD 
nN oa CATALOG rials market of the ments advertise more BOOK DIVISION 
tion — will spend $45 and Directory of (F) CHEMICAL yee md lane is the Tt in the — publishes technical, 
“a at a aan — only magazine in in- ess industries. scientific and profes- 


1957... and $7 billion 
for new plants and 
equipment 


The only composite 
catalog serving the 
chemical and process 


is the big general in- 
dustry news magazine 


dustry providing spe- 
cialized information 
for those who function 


(1) JOURNAL OF 


sional books primarily 
for use in: chemistry, 
chemical engineering, 


: : : i i " RICULTURAL materials engineering, 

industries with detailed of the chemical proc- = See ——— a FOOD metallurgy and metal- 

(D) CHEMICAL product information _ ess industries. It keeps the vital areas of ¢ —— CHEMISTRY working, physics, nu- 

ENGINEERING concerning chemicals the industry abreast of Gcatinn ond aa om ad clear science, auto- 
CATALOG and raw materials. the latest develop- a purchase, 


A bound annual refer- 
ence source for the 
chemical and process 
industries. 2,000 pages 
of detailed product in- 
formation (cross-in- 
dexed 6-ways) supplied 
by 500 of America’s 
leading manufacturers. 
22,000 copies of cEc 
furnish facts about 


Completely indexed 5- 
ways, 20,000 copies of 
CMC serve the needs of 
chemicals and raw 
materials buyers and 
specifiers inside more 
than 12,000 U. §S. 
plants. Primary use of 
CMC is made by process 
men responsible for re- 
search and develop- 
ment programs. 


ments, from produc- 
tion to finance, from 
research to govern- 
ment. With its full 
news coverage and a 
circulation of over 
87,000, C&EN gives ef- 
fective penetration of 
all titles and functions 
in administration, pro- 
duction, research and 
development. 


where new products 
and processes are be- 
ing developed. 


(H) ANALYTICAL 
CHEMISTRY 


is the only magazine 
concentrating on the 
laboratory research 
and control market of 
the chemical process 
industries. ac’s 24,000 


Read by more than 
8,000 key men who 
plan and operate the 
agricultural chemicals 
industry. AG and Foop 
reports the news and 
interprets the meaning 
and significance behind 
industry events — gath- 
ering, researching, 
screening and analyz- 
ing the trends, In addi- 
tion, AG and FooD's 


matic control, architec- 
ture, interiors, design, 
fine and commercial 
art. Official publishers 
of the acs monographs, 
and the world’s leading 
publishers of chemistry 
books and architec- 
tural books, Reinhold 
is the fourth largest 
technical and scientific 
book publisher in this 
country. 
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Here's your big challenge for tomorrow: a billion dollars in 
businesspaper advertising by 1965. cook at it this way. Since 1940, the 


economy has grown three times over. But even more phenomenal is what lies ahead. Today, 
gross national product stands at a record $415 billion. In less than a decade — by 1965 — 
economists say, we'll reach $575 billion 


At the very heart of this 
growth are the four 
areas of development 


served by Reinhold. 
Pacing this growth is the swift spread of scientific and technical knowledge made possible 


; Ask your Reinhold re 
through the constantly informed and informing pages of the business and technical press. J ol 


; resentative for the excit- 
The fact is, industry is using the business press in ever increasing volume to tell others in 


industry about new research and design, new applications and production methods, new prod 
ucts and processes. Last year it invested $440 millions in businesspaper advertising. Six times 
more than in 1940. 


ing facts about the multi- 
billion dollar opportuni- 
ties in these major 


markets... and about 
And the outlook? Just to keep up with the growing economy, businesspaper advertising will 


average $700 million a year in 10 years to pace the growth, it should hit at least a billion 
dollars a year, by 1965! 


the publications that 


SCORER ERE RHEE EEE EEE 


serve them...and you. 


REINHOLD PUBLISHING CORPORATION, 430 Park Avenue, New York 22, N. Y. 
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Sales Promotion? It's Company’‘s 
‘Enthusiasm Dept.,’ Prof. Frey Writes 


Hanover, N. H., Oct. 1—Sales 
promotion—as differentiated 
from advertising—is the “de- 
partment of enthusiasm” in a 
»yusiness, says Prof. Albert W. 
‘rey of the Amos Tuck School | 
f Business Administration, | 
Yartmouth College. 

“The sales promotion man 
does not need to be more en- 
thusiastic than his advertising 
or sales counterpart,” Prof. 
Frey said. “What sets him apart 
‘ec his ability to engender en- 
wnusiasm in others.” 

Unlike the advertising man- 

vr, the professor said, the 


part in their clients’ sales pro- 
motion program. This is prob- 
ably because (1) agencies con- 
sider sales promotion outside 
their proper scope and are re- 
luctant to deal with the mass of 
detail it involves, and (2) best 
sales promotion performance 
requires close proximity to in- 
ternal operations.” 

Writing in a recently released | 
Tuck School bulletin, Prof, Frey | 
reported results of a survey | 
among sales promotion men, 
showing that 90% of them be- 
lieve sales promotion is not ad- 
vertising. 


® The respondents included 
sales promotion managers in 
companies with separate ad 
managers, companies with no 
ad managers, and companies 
having combined advertising 
and sales promotion managers. 

One sales promotion manager 
expressed the majority opinion 
this way: “A sales promotion 
manager’s responsibilities are to 
do the thinking to negotiate the 
marketing program which the 
sales manager is too busy to do 
and the advertising manager 


ing majority of those answering 
the questionnaire survey felt ad- 
vertising and sales promotion dif- 
fered in the following ways: 


choosing the media through which 
a company will transmit its mes- 
sage to consumers and the trade, 
(2) buying space or time in those 
media and (3) composing and 
presenting the message. The media | 
typically are owned and controlled | 
by others, who sell their space and. 
time at established rates, 


Prof. Frey said an overwhelm- 


“Advertising consists in (1) 


“Sales promotion, on the other 


sales promotion manager “must|hand, ‘educates’ and arouses the 
be able to carry most of his|enthusiasm of salesmen, middle- 
burden himself; advertising| men, consumers and perhaps oth- 
agencies take relatively little| ers through a variety of materials, 
tools and devices that the company 
itself controls.” + 


@ The Beloit News-Janesville Gazette combination gives you 71.6% coverage 
of 3% counties in Wisconsin and a substantial portion of 3 counties in Illinois. 
Statistically speaking, every family in metropolitan Rock County, the home 
county of Beloit and Janesville, subscribes to one of these two papers. 


FOURTH LARGEST CIRCULATION IN WISCONSIN 


GEORGE W. GRESSMAN 
JANESVILLE, WIS. 


EMerson 5-8811 PLeasant 4-3311 


Like Bees and Honey 


...in Wisconsin the combination is... 


doesn’t know how to do.” 

A company’s marketing pro- 
gram, Prof. Frey wrote, usually | 
consists of advertising, sales 
promotion, merchandising and | 
personal selling. 

“While few could exist with- 
out personal selling and mer- | 
chandising, and many could not. 
without advertising,” he said, 
“most could survive without | 
sales promotion, and not a few 
do. But sales promotion but- 
tresses and strengthens a mar- 
keting operation, thereby mag- 
nifying a company’s profits and 
success.” 


YULE—Brown-Forman Distillers | 
Corp. will promote its Old For- 
ester decanter in November and 
December with color pages in| 
Fortune, Holiday, Life, Social 
Spectator, Time, Town & Coun- 
try and U.S. News & World Re- 
port. Ruthrauff & Ryan, Chica- 
go, is the agency. 


. 
Oregonian 
i 


Largest Circulation 


232,338 Daily 
296,204 Sunday 


--. with circulation LEADERSHIP 5 1 | 2 6 


-.. with advertising LEADERSHIP 


THE Oregonia 


TOTAL DAILY CIRCULATION LEAD 
OVER 2ND PAPER 


City Zone Lead— 10,108 
City & RTZ Lead— 19,253 


8,196,713 ~ 


TOTAL ADVERTISING LEAD 
OVER 2ND PAPER (Year 1956) 


Retail Lead — 2,607,104 lines 
General Lead — 1,568,879 lines 
Classified Lead — 4,020,730 lines 


Sources: ABC Publishers’ Statements for 6 months 


ending March 31, 1957; Media Records tote! advertising, 
less legal, AW, TW and Comics, 1956; Annvuol Report, 


Portland, 1956. 


Represented Notionally by 
Moloney, Regon & Schmitt, Inc. 


in the Pacific Northwest 
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“I'd Like to Know 


omorrow’s Market Today” 


says Kenneth R. MacDonald, Director of Purchases, 
The Ruberoid Co. 


“Every purchasing executive needs sig- 
nificant information on a regular basis. Up-to-date data 
on raw materials and commodities are always of primary 
importance. Regional prices, and the results of labor 
negotiations affecting the major industries from which 
we buy, can be crucial. Advanced information on trends 
is particularly valuable, too. The ideal way to get these 
facts while they are still usable would be to read about 
them, regularly, in one place.” 


Now, a Fast-Moving Weekly 
will do the Job 


PURCHASING WEEK is your opportunity to “see” the 
important men who are most concerned with industrial 
buying. If you have a timely story of product quality, 
price or service, announcements of new equipment or 
literature, news of changes in processes or production 
methods, PURCHASING WEEK is the place to tell it 
regularly in 1958. 


Purchasing Week will Keep 
Buyers Up-to-the-Minute 


This new weekly will be a fully-rounded service . . . 
unlike any other publication for purchasing executives. 
Designed for quick, easy and regular reading of the latest 
news, PURCHASING WEEK will be staffed by 17 full- 
time editors. Backing them will be expanded McGraw- 


Hill price services, the McGraw-Hill Department of 
Economics, 7 McGraw-Hill News Bureaus in major U.S. 
cities, and 550 experienced McGraw-Hill industrial cor- 
respondents in this country and abroad. 

For the men to whom time is so important, PURCHAS- 
ING WEEK will fill today’s big gap in communications. 
In its pages, your advertising will be. . . calling every 
week on the man your salesman must contact. 


@ A10%u'x 14%" type page 
on coated stock, accepting 
standard space units 

of advertising. 


@ First issue: Monday, 
January 6, 1958. 
@ Initial distribution: 


25,000 industrial 
purchasing executives. 


For full details on rates, mechanical require- 


ments, and a sample ‘pilot’ issue, contact your 
McGraw-Hill office. 


Purchasing Wee 


McGRAW-HILL’S NATIONAL NEWSPAPER OF PURCHASING 


McGraw-Hill Publishing Company, Inc., 330 West 42nd St., New York 36, N. Y. 
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Packaging Can Cut 
Handling Cost, Hike 
Sales, Grocers Told 


Los ANGELES, Oct. 1—Better 
packaging can mean as much as 
$3 billion in reduced costs and in- 
creased sales for the nation’s food 
retailers, according to a survey of 
the Folding Paper Box Assn., pre- 
sented here last week before the 
Southern California Retail Gro- 
cers Assn. 

The study, which covered top 
executives of 203 retail food or- 
ganizations operating over 25% of 
the nation’s supermarkets, showed 
that retailers feel that packaging 
improvements can save up to $1.1 
billion in handling costs and in- 
crease sales by as much as $1.9 
billion annually. 

Homer Murphy, chairman of the 
Los Angeles unit of FPBA, said 
this would mean, for the average 
$1,000,000-a-year supermarket (1) 
annual savings up to $45,000; (2) 
increased sales of $75,000; and 
(3) extra net profits of $2,300. 


® The study also showed that re- 
tailers anticipate increased use of 
multi-packs, especially for soap 
and detergents, beverages, and 
canned goods. They reported that 
customers like the convenience 
and savings, but warned against 
units that take too much shelf 
space or do not offer real consum- 
er savings. 

The greatest opportunities for 
better packaging, the survey 
showed, are in the fields of (1) 
materials that will insure longer 
Shelf life for meats and produce 
and (2) brighter boxes and labels 
for grocery items. A majority of 
respondents favored the use of pic- 
tures of products on the outside 
of packages. + 


Camden Hall to Dunwoodie 
Camden Hall Inc., New York, 
U. S, agent for Coalport, Royal and 
Couldon English bone china, has 
appointed Dunwoodie Associates, 
Garden City, N.Y., to handle its 
advertising. A consumer and trade 
campaign is now under way. Pace 
Advertising is the previous agency. 


NBC Names Fremantle 
Fremantle of Canada, Toronto, 
has been appointed Canadian sales 
representative for the NBC Tele- 
vision Films division of California 
National Productions, New York. 


"BQ: 


OF RADIO 


RADIUS—The 50,000-watt voice of 
KOA-RADIO covers 302 counties 
in 12 states—a complete coverage 
of the entire 480-million-ocre 
Western Market! 
RECOGNITION — KOA-RADIO 
“knows” its listeners, and pro- 
grams accordingly ...skillfully com- 
bining top NBC programs with 
highly-rated local shows! 
RESULTS—That's what you want 
...and always get, with each ad- 
vertising dollor spent on KOA- 
RADIO! To sell the entire rich 
Western Market of 4 million 
people, buy the only station you 
need—KOA-RADIO! 


Represented 
Henry |. Cheteech f 
~ Co., Inc. MS 


Pama 
DENVER CL 


One of America’s great radio stations 
50,000 Watts 850 Ke 


D-F-S Names Three 

Dancer-Fitzgerald-Sample, New 
York, has appointed Leslie Munro, 
formerly director of the women’s 
products division of Ruthrauff & 
Ryan, and Douglas Humphries, 
previously copy supervisor with 
N. W. Ayer & Son, copy super- 
visor, D-F-S also has elected Irv- 
ing Sloan, an account executive, a 
vp. 


Offers Traveler Check Plan 


American Express Co. is offer- 


ing a new service enabling com- 
mercial businesses to issue travel- 
ers checks in their own offices. 
Authorized representatives of a 
company can obtain the checks in 
various denominations at banks for 
issuance to the company’s officers 
and employes. 


Fairmont Names Gwaltney 
James H. Gwaltney has been 
named market research manager 
of Fairmont Foods Co., Omaha, He 
formerly was market research 


project supervisor of Pabst Brew- 
ing Co., Chicago. 


Juusola to CBS-Hytron 

Roy A. Juusola has been named 
manager, marketing administra- 
tion, for CBS-Hytron, Danvers, 
Mass., a division of Columbia 
Broadcasting System Inc. He for- 
merly was plant manager of Syl- 
vania. 


| Packman Joins Max Rogel 


James J. Packman, newspaper 


Advertising Age, October 7, 1957 


veteran, has joined Max Rogel 
Inc., New York, as vp and member 
of the planning board. Most re- 
cently, Mr. Packman was associ- 
ate editor of the Newark Star- 
Ledger. 


Official Names Smith S.M. 

Stan Smith, formerly senior ac- 
count executive in the New York 
office of Official Films, tv film 
producer-distributor, has been 
named to the new post of sales 
manager by Official. 
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by BEAUTIFUL DAY 


Every Saturday is a bright and beautiful day 
tor advertising in the travel pages of the Daily 


News. Saturday circulation reaches 600,000 


families. Forecast: for advertisers—mile after 
mile of big results. 


CHICAGO Df 


The Independent | 


600.000 Families . . . Largest Evening Circul 
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News Offers Travel Expert at } 

. 2 we Biss 
| 9 Special Issues ym wT —~ 
| P A = 
i j 
| Transport Lines, Hotels, Resorts 
Favor Popular Saturday Edition 

| Year-around interest in travel and vaca- 
| tioning has been created in the Chicago area 
| | : sd si pore’ «ee edited by prize-winning 
a j wavel editor Lucia Lewis, will appear this year. The same 


nu 


News, a great 


: mber will be scheduled for 1958. Subjects include every- 

thing from Midwestern vacation spots to international resorts. 7 

Three awards have been won by the Daily News in two - 
. i vel coverage. 

ears for the excellence of its trave 

y The special travel) sections appear in the Saturday Daily 

weekend newspaper, which reaches 600,000 


families with Sunday features on Saturday. 


y Daily 

It might look like play, but 
News Travel Editor Lucia Lewis is hard 
at work gathering information that will 
help make the vacations of thousands of 


readers more 
on the Boein 
vited on the 
this jet airli 
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Armour Adds 13 
Cuts to Pre-Pack 
Frozen Meat Line 


Cuicaco, Oct. 1—Armour & Co. 
will begin marketing a new “home 
freezer” line of pre-packaged fro- 
zen meat cuts this month. 

The 13 items in the new line in- 
clude boneless and bone-in sirloin 
strip steaks, boneless top sirloin 
steaks, tenderloin filet steaks, 


chopped round steaks, boneless 
beef grill steaks, boneless beef 
luncheon steaks, chopped beef pat- 
ties, veal cutlets, veal steaks, bone- 
in loin lamb chops, boneless pork 
chops and boneless beef for stew. 

The individual size for most 
items in the line is 4 oz. The top 
sirloin steak is 18 oz.; the strip 
steaks are 12 oz., and the beef for 
stew is 16 oz. 


sealed after a vacuum has been 
drawn. These are then packed in 
cartons weighing from 3 Ibs. to 
4.5 lbs. Six or 12 cartons comprise 
a shipping container. 

Retail prices are expected to 
range from 59¢ per Ib. for the 
chopped beef patties to $1.90 per 


\lb. for the boneless sirloin strip 


steaks. The new products will not 
be advertised now, Armour said. 
Armour already markets a line 


s Each item is inner-wrapped in| of frozen “red” meats in individual 
a transparent plastic bag which is|consumer packages, and portion- | cago office at 1314 S. Wabash i, 


cut frozen meats in 10 Ib. cartons 
for food service operators. # | 
St. John Promotes Fox 

Robert W. Fox, formerly sales | 
manager of St. John Associates, | 
New York direct mail service, has | 
been appointed exec vp and di- 
rector. 


Trans-Lux Opens Office 
Trans-Lux Television Corp., tv 
film distributor, has opened a Chi- 


-e]l-Section Fame 


ILY NEWS 


Newspaper 
ation in Chicago and Suburbs 


vards 


The Saturday News 


» enjoyable. Here she is seen 
ig 707—the only woman in- 
first coast to coast flight of 
ner. 


publishes Sunday fea- 


tures on Saturday, in- 
cluding an up-to-the-minute 
listing of the coming week's 
TV programs; a lively Roto 
section that invites high — 
ership; an extra 16 pages of 
olor comles: and “This Week 
magazine. 

Daily News readers have 
confidence in the travel infor- 
mation they get from their 


base 
newspaper. Thousands 
their vacation plans on articles 


read in the triple streak week- 
end edition of the Daily News. 


world, 


ss a 


Off for a weekend or ac 
tioners want to be complete 
learned they can be by follow ing 
travel sections of the Daily News. 
this expert advice when planning @ 


eae 


ae ee 
a 


— 


oekgeaay 


. la oes a 
5 


ross-country tour, vaca- 
ly carefree. They have 
¢ the travel hints in the 
Thousands depend on 
trip any place in the 


COLLECTION—This color page, set 
for the March 8 New Yorker and 
April Fortune, features chairs 
which “rate encores” made by 
Herman Miller Furniture Co. The 
photo was taken in Central Park’s 
band shell. J. M. Mathes Inc. is 
the agency. 


NOW 


The Meeting 
Place of 


GROUP-RELATED 


American 
Families 


ment January-Jume 1957. 


This powerful medium offers you more 
than 1,000,000 circulation with a 
unique IMPACT VALUE...CHAIN- 
REACTION INFLUENCE! 

PresByTeRIaN Lire is mailed every 
other week to the homes of its readers, 
As a group, these readers constitute 
active families of likeminded people 
in the community—people who agree 
essentially, act together, and influence 
one another's attitudes, opinions and 
preferences. 

Your advertising in PressyTERIAN 
Lire will get results through Chain 
Reaction Influence—in addition to the 
other merits of this thoroughly read 
consumer medium: 


@ 78.2% of the families own their 
homes; 85% of the homes are 
single family dwellings. 

@ More than half of the men read- 
ers are in management, profes- 
sional, technical or sales voca- 
tions; 27.5% are officials or pro- 
prietors. 

@ 94.3% of the women readers are 
housewives. 

@ Families rank high in income, 
household possessions, travel, 
and education. 

@ Exceptionally ~~ scores in 
Starch Readership Studies of edi- 
torial content and advertisements. 

@ Lowest cost per 1,000 circulation 


of almost all leading magazines. 


PRESBYTERIAN LIFE 


130 South Juniper Street * Philodelphia 7, Pa. 
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Agricultura 


mnrourecm REACHES THE RICHEST 


FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers 
—are making big sales in the booming farm markets of Mexico, Central and South 
America. They rely on A ra, because it delivers the leading audited on-the-farm 
a: ee . S. products . . . demonstrates the latest and best in farming 


Agricultura de Jas Americas 


“The Magazine of Modern Farming for Latin America” 
1014 WYANDOTTE ST., KANSAS CITY 5, MO. 
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McLendon Predicts Radio Network Drop-off; 
ABC's Labunski Says ‘Not So’ in Debate 


New York, Oct. 1—Only two 
of today’s four major radio net- 
works will survive, it was pre- 
dicted last week by Gordon B. Mc- 
Lendon, president of the McLen- 
don stations. 

Mr. McLendon made his state- 
ment in a debate with Stephen 
Labunski, ABC Radio vp, on “Do 


radio networks have a future?” at | 


a luncheon meeting of the Radio & 
Television Executives Society. 

The prediction is based on Mr. 
McLendon’s belief that all of radio 
network services to stations, ex- 
cept news on the national-inter- 
national scale, have lost their basic 
economic utility. Some of the other 
services that network radio offers 
today have a utility, but it is only 
marginal, Mr. McLendon said. 

Two networks could easily sup- 
ply the news coverage needs of 
radio stations, he added. 


s At the low rates at which some 
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NEEDS NO WATER! 18S 
KLEEN-STIK goes up fost A) Y a 
and eosy without water, A avs 
ve or tape. Simply pee! > at ppt 
backing and press into place. I\-S cays 


i LEEN-SsTIK ‘puts your POP in the 
Center Ring of Selling ! 


Greatest “show” on earth—that's what you get when you add the 

proved attention-pulling power of KLEEN-STIK to your P.O.P. program. 
This modern moistureless, self-sticking adhesive offers a veritable 
“circus” of exclusive advantages that help you capture a larger share of 
your audience. To make your displays the star performers of the 

P.O.P. stage, give them “big top” prominence with KLEEN-STIK! 


EXTRA STRONG! 


KLEEN-STIK’s moistureless 

adhesive sticks tight on any . 
hard, smooth surface — won't 

let go in spite of moisture, 

heot, or dryness. 


= SJ 
GETS ATTENTION! h~ Bd 
— ce 
KLEEN-STIK displays roar 2 ‘ s} 
out your sales message from on he 7 
the bes? locetions. Dealers AB \s . 
give them preferred —s as: ‘ ‘ 


because they’re so clean ao 
easy to put up. 


ANY SIZE! 


No matter how large or small 


AVAILABLE only ~ vour éiploy, KLEEN-STIK 
through your regular ~ odheothwt 
printer, lithographer or ~ 


silk screener in an 
unlimited variety of styles! 


KLEEN-STIK Products, Inc. | 


7300 WEST WILSON AVENUE * CHICAGO 31, MLLINOIS | 
Pioneers in Pressure-Sensitives for Advertising and Labeling 


TALENTED\ 


Versatile KLEEN-STIK adapts 
easily to printing and 
die-cutting — makes possible 
many unique, effective 
display ideas. 


PRODUCT & 
PACKAGE LABELS 


See how leading advertisers are usin 
-KLEEN-STIK — write for our free 
 “Idea-of-the-Month’ Club service! 


network schedules are being sold, 
he wondered if broadcasters could 
afford to let four networks survive. 
He pointed out that an advertiser’s 
cost per affiliate on a network 
participation can go below $5, and 
he wouldn’t “let an advertiser 
burp” on his stations “for that kind 
of money.” 
The worst omen for network 
radio is the number of affiliates 
going independent, according to 
Mr. McLendon, who cited his 
group’s buy of KTBS, Shreveport, 
and plans to terminate the sta- 
tion’s NBC affiliation. 

A dise jockey on an independent 


| station can establish a real link 


between himself and the audience 
by orienting his chatter to what’s 
going on in the community, while 
the network personality—even if 
he be Godfrey—remains a stran- 
ger, Mr. McLendon said. 

Hitting away at the economy of 
a network buy, he said an adver- 
tiser in network radio must buy 
equal impression in all markets 
regardless of his distribution prob- 
lems. 

Also, with stations getting so 
little money back on a network 
order, what incentive is there for 
them to help in merchandising an 
advertiser’s product?, the broad- 
caster asked. 


s Opposing this view, Mr. Labun- 
ski of ABC said there was a 
“growing hazard of sameness” in 
independent radio operations. This 
presents an opportunity for net- 
work radio to supply a sparkle, 
spontaneity and unexpectedness, 
which is hard to duplicate on the 
local level, he said. 

The other network radio serv- 
ices that Mr. Labunski thought 
are still needed in broadcasting 
today are: 

1. Live quality in personalities, 
orchestras and singers. 

2. Exclusiveness of program- 
ming content to be had by affili- 
ates. 

3. Salesmanship of network per- 
sonalities in using integrated com- 
mercials to entertain and sell at 
the same time. 

Mr. Labunski said he would not 
go deeply into cost as a selling 
point for network radio, because 
he believed present network rates 
are too low and spot costs nearer 
to the advertising value of radio. + 


National Acquires Logan's, 
DeVan's Chains in South 

National Tea Co., Chicago, has 
acquired two regional food store 
chains in the South. They are Lo- 
gan’s Super Markets Inc., nine- 
store Nashville chain, and DeVan- 
Horner Inc., operator of seven su- 
permarkets in Mobile. 

The Logan chain will be oper- 
ated by the Memphis branch of 
National Tea, and the DeVan chain 
will be operated from National’s 
New Orleans branch. Members of 
the Logan family are leaving to 
devote their time to personal in- 
terests; E. M. DeVan Sr. and J. 
Nelson Horner are retiring from 
the business. E. M. DeVan Jr. will 
remain with National in an exec- 
utive position. 


Evans to ‘Mecanica Popular’ 

Mecanica Popular, Spanish-lan- 
guage edition of Popular Mechan- 
ics, Chicago, has appointed Stuart 
Evans advertising representative 
for a new midwestern territory. 
Mr. Evans formerly was with the 
media department of Wherry, 
Baker & Tilden. 


Sacramento, California © 
... the highest rated 


station in the West! 
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Write todayt 
or some other 


action copy appeal 
is used by 
more than three out of four FORTUNE advertisers. 


Reason? Because advertisers have proven to them 
selves that this kind of appeal in FORTUNE does 
precisely what it is designed to do. If it didn't 
they wouldn't contimue to run action copy. 


Why don't you write today! Have your FORTUNE 
representative show you how advertisers have 
documented their FORTUNE results. Find out for 
yourself how... 
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Retailers know where the money is 
...ln Boston 


1,000,000 lines leadership — 


over the second paper 
( 1st 6 months, 1957) 


ONE contract delivers the BIG BU. 


The BOSTON HERALD-TRAVELE 


Boston’s Basic Buy 


Represented nationally by GEORGE A. McDEVITT Co., Inc., NEW YORK + CHICAGO 
PHILADELPHIA * DETROIT * LOS ANGELES 


Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Fla. 


8 N.Y. Stations Carried 
8,000 Radio Spots Aug. 5-11 


reveals that over 8,000 radio spot 


which in addition had purchased 
281 five-minute periods, 126 ten- 
minute periods, 86 15-minute peri- 
ods and 22 30-minute shows. 


the seven-day period were WABC, 
WINS, WMGM, WOR, WCBS, 
WMCA, WNEW, and WRCA. 


Wheelers Buy KRIZ 

Radio Phoenix Inc. has pur- 
nix, for about $500,000. The princi- 
pal stockholders of Radio Phoenix 
are the former U. S. Sen. Burton 
K. Wheeler, and his sons, John L. 
and Richard B. Wheeler. Radio 
Phoenix also owns KTLN, Denver. 
The transaction is subject to ap- 
proval of the Federal Communi- 
cations Commission. 


You direct your detailmen to your busiest doctors? Yes! 


Did you know that over 30,000 of those busiest doctors of 


Your Selling Dollars EARN MORE 
in a busy Doctor’s journal 


yours have found a journal they need, like and willingly pay $10.00 
to read in spite of the overwhelming mass of medical literature that 
piles up on their desks each month? 


ABC 


These busy practitioners find PostGRADUATE MEDICINE most 
useful in their practice — have confidence in its clinician authors. 

Can you find better proof of more intensive readership — of 
better earning power for your selling dollars? 


Yes, your selling dollars will earn more in the busiest doctors’ 
journal — PosTGRADUATE MEDICINE. 


Postgraduate Medicine 


selling your busiest Doctors 


Publisher's Statement 6 months ending June 30, 
1957 as filed with the ABC, subject to audit. 


31,272 
NET PAID 


Broadcast Advertisers Reports | 


announcements were carried on/| 
eight New York radio stations} 
during the period Aug. 5 to Aug. | 
11. The spot announcements had 
been purchased by 493 brands, | 


The stations monitored during | 


chased radio station KRIZ, Phoe- | 


Advertising Age, October 7, 1957 


The LUA UMOUELY GErENDAGLE 


MAY TAG 


GENTLE—Maytag Co.’s new cam- 
paign stresses clothing care, rather 
than the machine. The ad series, in 
Life only, started with this page 
in the Oct. 7 issue. Leo Burnett 
Co., Chicago, is the agency. 


RCA Given Extension to File 
Counterclaim Against Philco 

Radio Corp. of America has been 
granted an extension until Dec. 12 
by the U.S. district court, Phila- 
delphia, to file a separate counter- 
claim against Philco Corp. and its 
subsidiary, Lansdale Tube Co., for 
license fees RCA claims it is owed 
| for use of its patents by Philco. 

RCA filed a counterclaim for an 
unspecified amount of treble dam- 
ages last June against Philco and 
Lansdale charging infringement of 
57 patents on tv, radio sets and 
tubes. The countersuits grew out 
of a $150,000,000 treble damage 
suit filed last January by Philco 
and Lansdale against RCA, Gen- 
eral Electric, American Telephone 
& Telegraph Co., and two of 
AT&T’s subsidiaries, Western 
Electric Co, and Bell Telephone 
Laboratories Inc. 


2 Cuban Agencies Merge 

Publicidad Sur has merged with 
Publicidad Jennings. Both are 
agencies in Havana, Cuba. Dr. 
Marta Vesa, president of Publici- 
dad Sur, joins Publicidad Jennings 
as vp in charge of marketing and 
research. The merger places Pub- 
licidad Jennings, the only inde- 
pendently owned American agen- 
cy in Cuba, among the first five 
ranking agencies in Cuba in vol- 
ume of business and in personnel, 
according to Bernard Jennings, its 
president. 


Consumer Credit Termed Safe 

“Facts & Figures,” National 
Consumer Finance Assn.’s annual 
survey of consumer credit and fi- 
nance, says consumer credit is at 
present continuing to grow within 
safe bounds. Consumer credit out- 
standing at the end of 1956 was 
about $41.8 billion, compared to 
$36.2 billion the previous year, the 
report said. “Facts & Figures” was 
issued as a prelude to the associa- 
tion’s 43rd annual convention in 
New Orleans Oct. 16-19. 


Halstead Appoints Two 
Edward B. Lane has been named 
|creative director, and Philip E. 
| Dangerfield has been appointed 
account service and research direc- 
tor of Halstead Associates Inc., 
Kansas City, Mo. Mr. Lane pre- 
viously had been publicity direc- 
tor for Carter Advertising, Kansas 
City, and copy director for the 
Kansas City branch of Beaumont 
& Hohman. Mr. Dangerfield for- 
merly was in the client service 
department of Carter Advertising. 


—E= California © 


.. the highest rated 


I station in the West! | CHANNEL — 
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“Like you advertising people say, 'm one of the half million 
who read only one newspaper, the Detroitg@dimes 


° “Couple neighbors and I drive in like this every morning. I drive 

my car about two days a week. We talk about our kids or our jobs. I 

have four kids. Sometimes I wish I had four jobs. But, my family lives. 
comfortably. We all like good things. And one of the good things we 

like you ought to know about. 


“We read only one newspaper, the DETROIT TIMES. 


“Want to know why? We like the way they give us the news. A/l the 
news. | like to read Frank Morris, Don O’Connor and Art Hinkley on 
local politics. I think Ed Hayes and his fine staff of sports writers do a 
great reporting job. My wife and I both read Dorothy Kilgallen. We 
like the way they have both the national and local writers. 

Yes sir, before our TIMES gets down to the basement it gets a pretty 
thorough going over. Best tomatoes I ever grew happened because I 


read what Isabel Zucker wrote. She’s the garden editor, and I’m the 
gardener in the family. 

“We like the TIMES because the TIMES is like us, reflects the way 
we live. 

“If you want to sell families like mine in Detroit (‘cause we read 
the advertising, too) remember, you can reach us through no other 
newspaper but the DETROIT TIMES.” 

Richest metropolitan market in the U.S. in terms of average 
income per family. National family average $5,465 ...Detroit average, 
$7,320. Total number of families in the Detroit trading area, one 
million. 

By advertising in the DETROIT TIMES you reach about half the 
families in the Detroit Trading Area, the heart of the Michigan 
market. 
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’$ THE IMPORTANT PEOPLE themselves who say 

“U.S.News & WorLD REporT’’ is the magazine 
of useful news for important people. 

A continuing research program of more than 
five years documents this point fully. 

The “jury” is comprised of the people listed 
in the standard directories and rosters of the 
nation’s leaders. 

The purpose of the surveys: to find out how 
America’s most important people rate the maga- 
zines in the news and management field. 

These outstanding leaders constitute an impres- 
sive jury. Their preferences are especially signifi- 
cant because they tend to reflect the preferences 
of their counterparts in all levels of responsibility 
—throughout business, industry, government, 
finance and the professions. 

Here is what these surveys bring out (detailed 
research reports readily available for the asking): 


COVERAGE: Of the six magazines in the 
news and management field, and in each group 
surveyed, “U.S.News & Wor.tp ReEporv’’’ is 
either first or second in coverage. 


USEFULNESS: In every case, the most votes 
as “the magazine most useful to me in my work’”’ 
went to “U.S.NEws & WorLp REporrt.”’ 


CONFIDENCE:"U.S.News&Wor.LpReEporr’”’ 
receives the most votes in every case as “the 
magazine in which I place the most confidence.” 


“Journalism at its best . . .””—this was the 
description of “U.S.News & Wor_Lp REporr”’ 
spoken on the floor of the Senate only last month. 


America’s Class News Magazine 


An essential magazine 
Essential to more and more readers 
Essential to more and more advertisers 
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Almost a million of America’s influential people 
seem to agree. Three out of four subscribers 
hold managerial positions. They depend on 
“U.S.News & Wortp Report.” They have 
confidence in ““U.S.NEws & Wor_LpD REPORT’ as 
their source of the useful and essential news of 
national and international affairs. They use 
“U.S.News & WorLD REporRT’’ in their business 
planning and decisions. 

Alongside news of such importance and use- 
fulness to people who spark ideas, plans and 
purchases—for business and personal use—your 
advertisements are effectively concentrated 
among the best and most important prospects 
in America today. 


All information in this advertisement, 
either stated or implied, is based on in- 
formation of public record or actual 
research. The detailed sources are always 
available on request. 


“U.S.NEWS & WORLD REPORT” 


u.S.News 
& World Report 


USEFUL NEWS — 
FOR IMPORTANT 
PEOPLE 
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THIS IS THE JURY OF 
LEADERS REGULARLY SURVEYED 


O Executives listed in Poor’s Register of Directors and Executives 
© Leaders listed in Who’s Who in America 

O Executives listed in Who’s Who in Commerce & Industry 

O Executives listed in Ward’s Automotive Directory 

O Officials of America’s Class | Railroads 

O Official Washington as listed in the Congressional Directory 
O Executives of America’s Scheduled Airlines 

O Members of the National Industrial Conference Board 

O Officials of Life Insurance Companies 

O Editors of the Nation’s Daily Newspapers 

O Church Officials listed in the Yearbook of American Churches 
O Executives of America’s Aircraft Manufacturing Companies 


O Labor Officials listed in Directory of National and International 
Labor Unions 


O Officers of the 3OO Leading Commercial Banks 

O Executives listed in Phelon’s List of Department Store Managers 

O Officials listed in the Directory of the National Savings & Loan League 
O Executives of America’s “‘Excellently Managed Companies” 

O Officials listed in Moody's Industrial Manual 


Reports on surveys of each group available on request 


more than 900,000 net paid circulation 


A market not duplicated by any other magazine in the field . . . For full information on how “U.S.NEws 
& Wor.Lp REpPoRT”’ covers your best customers and prospects, contact our advertising offices at 45 Rockefeller 
Plaza, New York 20, N.Y. Other advertising offices in Boston, Philadelphia, Cleveland, Detroit, Chicago, 
St. Louis, San Francisco, Los Angeles, Washington and London. 
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Greater Stress on Public Image Led Allied 
Chemical to Shift Corporate Account to B&B 


New York, Oct. 2—More and 
more industrial companies are) 
feeling the need to tell their stories 
to the public, despite the fact that 
they may sell only a few products 
directly to the consumer. 

Allied Chemical & Dye Corp., 
the nation’s third largest chemical 
company, is the latest to feel this 
need—hence its appointment to- 
day of Benton & Bowles to handle 
its corporate advertising, effective 
Jan. 1. 

The move—from Albert Frank- | 
Guenther Law—presages a “broad- | 
ening” of Allied Chemical’s cor- | 


porate program and general pro- 
motion. 

The company announced that 
the selection of Benton & Bowles 
was made “after an extensive 
study of the company’s advertising 
needs and conferences with more 
than 15 leading agencies.” 

Allied Chemical is a diversified 
manufacturer of more than 3,000 
industrial and agricultural prod- 
ucts. It operates more than 100 
plants in the U. S. and Canada. 
1956 sales were approximately 
$670,000,000, 

Despite its size, the company 


publication 

American Druggist 
American Machinist 
Apparel Arts 
Architectural Forum 
Architectural Record 
Aviation Age 
Domestic Engineering 


Electrical Manufacturing 
Electrical Merchandising 
Electrical World 

Engineering News-Record 


GP 
Hosiery & Underwear Review 
Hotel Management 
Hotel Monthly 
Industrial Design 
Institutions 
Interiors 
i Iron Age 


Jewelry- Pre 
(Machine Design) 
Materials & Methods 
Mill & Factory 
National Petroleum News 
Oil & Gas Journal 
Power 
Progressive Architecture 
__ Schoo! Executive 
C Steel 


Factory Management & Maintenance 


NNERS 
a —. L.. COMPETITIONS 
1938 THROUGH 1957 


(include minimum of 3 plaques or 6 awards if less than 3 plaques, 
since start of competition) 


plaques certificates specials 
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Electrical Construction & Maintenance 
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MACHINE DESIGN wins certificate for 
best series of articles. 


MACHINE DESIGN ranks Vg 
second only to STEEL in 
total awards with 22. 


16 
7 
4 
14 
7 
9 
. A. STEEL wins plaque for best original 
ll research, certificate for best graphic 
7 presentation, certificate for best series 
7” > of articles. a 
17 STEEL's 24 awards now lead | 
12 all publications since the — 
be start of editorial competi- 
tion in 1938. 
14 - een. 
9 
8 


of STEEL, MACHINE DESIGN 


Editorial awards signify fulfillment of publishing’s first and 
most important obligation . . . serving the reader. When pub- 
lications win editorial awards year after year, you can see the 
pattern of a continual striving for editorial excellence. 


This is how readers are won to certain publications . . 


held . . . issue after issue, year after year. 


Editorial Awards confirm advertisers’ own appraisal 


. and 


Establishing this close relationship with readers is the basis of 
advertising results. The majority of industrial advertisers agree. 


For proof, take a look at the record of advertising volume in 
business papers. STEEL ranks second, MACHINE DESIGN, 
12th in advertising volume, among. all business publications. 


the 
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Publishing 


PENTON BUILDING « CLEVELAND 13, OHIO 


Company 


Advertising Age, October 7, 1957 


has not been known as a major 
advertiser, although Michael Ry- 
an, advertising director, told Ap- 
VERTISING AGE today that the cor- 
poration and its divisions are cur- 
rently spending between $5,000,000 
and $6,000,000 annually on adver- 
tising. 


® E. I. du Pont de Nemours & Co. 
jane Union Carbide Corp.—the No. 
|}1 and No. 2 chemical companies, 
| respectively—have both recently 
| stepped up their institutional cam- 

paigns to court public favor. Un- 

ion Carbide, with sales twice those 

of Allied Chemical, spends three 
| times as much on advertising. 

In picking Benton & Bowles, Al- 
| lied Chemical went outside its 
|present agency roster, which in- 
cludes McCann-Erickson for the 
Barrett division; G. M. Basford 
Co, for the nitrogen, mutual chem- 
ical and international divisions; 
Atherton & Currier for the general 
| chemical, Semet-Solvay and Sol- 
|vay process divisions; Fuller & 
| Smith & Ross for the National Ani- 
|line division; Albert Sidney Noble 
Advertising for the nitrogen divi- 
sion, and J. Walter Thompson Co., 
Montreal, for the Barrett division 
in Canada. 

These agencies will continue on 
the divisional accounts. 

Mr. Ryan, who was formerly 
with Gardner Advertising Co., 
came to Allied Chemical last 
March to fill the newly created 
position of advertising director. 
Previously corporate advertising 
had been the responsibility of the 
public relations department. = 


Gannett Appoints Stock, 
Zimmerman to Ad Posts 

Gannett Co. has appointed Hen- 
ity W. Stock advertising director of 
jall Gannett newspapers, with 
headquarters in Rochester, N.Y. 
Formerly director of the Albany 
|Knickerbocker News, Mr. Stock 
| succeeds Irving H. Fitch, who is re- 
| tiring. 

Gannett also has appointed Wal- 
|lace Zimmerman publisher of the 
Courier-News, Plainfield, N.J. Mr. 
Zimmerman, formerly assistant 
publisher, succeeds Chauncey A. 
Stout, who is retiring on the eve 
| of his 80th birthday. 


Bruning Boosts Turner 

Charles Bruning Co., Chicago, 
supplier of engineering and draft- 
ing equipment and copying ma- 
|chines, has appointed Victor Tur- 
| ner advertising and sales promo- 
te manager. Mr. Turner, who 


joined Bruning’s advertising de- 
partment in New York in 1950, was 
transferred to Chicago as assistant 
to the ad manager in 1953 when 
the company moved its headquar- 
ters to Chicago. 


Simmons Named by Three 
Simmons Associates has been 
named to represent three stations 
in the midwestern and New Eng- 
| land areas. The stations are 
WITH, Baltimore, and WLEE and 
| WXEX-TV, Richmond. The sta- 
tions will continue to be handled 
in the New York, Baltimore, Wash- 
ington and Philadelphia areas by 
Select Station Representatives. 


Copeland Moves Office 

Allan J. Copeland Advertising, 
Chicago, is moving its offices on 
Nov. 1 to larger quarters at 75 E. 
| Wacker Dr, 
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speaks with authority 
— to your most important 
and profitable gasoline 
service station 
market prospects! 


Super Service Station is the oldest and most experienced 
; automotive trade publication exclusively serving the in- 
: terest and needs of the larger one-stop stations. These are 
the top 40% with the convenient locations, diversified 
services, repair facilities and resale merchandise. Since 
1929, Super Service Station has continuously stressed the 
; improvement, expansion and development of station oper- 
= ations. It is the only publication to offer advertisers twenty- 
eight years of editorial acceptance, verified market coverage 
: and sales leadership. 


Super Service Station speaks with authority to satisfy the 
interests and needs of not only the owners and managers 
of aggressive, independently owned and operated stations; 
but also the petroleum industry marketing executives re- 


sponsible for station operation, management and T.B.A. 
activities, and independent oil jobbers as well. 


Hi These are the men who control what is bought and sold in 
gasoline stations serving more than 62 million vehicles 
every year! 


They are the men who represent a 10% billion dollar 


SUPER SE; 


SERVICE 


Editoria: Index, Poge 4 : st 


Ze 
- bd . 
Cloud.Burse, Page 17% 


Mon ot the Pump, Page ae 


yearly business volume — and are your best prospects for 
all types of automotive products, services and equipment. 


Every independent preference study on readership con- 
ducted on publications in the service station field has clear- 
ly established Super Service Station as the ‘most preferred’ 
of them all. Acceptance gained by Super Service Station 
through this editorial recognition and experience has pro- 
vided the best sales channel for advertisers. It has validated 
Super Service Station’s concentrated specialization of the 
really important buyers in the gasoline service station 
market. 


As a result, Super Service Station has constantly been the 
number one book in this important field. 


The automotive marketing experts on Super Service Sta- 
tion have well over 170 years combined experience to help 
you increase your sales. They are all well qualified to assist 
you in planning a strong, effective advertising campaign 
specifically aimed at the men you want most to sell. Con- 
tact your Super Service Station representative for full facts 
and detailed market information. 


New York 17, N.Y. Lathrup Village, Mich. Los Angeles 57, Calif. 


122 East 42 Street 18600 San Diego Ave. 1800 West 6th Street os 
P. J. Philpott Howard C. Tucker Robert H. Diebler & Assoc. 
Gordon Horsfall 


THE IRVING-CLOUD 


Cleveland 14, Ohio 


PUBLISHING CO. 


Chicago 30, Illinois Oakland 12, Calif. 


856 Leader Bidg. 7300 No. Cicero Ave. 2503-7 Broadway 
T. J. McGill N. McK. Kneisly E. D. Newfield 
Roy W. Brown 


H. J. Moore 
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CIRCULATION GUARANTEE CIRCULATION DELIVERED 6/30/57 


Ae 8 > oR ere 2,500,000 iy SEO EE . . is ee ee. a 2,614,396 
2 2. TRUE CONFESSIONS..... 1,300,000 2. TRUE CONFESSIONS..... 1,302,453 
3. Modern Romances ......... 1,000,000 3. Modern Romances ......... 995,298 


Some “true confessions” 
about ROMANCE MAGAZINES! 


Here is the latest box score on the three leading romance magazines. 
These magazines provide a market of millions of young housewives TRue 
and mothers not duplicated by any other media; young women eager CONFESSIONS 
to learn about the kinds of products that are most important in their on the air... 
daily lives: cosmetics, clothing, food, babies’ and children’s items. S days a week, 
More and more advertisers are adding romance magazines to their meat as 
media lists to reach this special, mass market. A careful check of the NOS Radic 

- accompanying facts will show you why so many of them include Network 

mae TRUE CONFESSIONS when only two of the three magazines can 
be selected. 


rue 
onfessions 


A FAWCETT PUBLICATION 
NEW YORK * CHICAGO * DETROIT 
NOTE: All cost comparisons are SAN FRANCISCO * LOS ANGELES + MIAMI 


based on guarantee 


Le Gali to _\ 
Alive, Young When f 


Sources: Publishers’ Statements to ABC, June 30, 1957 
Standard Rate & Data Service, August, 1957 
Starch Consumer Magazine Report, June, 1957 
Printers’ Ink 


COST PER M—WOMEN READERS 18-34 COST PER M—MARRIED WOMEN READERS 18-24 
1. TRUE CONFESSIONS (948,662) $3.64 1. TRUE CONFESSIONS (343,285) $10.05 
2. Modern Romances (689,830) .... 4.01 2. Modern Romances (268,770) .... 10.29 
3. True Story (1,601,400) ......... 4.56 3. True Story (579,686) ........... 12.59 
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PERCENTAGE SINGLE COPY SALES 
TO TOTAL CIRCULATION 


1. TRUE CONFESSIONS (1,120,378) 86.0% 
2. Modern Romances (602,194) ..... 60.5 
3. True Story (1,260,679) .......... 48.2 


COST PER M—1 PAGE, IT, 2-COLOR 


1. TRUE CONFESSIONS ($4,140). $3.18 
2. Modern Romances ($3,460) ..... 3.46 
De AUR Me CO TOP 6 oi es i vie 3.50 


COST PER M—CHILDREN UNDER 2 


1. TRUE CONFESSIONS (351,000) $9.83 
2. Modern Romances (240,000) .... 11.52 
3. True Story (600,000)........... 12.17 


pie 


COST PER M—CHILDREN UNDER 18 
1. TRUE CONFESSIONS (2,327,000) $1.48 
2. Modern Romances (1,760,000) .... 1.57 
3. True Story (4,350,000) .......... 1.68 


COST PER M—MARRIED WOMEN READERS 18-34 


1. TRUE CONFESSIONS (750,492) $4.60 
2. Modern Romances (537,540) .... 5.14 
3. True Story (1,358,640) ......... 5.37 


; . 
FACT NO. 10 


COST PER M—1! PAGE, IT, B/W 


1. TRUE CONFESSIONS ($3,450) $2.65 
2. Modern Romances ($2,765) ..... 2.77 
3. True Story ($7,300).........4+. 2.92 


COST PER M—1! PAGE, IT, 4-COLOR 


1. TRUE CONFESSIONS ($4,830). $3.72 
2. Modern Romances ($4,200) ..... 4.20 
3. True Story ($10,585)........... 4.23 


COST PER M—CHILDREN UNDER 5 


1. TRUE CONFESSIONS (845,000) $4.08 
2. Modern Romances (620,000) .... 4.46 
3. True Story (1,625,000) ......... 4.49 


COST PER M—WOMEN READERS 18-24 


1. TRUE CONFESSIONS (493,805) $6.99 
2. Modern Romances (389,860) .... 7.09 
3. True Story (775,200).........+. 9.42 


PERCENTAGE ADVERTISING LINAGE INCREASE 


1. TRUE CONFESSIONS (15,692) 19.4% 
2. True Story (14,895)........... 
3. Modern Romances (3,163) ..... 


Jan.-Sept. '57 vs. Jan.-Sept. "56 
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Advertising Age, October 7, 1957 


LADY & BEAST—84,000 lbs. of humpback whale were paraded on Mar- 
ket St., San Francisco, in celebration of National Fish Parade in 
mid-September. The whale is shown here with Miss Seafood, who 
doubles as Dolphina, the Girl in the Fishbowl, at a local nightclub. 
The whale of a job was planned by Roy S. Durstine Inc. for the 

Northern California Seafood Institute. \ 


LaScotte Ramberg Loeks 
PINNED—Miss Downtown St. Paul, otherwise known as Carole Ann 
Ramberg, is honored by the Advertising Club of St. Paul on her 
first official appearance as spokesman for Downtown St. Paul Inc. 
Here, Gene LaScotte, vp of the adclub, fastens a club button at Miss 
Ramberg’s throat, with the support of C, David Loeks, St. Paul 
planning director. 


SPECIAL — 
Gertrude Kerath 
will reign as 
Miss Advertising 


LESTER O. NAYLOR, vp and general 
merchandise manager of Mont- | 


Specialty during 
Ad Specialty Day 
Oct. 8, sponsored 
by the Toronto 
District Adver- 
tising Specialty 
Jobbers & Man- 
ufacturers Group 
in conjunction 
with the Toronto 
Advertising & 
Sales Club. 


Wichert Soysette 
Hunt McNay 

TEACHERS—For their part in the success of Golden 
Gate College, sponsored by the San Francisco Ad- 
vertising Club, these men were presented certifi- 
cates of Meritorious Award: Ron Hunt and Allison 
J. McNay, Standard Oil of California, who taught 
public relations; William R. Simpson, Batten, Bar- 


Lowler 


Simpson 
and John Mayer (not shown), Crown Zellerbach 
Corp., who instructed a class in marketing research. 
In the back row are Jack Wichert, Schmidt Litho- 
graph Co., dean of the school of advertising, Gold- 
en Gate College; Roland G. Saysette, California Wer Stein 
Packing Corp., general chairman of the adclub’s 


SHIFT—Jim Pounds, Moloney, Regan & Schmitt, turns over the pres- 

ident’s gavel to Jim Thacker (left), Western Dailies, new head of 

the Los Angeles chapter, American Assn. of Newspaper Represent- 

atives. Other new officers are Dan S. Nielson, Reynolds-Fitzgerald, 
vp, and Briscoe Davis, Branham Co., secretary-treasurer. 


Miner 
Herschleb 


Hoefer 


Tedesco 


gomery Ward & Co., Chicago, has i 


been appointed to new duties as 
vp and manager of Ward’s New 
York office. 


LONG-TIMER 
—50 years of 
SEP advertising 
of Ticonderoga 
pencils brings 
Frank G. Atkin- 
son (left), presi- 
dent of Joseph 
Dixon Crucible 
Co., a transi- 
chrome repro- 
duction of the 
Sept. 7 Saturday 
Evening Post 
cover from Rob- 
ert E. MacNeal, 
Curtis Publish- 
ing Co. _ head. 
Dixon’s first SEP 
ad cost $14; its 
latest, $29,490. 


Mrs. Tedesco Peterson 


1,000TH _STATION—Albert S. Tedesco and his wife, Patricia, owners 

of KAGE, Winona, Minn., sign a contract making them the 1,000th 

station in Keystone Broadcasting System’s network. Sidney J. Wolf, 

president of Keystone, Edwin R, (Pete) Peterson, senior vp, and 
Blanch Stein, director of station relations, look on. 


ton, Durstine & Osborn, copywriting; Frederick J. 
Herschleb, Honig-Cooper Co., layout and visualiza- Foster & Kleiser Co., adclub president, and 
tion; John R. Hoefer, Hoefer, Dieterich & Brown, Nagel T. Miner, president of Golden Gate Col- 
for a course in coordinating advertising and sales, lege. 


school of advertising advisory board; N. F. Lawler, 
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if you sell 7 BUILDING 


37.5 billion BCI building market 


BCI’s whopping $37.5 billion market for building products, tools and 
equipment—ranging from air compressors to anti-freezes . . . reinforcing to 
roof decks . . . windows to wheel barrows—are purchased annually for 
construction, repair and remodeling of industrial, commercial, 

institutional and government buildings. 


BCI’s BUILDING TEAM—contractors, architects and engineers—specify, 
buy, install or use these products. These men read BUILDING 
CONSTRUCTION ILLUSTRATED for vital on-the-job information on 
new methods and techniques in construction of these important buildings. 
BCI is the only publication exclusively serving this specialized area of 
building construction . . . reaching more than 22,000 building team members. 


Advertise your product to this important building team audience . . . 
in BCI’s dynamic climate of field-edited, highly-illustrated reports on 
building construction methods. 


| BUILDING 
CONSTRUCTION 


| | / ustra ted maseuny auaeeen 


the Methods Magazine of Industrial, Commercial, 
Institutional and Governmental Building. 


5 South Wabash Ave. e Chicago 3 

Published by Industrial Publications Inc., also publishers of 
Practical Builder, Building Supply News, Brick & Clay Record 
and other leading building industry publications. 


FREE MARKET DATA FOLDER 

Industrial Publications, Inc. 

5 S. Wabash Ave., Chicago 3, Ill. 

Please send new 28 page market data brochure describ - 


ing BUILDING CONSTRUCTION ILLUSTRATED's $37.5 
billion building market. 


Fe sevens 
Company... 
Address. . 


State. ... 
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C. H. Candler, 
Former Coca-Cola 
Head, Dies at 78 


ATLANTA, Oct. 2—Charles How- 
ard Candler, 78, former president 
and chairman of the Coca-Cola 
Co., died yesterday at Emory Uni- 
versity Hospital. He had suffered 
a heart attack Sept. 29 at his home 
here. 

Mr. Caridler was the eldest son 
of the late Asa Griggs Candler, 
founder of the original Coca-Cola 
Co., who died in 1929. Born in 
Atlanta, C. H. Candler was gradu- 
ated from Emory College in 1898. 
In 1901 he joined Coca-Cola, He 
became a vp in 1906, president in 
1916. 

In 1919, as board chairman, Mr. 
Candler conducted negotiations for 
the sale of the company for $25,- 
000,000 to a syndicate headed by 
Ernest Woodruff. His father, in 
1888, then an Atlanta druggist, had 
acquired the formula for Coca-Cola 
for $1,750 upon the death of its 


TIME 
FOR 
DECISIONS! 


inventor, John Styth Pemberton. 
Mr. Candler resumed the presi- 
dency of the company in 1920, 
serving until 1923, when he re- 
tired. He remained a director un- 
til his death. 

From its foundation in 1892, the 
Coca-Cola Co. made advertising 
history. Its first ad budget, that 
year, was $11,401, ApverTiIsInc AGE 
reported at the time the company 
startled the advertising world by 
moving its account from the D’Ar- 
cy Advertising Co., which had had 


it for almost 50 years, to McCann- 
Erickson (AA, Oct. 17, °55). 


® In 1956 the company reported a 
net profit of $29,196,584 after 
taxes and all other charges. It 
ranks as the 15th largest national 
advertiser, with total expenditures 
in 1956 estimated at $29,000,000, of 
which $14,413,494 was in meas- 
ured media (AA, Aug. 19). 
Through the years Mr. Candler 
was noted for many philanthro- 
pies, particularly to Emory Uni- 


1928 as chairman of the trustees, 
and his donations to the univer- 
sity are estimated to have exceed- 
ed $13,000,000, including about $5,- 
000,000 worth of real estate in At- 
lanta. 


HAROLD I. REINGOLD 

Boston, Oct. 1—Harold I, Rein- 
gold, 47, founder and  presi- 
dent of the advertising agency of 
that name, and one-time adver- 
tising manager of Schenley Dis- 


versity. He succeeded his father in| 


Advertising Age, October 7, 1957 


tillers, New York (now Schenley 
Industries), died Sept. 22 of a 
heart attack at his home in West 
Newton, Mass. 

Born here, Mr. Reingold was 
graduated from Boston University, 
and entered the advertising busi- 
ness as a copywriter in a small 
Boston agency, no longer in busi- 
ness. Shortly afterward he went 
to New York and joined the Biow 
Co., where he became an account 
executive. In 1943 he became as- 
sistant advertising manager of 


—The busy moneyed mer- 
chant abroad 


—with ringing phones and 
questioning subordinates 


—knows the answers will be 
in American 


—the January 1958 issue. 

—The biggest (276 pages) 
and most important single 
issue in export trade pub- 
lishing 


—for 35,000 dealers, distrib-_ 


utors and importers in 150 
countries. 


The 64-page Buyers Guide on) 


special stock—600 product classifi- 
cations from “abrasives” to “zip- 
pers”—the 1,400 advertisers in 
American Exporter Publications— 
8,400 separate listings. 


The only major reference for 
overseas businessmen on U.S. prod- 
ucts—the Buyers Guide is never far 
from any importer’s desk. 


e@ Ad forms close November 20. 
@ English and Spanish editions 
© 80th year! 


AMERICAN 
EXPORTER 


98¢ Fourth Avenue, New York 16, N. Y. 


Exporter’s | 
Annual Buyers Guide Issue 


| 


| 


The Jim Reeves Show (1-2 pm) is live, currently 
popular music. It stars top singer Jim (Four Walls) 
Reeves, and boasts the Anita Kerr Singers, Dolores Wat- 
son, Buddy Hall and Owen Bradley’s orchestra. 


American launches 3 


On Monday, October 7, The Jim Reeves 


The Jim Backus Show (2-3 pm) is live music built 
around the afternoon antics of the many-voiced Jim 
Backus. It features songstress Betty Ann Grove, baritone 
Jack Haskell, The Honeydreamers, Elliot Lawrence’s 
orchestra and announcer Del Sharbutt. 
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Advertising Age, October 7, 1957 


Schenley and was named advertis- 
ing manager in 1945. He resigned 
about two years later to return to 
Boston and start his own agency. 


JOHN D. SNIVELY 

DELAND, Fta., Oct. 1—John D. 
Snively, 87, veteran Chicago and 
New York newspaper and maga- 
zine representative, died in his 


representative for the old William 
Randolph Hearst Publishing Co. 
Later he moved to New York as an 
advertising representative of Cur- 
tis Publishing Co. 


Morristown, N. J., Oct. 1— 
Charles M. Cawley, 49, vp of the 


|business development department 
home here Sept. 29. Mr. Snively|and director of advertising of| 
started his career as a reporter on | Beneficial 


Management  Corp., 


The corporation is an affiliate 
of Beneficial Finance Co., New 
York, with which Mr. Cawley 
started his career in 1931 as an 
employe in a loan office in Salem, 
Mass. He was named business di- 
rector of BMC in 1946, and took 
charge of its national and inter- 
national advertising and _ sales 
programs. In this capacity he 
worked out a plan for air travel 
on credit, which has been adopted 


the Kansas City Journal, From| Newark, died Sept. 25 of a heart by a number of leading air lines. 
1908 until 1923 he was Chicago| attack at his home here. 


He was a member of the Nation- 


al Sales Executives Club, the Ad- 
vertising Club of New Jersey, and 
a former director of the Boys Club 
of Newark. 


CHARLES MIDGLEY 

New York, Oct. 2—Charles E. 
Midgley Jr., 51, a vp of Ted Bates 
& Co., died yesterday, apparently 
of a heart attack, at his home in 
Yonkers, N. Y. 

Mr. Midgley, who joined the 
Bates agency in 1950 as manager 
of the television and radio media 


The big day is October 7. 

The big three are Jim Reeves, Jim 
Backus and Merv Griffin. 

And the big sound is live music, served 


big shows on 1 big day! 


Show, The Jim Backus Show 
and The Merv Griffin Show 
go live on American Radio's 
all-new, all-live musical line-up. 


up with showmanship and salesmanship 
and aimed right at the American house- 
wife — the on-the-go woman who prefers 
music over anything else in her radio diet. 

Here are three solid hours of solid fun, 
all featuring top live personalities, live 
singers and live orchestras. Here are The 
Jim Reeves Show, The Jim Backus Show 
and The Merv Griffin Show. Watch for 
them, starting Monday, October 7. 


the live one is 


The Merv Griffin Show (7:15-8 pm) isa solid hour 
of live music and song, headlining popular singer-actor 
Merv Griffin, and featuring vocalist Darla Hood, The 
Spellbinders, Jerry Bresler’s orchestra and veteran 
announcer Doug Browning. 
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department, was named a vp in 
August. Before joining the agency 
he had been sales service manager 
of Columbia Broadcasting System. 


@ In the course of the nine years 
he was with CBS, Mr. Midgley, in 
1948, published a book, “The Ad- 
vertising and Business Side of Ra- 
dio,” which was widely read by 
advertising people. 

Earlier in his career he had been 
a sales service manager at Batten, 
Barton, Durstine & Osborn. 


GORDON SCHAEFER 

Toronto, Oct. 1—Gordon 
Schaefer, 62, president of Schaef- 
er-Ross (Canada) Ltd. a _ silk 
screen display advertising busi- 
ness, died Sept. 21. He came to To- 
ronto in 1930 to establish the busi- 
ness. He was a member of the 
Advertising & Sales Club and the 
Silk Screen Assn. 
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lettering styles 
selection guide 


36 pages illustrating 
364 different styles! 


} 
| See the freshest, sharpest, most mod- 
| ern collection of lettering . . . exam- 
| ples of Filmotype Photo Lettering’s 
new alphabets. A guide sure to stim- 
| ulate more sell . . . and individuality 
into any printed material! And you'll 
| see why Filmotype ranks as the 
| leader in the field of photo lettering 
| machines! 


ef phe . 
Mail this coupon 
and the new Lettering Selec- 

tion Guide will soon be on its way to you. 


the FILMOTYPE corporation | 


7500 McCormick Bivd. Dept. AA 


Skokie, tl. 


C) Send me the FREE Lettering Styles 
Guide and other information about 
Filmotype. 


(CD Have your representative give me 
@ demonstration right in my own 
office. | understand there is no 
obligation. 


NAME 
FIRM___ 
ADDRESS 
a 


2 eta bls Oe egg oe. 5 ety es oS e/a, <a ie nO ed ee a By a ee ana in EO! cae eerie eee Poe *: Th Ce OS hg Cie ee ae (ig aed ee | ap | ee « « - ae Se tg 
ey 6 PS re pg = oP 1 in, goatee al eae WOM cS ae A Bee es A fo Se se Sarees eevee aa ee Se (an a ‘3 et le eee as es Be RES ee % cy Ree | 2: eae 4 
eRe ee gd alee: git) je auc 2 sar Satins i ee ete See ee a ae: fe ewe ee pe nn epi SAS 2 Pree 2 GS of" Pe ee en se eee ee 
eee a “pies ee See — TN SL a a en aM a ee ety an ea PIR eens Rh 8 eee eR Mc me faiys Caged Cee © a Jes ee js alberto e  e ee Pails. 3. Se 
o> a r, ae Bites ot 5 = Riese aoe ate oe tn ated ei ie ae carr. ew ae ee eh: Yi2 8 : ett ah: ee ee oe ; BS ele mete ger ee = 
“ate Ra gg 2 SG Re cic i pees MMA (=< Eckel AR cal fe eds Gere as he ee ae et ee Be in cy a ee ee a 
i a — 5 ; ee ¢ CEN | ee oes eel a ae = oe Gre i oh eS ery Sgt Sa ane Geer aa i at AS : Be eae Sal, <a, PEE Wie stb eee ee Se sage : et 
oe ee Sees tees ee a ee ie atc SS eee me a oe gear Meare mu ee EROS? Sat tae Ane ee tint ager deme mete» meas Sn ae 
: P Cat ae 
a Sanne 
es 
Tae 
pales z 
ee ae 2 
= ae 
Nas 
i 
Se ae 
olen 2. 
aS 
poe Sime 
ag ye 
ee 
ae 
cee se 
sae 
‘ Be vias 
ie, = ~ 
CHARLES M. CAWLEY aes aa 
Ta 
pe ry 
PS 
» ihe 
ee een 
Gay 
iain 
eee 
—o me 2 ub 
we 
aa R 
eee 
es 
ae 
. 
. Je 
Bis 
ae “a 
ae 
_ 
in 
cS 
* 
. es, fee 
eens 
ely 
. oo: ee 
: , er oe wea 
ee eee ee ee ee erect. Sahl 1 ae | |. ci 
= e Br, i ee es F a ge er ees oe . rk in 
Rags eo - et oe ee a ee eS ee ; ees 
ia i Peers ee ee ee Med ec ar a 
Se edi i ee eee Fy SS °c leat aans eq 
es EEE a ae 
sighs "= a Ca is ieee Ft - Wepre : . J “ * ee 
— ee ee ‘ : jay : ; i ; 
be qo ~~ } $ the oH ¢ ae 
¥ =) ‘ M ‘ a ; cs - : . 
; ata is ; : : ae } hgh 
~~ a : ; 
» : ‘ ae ia ae 
a f er oe F ao Se is ?- ; es ies 4: 
Bodh: 23) peter ea 3 i iy ae ane aa vs 
Pre t 9 a ea, gee ; Te uh ALT ©: 
é ‘ : 7 oe - - ioe eee Sethe? Sine. + ee » eS errs ’ iets 
a P Chis Ts < ERAN ST ic, ' Ce ‘iyo + Fat Rts GEE, ite 3 alee rae - Y aan < Cnet P RSs 
’ ‘gigi oA EAs r. ae ie eo Be sae aaa” ad i me sage ok ORCS. I ict, ,. i & ele 
ae ie em 5 ‘ “ wi OSes et = ae Pete es Sie Sun oe pe a are _ ge ay 25, hes 
oa a <n in 2 1G ae a saan SSI ‘ag oi Vie ae a ae > i. i £ - 
<. 9 Stee > Aipaee EReSLOS TES ali aa a — es | Se ae; a ONT SS ase Lone 3” a 
ioe Spe WER eee ee *y 2 ea Toure a P 5 Do hsie a pa tee ey ih , is J i : pre a 
aa SS emer a cre —— 2 pa - Finke 
i ee ae) A a Tr woe tee eae 4 fh es en 1 rises Pree: ms Pas 
Soe ae 3 See mr _ : " ? Rg acim cal i) an Bic i ™ fem } es 
= wen Mee BE ak ea ~~ ; cee BN cid, an aoe e! : 
a Be Se ae a eis ee, Wome a€ , is — : Ht Fi : ho ae 
hee ge IS ee gg Re Tee i 4 ae pk : : FF _ i ° : ae 
ae ie Ma en ee Paces ee ho” ee Ms 4 Tr a a ee ies 1 oe i 
Beal: a es eS She Gar ore we es i ” i. peeee se, ee ze oe ee 
sale S < pec Se CY _ « ‘ er aes of a ae es ae 
i 6. ghee net Le ay ( ae re? a om ae 
, hen : a si ge, | Za "es os ENR eS ae bs: 
, oe j Pe at ae re Bae NI Spager 5 eiae Bas = st apn 
1 .)0|OCll f E opie oy ea 4 Se eoten. 
‘ ‘ ae a a a i ‘ \ [oe Ronee ped pu 43) ae * ; ni a | 2 i ry Aa vs 7 
A —: ~~ See: eer . 
ff 2 em » | : s oe oh eee. Oe *%. bic et — 
y f ak m s Heel 
4 rr La ‘ ae > aes : - Si Pla oe bre ae ee 
“ , cee, ee es eS a ~" q at , Nites 
Y. 4 " x Sp eae ee ee : . ert Agi A Se aes , eae 
. ome ae . Enea tea ces 1 ae Lacy tone ahs J =) 3s 
: ee Pai iy tt RT ear 7 5 e ee Ng = eh Baa: ; é ‘ ee 
| * E wes oe : Sra a a i Bi 
_— a7 co 7 oy cane ae Ae 
aiel eS? Pt ae EM ie she an ik . for 
. Pa fee P = 3 ’ VE Ls J ay rr 7. ee ee m" i Se 
wan a ee 3 ~~ ae , eee heey Ng Fe Tee: = 4 ‘ok 
- , a 2 +44 i ene Pere. f i Sf ate J A 
of Te ae ad ‘ 2 ; Y oan — Bs: eigen eS 
-* er oee a me, : Beige oo es eer es oe } — 
Ne a Se ‘=, y a a ik oe ve “See f . re 
«i ie = ty add _ or i ‘ Na ss 
% Z iJ ba’ bay e ee ‘2 ae 7 
’ Ne © : . ng on nape é eee * ars ae Ee i | ? a foe 
a." ‘ 5 ’ 4 1 x a : 2 \ dona» aie eet on a on ’ % saat? s a me inte a ; : . : a 
4 : ae ei aN pas, neni Be oe 4 Ries, Dee 
fees RO ee er on 
. et ce RES lis ea foe se ; ee 
Eero aks se ae ae “Seamed le! : Hee 
i es Wig eereee ecee= : eae 9 cn 4 oa ae 
, 0 RRR Se ee nace Beth ses = ee S Wye Bert a) aa : wo an o al 
ee es er ee ee fe er. eo eee Ai tee een aa ra? 
io SESE aga amar he oes erage yee CaN cr ames fe Ss te : 4 a a 3) ae 
? es Spicn, (tes Saae uaephe s 24, iy i 2) 22 SS enn Serena | iz —" ah hae 
f " es Slepemiies at mares La Rage ea Bee de Eee a hs | Ss es 
= ae oe pee : ee Sie peice o lk eis ie 7 ‘ : 
h pets 3 by he Sa Ele _ % 
; Or re ee 2 nati Pe eee ayers ok IS aie ice.) 
; sya? re Re Mew ae tee gn tee pie gi Pe ee i Lae q 
i eae : asa ae t o hee 4%. an i le arr ee . ca: 
Rei ee eee NS ii Reece mann ee ee 
4 Genera tes ; a ee i OS ee ee oe Reale ir ct ae 2 i. 
Sac g clea eho ear caine ki oo ees 3s aeeae 
TGs . 4 3 , ae 
" Re ele he eee Siig cg «ae ners ek 2" ‘ Ser 3 a 
, Se re er ee Pe ae ets EEL ie yp Seip aka dic eae 
‘ Eye ame ey ne eT eer 
; Feit as Se 4 ng ph age eae) ACN a a ome eee 
pe Oa eRe see ieee eee en 
e #5 re ee, aah 2 NS : ee oS hag oe were a Pare re ‘o-* oe 
ae ae es earth tee 
| Con ee. |e ee (8 
lan. Pega s? , Fe a Cee erate 5 ees a 
: a ee i ere, eerie ey ‘ 
ae Ae, See ea 5 eo aes Bg, aN Le ; 
ee So a eae Ceara man! “aCe . 

' ee Pay : te 2 psd Ok ee a : on 
ve a oa =r ee ae a a 
"S ad 2) iS ; ages wise + eT: 

. ; S ei =e ~ git, | ee aaa ey . ae. 

* rae ened \ « Si Sf eas, ees eo AS oe ve eek: 
¥ eee at ihe. nae “Tage tla ee ‘ roe ae 
y ae Sy oe a | i : : Rea Mek TE ae eh eed 

eo one it 

’ ; if 
+ | | lili. 

| enc ae 
ry . | a SE 

m i | ee 

| ! 5 ho 
i RICAN Bs 
! — 
aes | | es :, 
BRO@DCASTING ak: 
iy | | ten 
NETWORK oe 
asemenmanavanesenananencbasenand ; Sa = 
sittin a. ee = eae a to eee Re ee Fn ee ee ee ee : me eee agp rameo 35 bi ee eee 

- ee rar ae "4 : Se ee emcee get a VA ge ieee ae ee Bree > aa , ee a j fee te ee 

es ce. wt ™ ee ; x - ca A ne : oy ng EE Se pt eee aia, Seal Gos: eae = o VR eee, ee Cree s hii : be = me 2 a 
‘ 5 Pes tae Nica ae i Ue . Poe Se Eig tor ee ae Sree Pe oo eee pre ce em ea age tet <i ere ae 
Pee BAG St es Li ee ee toes ee et eee oe eee Ca alee iN Leelee en ee eee ei 
Sg all ae - aier — Saaaiaae gala ai! S95 fe, Sal te fr eto ees i a oe RR ae eae eer ee ee Ses Pi ee es ae ; es a jh ae nee hee ae se 
ee gia lind i aki yh i te IM ME ieee ety A SE) a Sem Bc, ee eee ‘Dee ote gh oy Rae Gee a ee cs eae ne ei ee ee ne feet aa. t deat eho 


48 


Department Store Sales... 


WasHINnGTon, Oct. 3—Depart- 
ment store sales across the U.S. 
in the week ending Sept. 28 re- 
mained unchanged from a year 
ago, the Federal Reserve Board re- 
ported today. 

For the four weeks ending Sept. 
28, sales dropped 1% behind sales 
for the similar period last year, 
and for the year to date they were 
2% ahead, 

Of the 12 FRB districts, three 
showed gains: Richmond, 2%; 
Minneapolis, 3%; Dallas, 5%. Sales 
for Cleveland, Chicago and Kansas 
City were unchanged. The remain- 
ing districts reported losses as fol- 


Sales Are Unchanged from Year Ago 


Advertising Age, October 7, 1957 
| Little Rock +4 -4 Houston... + 8 +24 
Louisville ............. 0 —16 | San Antonio ........ — +14 
De artmenit Store. SE IND secnciisterinbisssinsiont +9 0| San Francisco District... +4 © 0 
; I tein actcineepensn — @ — 6 Metropolitan Areas 
Minneapolis District qeemeniianiipe +2 r+8 Los Angeles-Long Beach +15 +3 
" Metropolitan Areas Downtown Los Angeles +412 +4 
a es arome er Mpls.-St. Paul ................ + 3 +9 Westside Los Angeles ... +16 +5 
Downtown Baltimore .. —1l4 Mpls. and Suburbs ......... + 4 +10 Sacramento ........... -. +12 +13 
Richmond a oe — a ° og aba +2 +46] San Diego ........ oes. oe 
Atlantic District .......... —4 4 Change from 1956 Cities San Francisco- Oakland ~ —4 +1 
+ 
Metropolitan Areas Duluth-Superior .............. — 4 — 3 San Francisco City .......... 4 + 3 
Birmingham ~ 6 —1 Kansas City District ........ + 7 +7 ee —7 ae 
Jacksonville ........... . —12 0 Metropolitan Areas Portland ............ = @ —24 
Miami eau af ° Se Week Ended Denver +9 +1 Salt Lake City +4 +85 
Miami City. ........... ri —3)/8 Sept. 28, ‘57 No Change Topeka r+ 3 +412| Seattle ........... < e 
Atlanta ———— 8 +7 Wichita . +12 +18 en ae +1 + 6 
Augusta ........... r—22 0 St. Joseph ....... —4 +3 TN Winncanistinetinnmcatiibialie —18 —13 
New Orleans ‘ +1 ° Albuquerque ... +4 *|r—Revised. *—Data not available. 
New Orleans City —15 e Jan. l ‘57 to Oklahoma City + § +8 
Knoxville .......... -8 . Sept. ‘28 aa % Pee ~ 8 *| Alcoa Boosts Albrecht 
— +s . a 140 —16| Darrell O. Albrecht has been 
OS + 3 +3 Kansas City ........ +5 + 5/named advertising program man- 
Chicago District +5 —&5 mm | Dallas District ........ + 5 +9 ager of Aluminum Co. of America, 
Metropolitan Areas Metropolitan Areas | Pittsburgh. For the past two years, 
a ae + 9 —2 SE ii ictesssrmansencces —3 —7 Dallas . + 9) 
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lows: Boston, 4%; New York, 3%; 
Philadelphia, 3%; Atlanta, 2%; St. 
Louis, 2%, and San Francisco, 1%. 
A breakdown of these sales for 
each district will be available next | 
week. Sales for the previous two| 
weeks were as follows: 
% Change from ‘56 
Week Ending 
Sept. Sept. 
4 2 
= 4 
—13 


Federal Reserve 
District, Area, and City 
United States ... 
Boston District .... 
Metropolitan Are 
Boston . a 
Downtown Boston neat 

Suburban Boston 
CAMVTIABES  ...-.-:cccceccsevereeee 


City 
Springfield 
New York District .. , 
Metropolitan Areas | 

Buffalo hae 

New York-N. E. 

New Jersey 

Newark 

New York .. 

Rochester ......... 

Syracuse — 
Philadelphia District . apie 
Metropolitan Areas 

Wilmington 

Trenton . 

Lancaster 

Philadelphia 

Reading .......... 

Scranton ........ - 

Wilkes- Barre—Hazlieton - 
Cleveland District 
Metropolitan Areas 
L@XINBAON .....ccccccceeeereees 
Akron 
Cincinnati 

Cleveland ...... 

Columbus ; - 

Springfield .................. 
Toledo 

Erie 

Pittsburgh .... 

Wheeling- Steubenville 
Richmond District 
Metropolitan Areas 

Washington : 

Downtown Washington . 

Baltimore . : 
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IN NEXT ISSUE: 
} CLIP AND 
| SAVE IT 


“WE'RE SELLING THE ONLY 


FEASIBLE, PRACTICAL WAY TO 
GET PHOTOGRAPHIC ILLUS- 
TRATIONS OR USER-BENEFIT_ 


I'm ALEXANDER ROBERTS, General Manager of 
Interstate Industrial Reporting Service, Inc., and its three 
operating divisions: INTERSTATE Photographers; 
INTERSTATE Ciné and INTERSTATE International. 

I'd like to tell you the INTERSTATE story . .. what we 
are... how we operate . . . what it is we offer the advertiser 
and the agency ... why it is we do more photography and in- 


dustrial reporting on a national scale than any comparable 
company in America .. 
I met you personally. 


. and tell it to you the way I would if 


INTERSTATE is an independently-owned network comprised 
of 2400 photographers, 600 industrial reporters, 1100 cinematogra- 
phers. We offer photographic coverage or case-history reporting . . . 
or a combination of the two... in EVERY city in America at a 
standardized, pre-determined, realistic cost application. Costs no more 
to do a job in Seattle than it does in Newark, Waukegan or Mesquite 
(Nev.) 

You deal with one office (we maintain fully-staffed district offices 
in New York, Chicago and San Francisco), with one personality; you 
get the advantages of an international corporation, the personal atten- 
tion you’d expect from your own photographer. 


The nature of the assignment that we are called in to handle 
determines the type of photographer we assign. We would not, for 
example, designate a news photographer to cover an industrial or an 
architectural job, since he possesses neither the know-how nor the 
necessary equipment. Nor would we employ a studio man to illustrate 
a feature assignment. In many cities, therefore, we operate with as 
many as three different men. More important, we know their propen- 
sities and limitations . . . and we insist upon a 24-hour-seven-day-a- 
week availability. 

We do not say that the men who make up the INTERSTATE 
network are the best there are. In truth, they are no better, no worse, 
from the standpoint of efficiency ratio than the men who work in your 
company. Ten or fifteen percent are superior; we rate about twenty 
percent as good to excellent; the rest range from good, every-day 
journeymen to even the mediocre. But we know what it is that makes 
a photographer mediocre. He gets careless about backgrounds, is un- 
concerned about ‘good housekeeping’, lights the scene in flat fashion, 


an open letter to the advertiser and its agency 


fails to ‘separate’ a dark machine from a dark background, injects no 
human interest or size perspective, neglects signed release obtainment, 
never gives a thought to the fact that he has to be a good-will ambas- 
sador, that what he says or does at a shooting location will enhance or 
jeopardize a customer relationship. 


oo ae 


lew Do We Achlows a Consistent End Result 
ona National Scale? 
pire e fi Taw 


Right here we get into the very heart of INTERSTATE’s oper- 
ation. After we have completely familiarized ourselves with your 
requirements, then and only then are we in a position to tell a camera- 
man what equipment he is to use, the lenses he will find most adapt- 
able for the coverage, the type of lighting equipment to be employed; 
we lay down the rules for ‘good housekeeping’, stress size perspective 
inclusion and cover the signed release obtainment. We show him visu- 
ally the type of material you like, as well as pictures that are regarded 
as satisfactory, and why they are unsatisfactory. We do all of this in 
the language that only one ‘take-charge’ photographer can use to 
another. Add to all this the fact that our own photo standards are the 
highest in America, that the onus for coming up with a top-flight cov- 
erage rests squarely on INTERSTATE'’s shoulders. Actually, what we 
have accomplished by this pattern is to almost completely remove the 
expected incidence of mediocre photography when it is done on the 
national, or international level. 

This pattern that we follow religiously does not mean we are 
making automatons of our cameramen. They can create to their 
heart’s content, exercise their judgment, strive for the unusual effort 

. but... only after they have adhered to the hard-core of our do’s 
and don'ts. Remember, none of this is theory. We're producing effec- 
tive photo illustrations in ‘whistle-stop’ areas every minute of the day 
. +. we're doing more of this work than any one else in America... 
we do it better... we do it faster. We have no other function in life. 


Delivery Time — Method of Printing 


Ten days after we have been favored with an assignment, you 
will have the complete package on your desk. That’s normal, but we 
can effect coverage within 24 hours .. . anywhere .. . if you’re faced 
with an emergency. Sometimes, because of the very nature of the job, 
it is impossible to complete the handling within the ten day period, 
and when that happens you get progress reports. 

No printing is done at the local level. ALL negatives after devel- 
oping, are expedited to our nearest district office where printing is 
done by personnel who do nothing else for their livelihood. That way 
we achieve the utmost out of a negative, you get controlled consistent 
end results. 
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Committee Warns: 
New Newsprint Price 
Hike May Be Near 


(Continued from Page 3) 
downturn, with earnings decreases 
ranging from 11.8% to 40.9%. 

“Pressure of mounting costs was 
given as the reason for the drop. 
Since the year’s halfway point cost 
pressure has increased still fur-| 
ther,” the report says. “Freight has | 
gone up, wages are higher. The 
cost of practically everything that 
goes into a sheet of newsprint has 


to meet future publisher needs,” 
the report says. “This year alone 
almost 700,000 tons of new capac- 
ity is slated for completion and 
another 500,000 tons in 1958.” 


= Commenting on the capital sit- 
uation and the rate of exchange of 
Canadian and U.S. dollars, the re- 
port notes that in the case of Ca- 
nadian producers, “the tremendous 
flow of U.S. and European invest- 


| 


On the steep climb in freight | market includes shipping costs, the 
rate costs, the newsprint informa- report notes, “the new burden of 
tion committee has this to say: higher costs falls mainly on the 

“Growth and size of the burden producers.” 
is illustrated by the cost of ship- So, it would seem, in the face of 
ping one ton of newsprint on the |higher freight rates, production 
relatively short haul from Three | costs, declining mill earnings and 
Rivers, Que., ‘so-called newsprint | the loss in currency exchange, all 
capital of the world,’ to New York|of which are currently harassing 
(a distance of 475 miles). |Canadian newsprint producers, 

“Per-ton freight cost for this|their only hope of relief is to in- 
less-than-average distance now)|crease the price of newsprint. At 


ment capital into Canada has cre-| goes up an additional $1.20. Thus, |least, that is the consensus here 
ated special problems. It has/|the per-ton rail cost between these|of what seems likely. 


caused an extraordinarily unfavor- 
able currency exchange*rate. At 


ithe recent range of 5% to 6%, the 


\two points, which had been rising | 


steadily from $7 in 1946, leaps tos As previously reported a month 
a new high of $17.49. This 150% |ago (AA, Sept. 9), R. M. Fowler, 


increased as well as other costs of U. S. dollar becomes 95¢ or 94¢\ increase is almost twice the per-| president of both the Canadian 
when converted to Canadian. This| centage increase in the price of | Pulp & Paper Assn. and the News- 


doing business. 


“The industry’s problem is com-|means an exchange loss of $6 to| newsprint in the same period.” 
plicated by the enormous expense |$8 a ton on the New York news- 


of mill expansion now under way print price of $134.” 


Because the delivered price of 
newsprint to the bulk of the U.S. 


| print Assn. of Canada, warned that 
higher freight rates and the “dis- 
|tortions and difficulties caused by 


One of our strongest points is the manner in which we are geared 
to initiate photo-taking approval on your behalf. Let us know who is 
3 using your product; we'll approach that customer, discuss the prob- 
lem, obtain his approval and deliver the complete package to you... 
E all within our normal ten-day period. 65% of our assignments are 


( handled on that basis; at least 60 of America’s largest corporations 
" vest with INTERSTATE the responsibility of contacting their cus- 
g tomer at the initial level . . . corporations which have a rigid, definite 


policy against a supplier-approach relax that rule with INTERSTATE. 
A tremendous responsibility, obviously, and as such, we exercise our 
own precautions and safeguards. For example, this phase is handled by 

one personality in New York, never at the local INTERSTATE level. 


justriat Reporting. .. How Wi Dolt. 


“ We found out a long time ago that there is only one way to come 
i up with a properly executed reporting story, and that is basically 
enough, to use a reporter. Not a photographer, who may have a flair 
for reporting (nor conversely, a reporter who thinks he can ‘snap a 
picture with a Graphic’. There may be a dozen photo-reporters in 
America who can do both elements in professional style . . . we have 
four men on our New York staff, for example, who fall into that 
category; but on a national scale, a one-man handling translates itself 
- into an inadequacy). All assignments which call for reporting, plus 
N photography, therefore, are handled by two men, each a specialist in 
his own field. The reporter will sit down with an engineer, works 
superintendent, foreman, etc., and compile a detailed, informative re- 
port dramatizing the method in which your equipment is being used. 
We'll glean work-loads, maintenance problems, savings (either in 


dollars and cents, or percentages or man-hours), comparison to 
equipment used in the past. Spiced freely with user-benefit personal 
quotes, our reports are positive-approach documents. They are never 
diluted or objective, but they are accurate! 


It is difficult to apply a rigid cost application until we have 
worked out some sort of norm for your organization, primarily be- 
cause requirements vary so greatly. For trade paper advertising, for 
example, a full day's efforts run somewhere around $165.00-$200.00, 
permit you 12-15 photos; a half-day might be around $85.00-$100.00, 
with about six photos. Photography combined with reporting, starts 
at $175.00, with highest figure at $275.00. We recommend that you 
regard these price listings merely as a guide of sorts; at least until we 
can pin-point your requirements in proper fashion. 

There are two important facets about our price structure, how- 
ever. One is that you will always know in advance what your cost will 
be for any given job. Secondly, it matters not where a job is handled, 
The same common denominator that we use to determine a price 
application is in effect regardless of the geographical location, 


INTERSTATE sets the pattern for photo and 
industrial-reporting on the national and interna- 
tional level. No one else in the field approaches our 
scope of activity . . . our desire to please . . . our 
rapidity of job completion . . . our go-getting pat- 
tern of operation. 

We would like very much to look forward to 
the pleasure of serving your interests. 


- 
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INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 


GENERAL OFFICE 675 FIFTH AVE.. NEW YORK 22.N. Y.. MURRAY HILL 8.1880 


MIDWEST OFFICE 469 EAST OHIO ST.. CHICAGO 11, ILL.. MICHIGAN 2.0080 


WEST COAST OFFICE 7OO MONTGOMERY ST., SAN FRANCISCO 11. CAL.. GARFIELD 1.1967 
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the abnormal and artificially high 
value of the Canadian dollar,” had 
become “urgent and pressing prob- 
lems to Canada’s major export in- 
dustries.” 
Mr. Fowler’s remarks were in- 
terpreted at the time as a signal 
that newsprint prices may be 
boosted again. In the opinion of 
several mill representatives and a 
number of newsprint buyers here, 
the stage is now being set for an- 
other newsprint hike, probably 
about the first of the coming 
year. # 


Fairchild Names Urbanek 


Fairchild Publications, New 
York, has appointed John Urbanek 
to the new post of European ad- 
vertising representative. Mr. Ur- 
banek, who has been Fairchild’s 
representative in continental Eu- 
rope for the past year and a half, 
will work out of New York, He 
will be in charge of advertising 
activities in Europe for all Fair- 
child publications. 


wna 
Lome/ 


engaged to 273,234 


| ever-loving sets and 
| delivering beautiful 


| gales results... 


doing what comes naturally, 


| West Texas Television Network 


KDUB-TV 


LUBBOCK, TEXAS 


KPAR-TY 


ABILENE . SWEETWATER 


KEDY-TY 


BIG SPRING, TEXAS 


ALEXANDER ROBERTS GENERAL MANAGER 


Bie PPHOTOS OR CASE HISTORY REPORTS. . ANYWHERE. . .TEN DAYS NORMAL DELIVERY. 
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NARDA have launched the fourth 
annual “Creative Retail Salesman 
Al h M di Pp th of the Year” contest for the appli- 
ong i e e la a ance, radio-tv industry. Prizes of | 

$1,000 in cash awards await the|e A 32-page “Better Living” sec-| e As part of a modernization pro- 

retail salesmen who submit the | tion is being introduced in the| gram, the Indianapolis Star and 
best selling ideas used in 1957. En-| October, 1957 issue of McCall’s.| News will add a three-story addi- } 
trants must use official entry It features practical editorial and | tion to its present plant. Construc- | 
blanks to answer this question: | advertising material on building,|tion will start in early fall. The 
“What particular selling idea did|home furnishings, appliances, do- | papers also will add seven new 
you use during 1957 that success-|it-yourself, gardening and some|Goss Headliner press units, three 
fully contributed to your making | food service. r.o.p, color half-decks and a 112- 
. sales?” The grand prize of $500 |page Uniflow double folder with 
ae Wace acisegetne “som e Ladies’ Home Journal and/and a silver plaque will be pre-|e Webb Publishing Co., St. Paul,|balloon formers. The new units 


casting stations. The same organi- : : - 
zation awarded KITE its citation a 

for the best newscast of the year 

in the same category. This summer 
the AP’s counterpart, the United 
Press Broadcasters Assn. of Texas, 
also named the station first for 
outstanding news coverage among 
the state’s metropolitan stations 
and in addition cited the station 
for broadcasting the best feature 
story of the year. 


sented to the winner at the annual; celebrated its 75th anniversary this 
NARDA convention in Chicago in | year in August. The company pub- 
January. lishes The Farmer. 


Radio KITE, San Antonio, has; 30, prepared by the agency’s Los 
just made a clean sweep of top| Angeles office, were printed as a 
state and local news awards made |32-page mewspaper supplement | 
by professional journalistic organ- | and distributed to citizens with the | 
izations in Texas. The Texas As- Sept. 4 editions of the Los Angeles 
sociated Press Broadcasters Assn. Times and Examiner. 


e The Suburban & Wayne Times, 
Wayne, Pa., devoted a 12-page spe- 
cial section to TV Guide and its 
new building in Radnor, Pa., on 
Sept. 13. 


now, 
at the newsstand... 


—- e@ The Times, St. Petersburg, Fla., 
ge has signed a contract for nine new 
rotary press units, which will be 
delivered in June, 1958. The press- 
es will be installed in a new me- 
chanical production building, to be 
built. The new units will deliver 
papers at a rate of 60,000 an hour. 
Page capacity will be increased 
from 64 to 72 and more color pages 
will be available. 


r reader acceptance 


e Jan, 11, 1958, is the issue date 
for Pennsylvania Farmer’s “Farm 
Show” issue, tying in with the 
42nd annual Pennsylvania Farm 
Show, to be held in Harrisburg, 
Pa., Jan. 13-17. 


' 
} 


Household 


is voted the 
biggest newsstand 
increase by your 
best customers... 


P61” 


e September marked the 100th 
year of publication for Shoe ‘| 
Leather Reporter, which describes 
itself as “the oldest shoe trade pa- 
per and America’s first trade 
journal published under the same 
name for a century.” Its special 
anniversary edition of Sept. 30 re- 
views the industry’s history since 
1857. | 


bo eh 


iets Tee 


e Erwin, Wasey & Co. received a 
scroll from the city of Los Angeles 
for preparing an annual report for | 
the city as a public service. More 
than 850,000 copies of this report | 
for the fiscal year ending June 


———— 
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HE CAN HELP YOU 


If you're looking for fast 
Direct National Distribution 


| ah 


Barney Kingston Merchandising Director 
Den't be feoled by the “outlet map” 
on your wall! It's one thing te put 
your product in stores—it's quite an- 
ether te move it. 

If your product or service lends it- 
self to personal sclling—whether in « 
heme, office, store, institution, service 
station, ete.—it will pay you te in- 
vesti the b i 89% billien 
DIRECT SELLING FIELD. Manufac- 
turers and agency executives often 
amared te learn how casy and inex- 
pensive tt is te move merchandise 
through modern direct sclling—in ALL 
ae counties of the 48 states and in the 

¢ provinces of Canada. 

Let us anelyze your preduct or 


service witheut obligation on your 
part. If your product hes potential in | 
our & we submit S4-year salee- 
tested plan fer consideration; sample | 
plan sterte 50 mew companies every 
menth .. . many of which mow de | 
from 250,000 te mere than $12% | 
millien annually. | 

Send fectusl date te cur Merchen- | 
dising Director, 


' ” Magesine, 850 North 


| Street, Chicaze 10, Ul. pis | 
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will be equipped with Goss 
tension plate and lockup and will 


have Goss Reels-Tensions-Pasters | 


with the new Goss Paster Pilot. 
The new press units, which will 
increase the newspapers’ units to 
31, will be in operation next spring. 


e The oldest newspaper in the 
U.S., the Maryland Gazette, Anna- 
polis, Md., established in 1727, was 
honored on Oct, 1, the opening day 
of National Newspaper Week, with 
a luncheon at which Carlos P. 


|Romulo, Philippine ambassador to 
the U.S. and a former newspaper 
publisher, spoke. 


e The CBS Foundation has given 
a grant of $10,000 to the school of 
communications at the University 
of Washington, Seattle, for the 
preservation of a collection of his- 
toric CBS radio broadcasts. The 
original disc recordings of the 
broadcasts were given to the school 
of communications by KIRO, Se- 
attle, an affiliate of CBS since 


| 1937. Part of the grant will be 


|used to transfer the discs to tape 
|for longer life. Another part will 
be used in preparation of a refer- 
ence catalog of the recorded mate- 
rial for research students. 


e Department of New Laurels: 


age gained 15% for the first 10 is- 
sues of 1957 over the same period 
last year. 


The August Redbook had the/year history. The 


51 


In its Sept. 28 issue, The Satur- 


day Review set records in both cir- 
culation and advertising for its 34- 
issue, which 


| highest total circulation of any is-| marks the tenth anniversary of the 


| sue in the history of the magazine, 
/exceeding 2,700,000 paid copies. 
Vision, Latin American bi-week- 


The September issue of Harper’s|ly, ended its seventh year of pub- 
Bazaar had the highest advertising | lication with the biggest revenue 
revenue in the magazine’s history. 
The issue carried 216 pages of ad-| issue will carry insertions from 63 
vertising out of a total of 320 pages. 


jissue in its history. The Oct, 11 


ladvertisers who placed $67,000 


| Cosmopolitan’s advertising lin-|worth of advertising. 


When people put down their money and choose the magazine they prefer 
to read, Household has the biggest gain** of 10 famous magazines on the 
newsstand today. 


Household 

Magazine A 
Magazine B 
Magazine C 


UP 61.7% | Magazine D 
UP 10.8% | Magazine E 
UP 6.7% | Magazine F 
UP 5.9% 


UP 4.1% | Magazine 
UP 1.6% | Magazine 
UP 9% | Magazine 


G DOWN 24% 
H DOWN 5.4% 
| DOWN 6.7% 


**Based on latest (1955-56, last 6 months) newsstand sales figures. 


If your product belongs in the home . .. your ad belongs in Household... now! 


now you 


circulati 


can buy 


this effective 


on sectionally 


EAST- SOUTH -CENTRAL-WEST 


More and more advertisers who sell their 
products or services regionally are increasing 
the effectiveness and efficiency of their ad- 
vertising by eliminating waste circulation. 
HOUSEHOLD offers a Sectional Market Cover- 
age Plan. You can buy HOUSEHOLD in any or 
all of the four sections as shown above. 


Pacific Edition 
388, 227 


These famous brand advertisers are already using 
sectional issues of Household effectively: 


Oregon State Highway Commission, 
Travel & information Dept. 


The Goodyear Tire & Rubber 


Company, Inc. 


Devoe & Reynolds Company, Inc. 
General Mills Inc., Sperry Division 
Southern Pine Association 


Gamble-Skogmo, Inc. 


For complete details of HOUSEHOLD newsstand sales and the facts 
about the HOUSEHOLD Sectional Market Coverage Plan, write 


Household vec 


Capper Publications, Inc. 


Topeka, Kansas 


monthly recordings section, had a 
distribution of 225,000 copies and 
carried 65 pages of advertising, of 
which 18 were in color. 

With the November issue, True 
establishes for the fourth time this 
year a new alltime, any-month 
high in ad revenue during the en- 
tire history of the book. True’s 
November issue, with an increase 
of 39% over the same issue of last 
year, is the 21st consecutive month 
of ad dollar gains. 

The October issue of Fortune 
contains 225% pages of advertis- 
ing, biggest single-issue total in 
the 27-year history of the maga- 
zine. The new page record repre- 
sents a gross revenue of $950,000— 
also a new high—invested by 242 
advertisers. # 


NOW IN 


ROANOKE 


and Western Virginia 


WDBJ-& 


presents 


followed by 


the EARLY SHOW 


Famous Feature Movies 


Monday through Friday 
4:00 to 6.05 P. M. 


Your Peters, Griffin, Woodward 
“Colonel” can give you the full story con- 
cerning participations. Call him now! 


| ROANOKE, VA. 


Owned and operated by 
the Times-World Corp. 
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Celler Hits 
Pay TV Test as 
‘Uncontrollable’ 


(Continued from Page 2) 
out of showing a motion picture for 
the third time rather than in pro- 
gramming a lecture, they will do} 
so, he asserted. 

With the tremendous profit po- 
tential of pay tv, networks and sta- 
tions will be forced to jump on the 
bandwagon to protect their invest- 
ments, he said. 

The congressman spoke of what 
he called a danger in the Federal 
Communications Commission’s ap- 
proval of pay tv tests—that often 
experiments in television turn into 
irrevocable commitments. 

Pay tv can not be controlled once 
it starts, the congressman said. If 
one channel is withdrawn from free 
tv, what is to keep the other chan- 
nels from following suit, he asked. 


s Mr. Landis’ arguments for pay 
television were shorter: 

1. The country hasn’t utilized the 
television medium to its fullest ex- 
tent, because it has allowed tv to} 
depend on one base—advertising 
budgets. This single base for tv has 
kept the country from utilizing 
two-thirds of the 1,875 available 
television channels. 

2. Full-scale operation of pay tv 
would result in more tv stations. 
These stations would carry both 
free and pay tv programs, because 
there would not be enough toll tv 
programs to keep them going. 

3. To survive, pay tv interests 
must offer better programming 
than the public can get under the 
existing system, 

4. Pay television systems will 
supplement rather than supplant 
sponsored programs. 


| 


SAN FRANCISCANS 
DOUBT SKIATRON | 


San Francisco, Oct. 1—In a) 
stormy three-hour city hall session | 
last week, Skiatron Electronics & | 
Television Corp. was accused of 
“insulting the city” by its refusal 
to reveal whether it has the cash 
to wire San Francisco for pay tv. 

City Controller Harry Ross had | 
reported to the meeting that Skia-| 
tron executives had told him “they | 
don’t think the financial aspects 
are important at this time.” 

At this point Harold Dobbs, 
member of the city board of su-| 
pervisors, pounded the table and | 
declared: “I’m not going to be 
party to granting a franchise to 
any company that can’t prove it 
has the finances to live up to the 
terms of the agreement. 

“What’s more,” Mr. Dobbs con- 
tinued, “I think it’s an insult to 
the city of San Francisco for this 
company to say the financial as- 
pect is of no consequence.” | 

Problems of finding space for 
cables on existing power and tele- 
phone poles, Mr. Dobbs declared, 
will limit the number of pay tv 
companies that can operate. 

Alan J, Lane, spokesman for 
Skiatron at the meeting, said the 
company does not want to divulge 
the program commitments it has 
made, “and a financial] statement 
would do just that. 

“We have given the New York 
Giants $500,000 in cash to guaran- 
tee that we will carry their games 
on pay tv in San Francisco,” Mr. 
Lane said. “That should indicate 
something about our financial con- 
dition.” 


| 


® Arnold Childhouse, secretary of | 
United California Theater Owners | 
Inc., led the opposition to the 
granting of pay tv franchises and | 
asserted that “pay tv would de- 
stroy the city of San Francisco. 
“City taxes come from. stores, 
theaters and other business that) 


lure visitors here,”” Mr. Childhouse 
declared. “If pay tv pipes shows 
and other events to areas outside 
San Francisco, it would kill off the 
incentive for people to visit the 
city.” 


SHAPP SAYS MOVIES’ 
FUTURE IS IN TV 


Beverty Hits, CAr., Oct. 1— 
The financial future of the motion 
picture industry lies in the ability 
of this industry to find the most 
efficient way to place its product 
on tv screens, Milton J. Shapp, 
president of Jerrold Electronics 
Corp., Philadelphia, told the Screen 
Producers’ Guild. 

He stressed’ the fact that the 
American public wants to be en- 
tertained at home, adding that the 
“public will continue to receive 
great enjoyment from viewing 
commercial television programs on 
their tv screens.” 

At the same time, however, 
through cable theaters, similar to 
the one now in action in Bartles- 
ville, Okla., the public will be able 
to see the greatest movies, finest 
plays, the most exciting sports 
events on the same 21” screens via 
exhibitors, not broadcasters, he 
stated. 

Commenting on the recent Fed- 
eral Communications Commission 


| action disclosing plans to authorize 


tests of scrambled broadcast pay 
tv, Mr. Shapp said if scrambled is 
more economical to install and 


|operate, then the future of enter- 


tainment rests primarily in the 
hands of broadcasters. 
If, however, cable systems are 


more economical, as already proved 


in Bartlesville, he said, the exhi- 
bition of movies in the home will 
be the business of the entertain- 
ment industry. 


s Jerrold engineered and built the 
cable system now in use in Bartles- 
ville. Jerrold also has petitioned 
San Francisco for permission to in- 
stall its system in that city. 

Mr. Shapp revealed that Jerrold 
is developing a metering system 
that will record viewing at a cen- 
tral office, thus lowering operating 
costs if per-program billing is more 
desirable. + 


Reading Agency Adds Four 
Four Philadelphia industries 


‘have appointed Beaumont, Heller 


& Sperling, Reading, Pa., as their 
advertising agency. They are 


American Pulley Co.; Johnson-|. 


March Corp., dust control engi- 
neer; Waverly Petroleum Prod- 
ucts Co., oil and grease absorbents, 
and Sani-Mist Inc., manufacturer 
of fungicide for athlete’s foot. 


‘Argosy’ Boosts Guarantee 

Argosy, New York, will advance 
its guarantee by 125,000 to a total 
of 1,375,000 with the April, 1958, 
issue. At the same time it will in- 
crease its rates by 7.7%, making 
its b&w page rate $5,155. 


| play 


_ 


~ 


Olson Caspari 


Robbins Bavers 


EXPANDING—Shown here is the executive committee of General Out- 
door Advertising Co., which has just bought a controlling interest 
in Claude Neon General Advertising, Montreal. Members are Burr 
L. Robbins, president of both GOA and Claude Neon; Alexander L. 
Bauers, vp of GOA; George Caspari, GOA vp in charge of branch 
operations, and Donovan M. Olson, treasurer of both companies. 


WLS-’Prairie Farmer’ 
Farm Progress Show 
Attracts 208,000 


FARMER Ciry, ILL., Oct. 1—More 
than 208,000 persons attended the 
fifth annual WLS-Prairie Farmer 
Farm Progress Show, which ran 
for two days last week on a farm 
near this city. 


‘Chicmanship’ Ad 
Motif Uses Animals 
to Tell of Clothes 


(Continued from Page 3) 


fur (real gone goat).” So the ads! 


| 

The show featured a total of 211 | 
commercial exhibitors, all adver-| 
tisers of WLS and Prairie Farm- 
er, both of Chicago. In addition, | 
there were about 100 educational | 
exhibits, many prepared under the 
supervision of the University of | 
Illinois. 

Among the more unusual exhib- | 
its were a _ blowpipe_ shooting 
flames at 6,000°F., a liquid that 
recorded 320° below zero, an elec- 
tric nibbler and a “sewerless sew- 
er” system. 

Also featured at the show was 
the “Prairie Lady,” a seven-room 
prefabricated house designed espe- 
cially for farm families, It was 


| built in a former oat field in nine 


‘hours by GBH Way Homes, Wal- 


picture a smug-looking goat or a) 
knowing leopard with the fashions. | 


Copy explains that chicmanship 
“spells total affinity between im- 
peccable tailoring and imaginative 
design.” 

The Playbill ads play up the 
animal theme to the extent that no 
fashions. are pictured at all. For 
example, one ad shows a humorous 
sketch of a goat reclining on a 
Victorian sofa (an embroidered 
pillow reads, “I pine and balsam 
too’’). 

The copy reads: “Real gone goat 
..a fluffy mad fabric called 
guanaco that’s the absolute end of 
‘chicmanship.’ Bonnie Cashin uses 
it to line leather coats and jackets 
for Philip Sills, Habitat: 
Taylor’s Country Clothes Shop in 
New York.” 


® The one-column series in Ma- 
demoiselle and The New Yorker 
it straight and feature one 
style to an ad, no animals in sight. 

425 Advertising Associates is the 
agency. # 


~~)" 


Real gone goat, a fluffy mad fabric called Guanaeo that's the absolute end of 
“Chicmanship™. Bonnie Cashin uses it to line leather coats and jackets for 
Philip Sills. Habitat: Lord and Taylor's “Country Clothes Shop” in New York 


REAL GONE—To promote guanaco fur fabric (“real gone goat”) Bon- 
nie Cashin and Philip Sills are running this half-page ad the week 
of Nov. 11 in Playbill. 


| which 


nut, Ill., and completely furnished 
by Montgomery Ward & Co. 

More than 1,000 farmers flew to 
the show in their own planes, tes- 
tifying that the man who tills the | 
soil has gone modern with a ven- 
geance. They arrived in 562 planes, 
landed on a_e specially- 
constructed air strip adjoining the 
show, # 


Transcontinent TV 
Adds Buffalo Station 


in New Merger 


Lord &| 
|WROC-TV, Rochester, 


| 


BUFFALO, Oct. 1—Transcontinent 
Television Corp. has acquired, 
through merger, WGR, Buffalo ra- 
dio and television station. 

Transcontinent is the licensee of 
and also 
holds a half interest in Shenandoah 
Valley Broadcasting Inc., licensee 
of WSVA and WSVA-TYV, in Harri- 
sonburg, Va. 

The announcement of the merger 
said the value of the transaction 
was in excess of $5,000,000. It add- 
ed the merger had been approved 
by stockholders of Transcontinent 
and of WGR Corp., and by the Fed- 
eral Communications Commission. 

Under the merger plan, WGR 
stockholders will receive 18 shares 
of Transcontinent stock for each 
share of WGR stock. 

The announcement was made 
jointly by David C. Moore, presi- 
dent of Transcontinent, and George 
F. Goodyear, president of WGR. = 


ARB Opens Chicago Oftice 

Elliot Johnson, formerly with 
A. C. Nielsen Co., opened a Chi- 
cago office for the American Re- 
search Bureau on Oct. 1. The of- 
fice is located in the Tribune 
Tower. 


Sanna to Hilton & Riggio 
Sanna Dairies, Madison, Wis., 
producer of Sanalac non-fat dry 
milk, has appointed Hilton & Rig- 
gio, New York, to handle its ad- 


| remarkable 


vertising. Ralph Timmons Inc., 
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Claude Buy Makes 
GOA Top Canadian 
Outdoor Operation 


Cuicaco, Oct. 3—General Out- 
door Advertising Co., the largest 
outdoor company in the U. S., has 
become in addition the No. 1 out- 
door advertising operator in Can- 
ada, as the result of the recent 
purchase of a controlling interest 
in Claude Neon General Adver- 
tising Ltd., Montreal (AA, Sept. 
30). 

GOA, which has been repre- 
sented in Canada since 1944, 
when it acquired Williams-Thom- 
as Ltd., Montreal, a poster opera- 
tion in the province of Quebec, 
invested $4,750,000 in taking over 
a majority interest in Claude Ne- 
on. Offers to purchase the re- 
mainder of the stock have been 
made to other shareholders. 

Claude Neon’s activities include 
poster advertising, painted dis- 
play bulletins and neon, electric 
and other types of identification 
signs. Its annual volume is in the 
neighborhood of $8,000,000; GOA 
sales in 1956 totaled more than 
$33,000,000. 

Claude Neon has outdoor ad- 
vertising facilities in Nova Scotia, 
New Brunswick, Quebec, Mani- 
toba and Saskatchewan. It oper- 
ates in Ontario through E. L. 


|Ruddy Co. Ltd., of Toronto, and 


in Manitoba and Saskatchewan 
through Claude Neon-Ruddy- 
Kester, of Winnipeg. 


® Following purchase of control 
of the big Canadian company, Se- 
vere Godin was elected chairman 
of the board, a position he had 
previously held; Burr L. Robbins, 
president of GOA, became presi- 
dent, and Donovan M. Olson, 


|treasurer of GOA, was chosen 


treasurer. 

With the addition of the new 
Canadian facilities, General Out- 
door is operating in approximate- 
ly 80 cities and towns in Canada 


|and in six of its provinces. In the 


U. S. General Outdoor has facili- 
ties in 27 states and the District of 
Columbia, with sales and operat- 
ing branches serving more than 
1,675 communities. 

Burr L. Robbins, president of 
General Outdoor, is enthusiastic 
about the prospects for the con- 
tinued growth and development 
of Canada. 

“In recent years,” he told Ap- 
VERTISING Ace, “Canada has had a 
industrial expansion, 
accompanied by a rapid popula- 
tion growth. We believe that the 
future of the country is almost 
unlimited, and we hope to grow 
with it. 


e “We are planning to add a 
number of outstanding Canadian 
business men to the Claude Neon 
board. Its name, management and 
personnel will continue as here- 
tofore, and it will remain essen- 
tially Canadian in its organization 
and development. 

“With the great expansion of 
Canada in oil and minerals, plus 
manufacturing, we can look for- 
ward to continued growth of ad- 
vertising, in which we believe the 
outdoor advertising industry will 
participate.” 

General Outdoor stock is listed 
both on the New York Stock Ex- 
change and the Midwest Stock 
Exchange. Earnings for 1956, in- 
cluding some nonrecurring items, 
totaled $3,030,000. # 


Hoierman Named Rep 

The Army-Navy-Air Force 
Journal, Washington, has _  ap- 
pointed Richard E. MHoierman, 
Dallas, its southwestern district 
representative. Mr. Hoierman, 
who will represent the Journal 
in Texas, Oklahoma, Louisiana, 
Arkansas and southeastern Kan- 
sas, recently has been with Mc- 


Madison, is the previous agency.| Carty Co. of Texas. 
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GRAND SLAM 
IN RADIO HISTORY! 


October 1, 1957 ‘AeyStone Broadcasting 
System Adds Its 


, - Ss 7 ffiliate! 
NeW YORK _ Keystone 111 WEST WASHINGTON STREET Thousandth Affiliate 
saath sper an : : Hometown and Rural 
LOS ANGELES CEILS a toe CHICAGO 2, ILL. - State 2-8900 America was never so big— 
never so celebrated—never so 
Tee voerce OF HOMETOWH AND RURAL AMERICA completely covered by any 
advertising medium! 

TO ALL KEYSTONE AFFILIATES: Imagine it! For the first time 
in radio broadcasting 
history A GRAND SLAM! 

This is indeed a proud time in the history of Keystone SS erie alitineed code 

Broadcasting System. voodah BE in the senna 
most hexibple networ 

It is a time when we want to make special mention of our warm available to advertising. 

feelings of thanks and appreciation to every one of our The wonderful thing about 

THOUSAND affiliates. the KBS network is that you 

E can buy it as you Ln ppaee Phe: 

We think that nowhere in advertising is there a finer or more seam ae 000 seeninne sm 

encouraging example of complete cooperation between a network reaching all of rich, ready 

and its affiliates. As a matter of fact our network is held a eee 
together -- not by electronic or mechanical means but precisely - ¢ ch ; 

e havea or case 
through cooperation. histories of sign ally 
Thanks too, to every one of our affiliates for their "beyond cueanel ra cxadlesd to our 
the call of duty" efforts to strengthen the effectiveness of network. They involve 
our advertisers' campaigns through tireless and contimous poli sien a ma 
PLUS MERCHANDISING assistance. We sincerely believe that no across the nation. 
other advertising medium can match the quality and consistency we'd! 
of the merchandising assistance provided by our affiliates. e'd love to tell you our 


story! Write for our new 
Station list and 


We look forward to continuing growth and happiness through market information. 
our association with our affiliates. Believe me, It isa 
pleasure to be in business with you. 


# Sincerely, 
r 
ii CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO 
= 111 W. Washington 527 Madison Ave. 3142 Wilshire Bivd. 57 Post St. 
Sta 2-8900 Eldorado 5-3720 DUnkirk 3-2910 SUtter 1-7440 
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Push Vogue for 
Good Citizenship, 
AFA District Urges 


Et Paso, Oct. 1—A resolution 
urging member clubs to “take 
firm and positive action” to help 
create the proper psychological ac- 
tion “to make good citizenship 
fashionable” was adopted here 
Saturday at the final session of the 
annual convention of the Tenth 
District, Advertising Federation of 
America. 

The resolution asking individuals 
and clubs to act followed a talk 
by Sidney R. Bernstein, editor of 
ADVERTISING AGE, urging advertis- 
ing clubs “to join a crusade—a 
crusade to make good citizenship 
popular, to make decency fashion- 
able—and conversely to make 
cheats and chiselers and hoodlums 
and juvenile delinquents less pop- 
ular and less attractive.” 

Pointing to constantly increasing 
crime statistics and growing lack 
of respect for the basic tenets of 
morality, Mr. Bernstein told the 
delegates: 

“I think it is possible for us as 
advertising people to use the skills 
we have learned in advertising to 
make what’s right popular—to 
make decency and integrity fash- 
ionable ... It is a long and arduous 
job, but it can be done and must 
be done. And advertising people 
can do it.” 


® The weekend conference of the 
Tenth District, attracting almost 
300 delegates from member clubs 
in Texas, Oklahoma, Arkansas and 
Louisiana, was by far the largest 
ever held by the district. The pro- 
gram featured a variety of success 
stories and case histories, 

A good product, with intelligent 
marketing and consistent advertis- 
ing, has enabled Falstaff to become 
the third largest selling beer in 
America, Alvin Griesedieck Jr., ad- 
vertising director, Falstaff Brew- 
ing Corp., St. Louis, told the con- 
vention. 

Falstaff will sell more than 4,- 
000,000 barrels of beer in the 25 
states in which it operates, he said, 
attaining about 18% of total sales 
in those states, whereas the two 
leaders (Schlitz and Budweiser) 
sell throughout the country and ac- 
count for only about 7% of total 
sales. 

Total beer sales have been lag- 
ging behind population growth, 


IN NEXT ISSUE: 
SAVE IT, 


x 


Mr. Griesedieck said. Sales this 
year will aggregate about 85.4 mil- 
lion barrels—less than a 1% in- 
crease over 1956, and probably will 
not reach 100 million barrels until 
1965. Currently, total brewing ca- 
pacity is 140 million barrels, he 
said, so that the industry as a whole 
is operating at only about 60% of 
capacity. 


s F. E. Haag, exec vp of Wunda 
Weve Carpet Co., Greenville, S. C., 
told a somewhat similar story of 
success despite a relatively declin- 
ing market. The floor covering in- 
dustry currently is selling less car- 
peting per square yard of existing 
flooring than it was in 1939, he 
said; yet Wunda Weve, which in- 
troduced cotton wall-to-wall car- 
peting in 1946, has increased its 
sales from $190,000 that year to 
over $8,000,000 last year. 

Wunda Weve’s initial advertis- 
ing budget of about $10,000 also 
has grown—to well over $400,000 
currently. Explaining how the 
company used movie stars to cre- 


ate fashion acceptance for its cot- 
tons, Mr. Haag emphasized the 
company’s policy of selling direct 
to a limited number of retailers, 
of developing special promotions 
to fit individual outlets, and of as- 
signing almost half of its advertis- 
ing budget of something over 5% 
of sales to co-op advertising and 
similar activities. 


® Frank G. Wolf, West Coast ad- 
vertising manager of TV Guide, 
spelled out some of the milestones 
along the road to that publication’s 
phenomenal success, and Robert S. 
Larkin, director of chain store 
sales, Philip Morris, related the 
packaging and advertising story of 
Marlboro. 

The $3 per bale advertising 
participation program of SuPima 
Assn. of America, Berino, N. M., 
has resulted in an increase of $15 
milion income for the Southwest, 
Mitchell Landers, exec vp of the 
association, said. “SuPima’s ad- 
vertising program started two 
years ago...Now all the surplus 


cotton has moved out of govern- 
ment warehouses... Exports last 
year were the biggest on record. 
Mills in Europe like our product. 
The domestic mills started using 
our cotton instead of foreign cot- 
tons,” 

At the Saturday session M. G. 
Reade, advertising director of Val- 
ley National Bank, Phoenix, Ariz., 
told how his bank invests $300,000 
in unusual and sprightly adver- 
tising. 


s R. F. G. Copeland, assistant gen- 
eral sales manager for Edsel, de- 
scribed the introductory advertis- 
ing campaign for the Edsel line, 
and William R. Forrest, senior vp, 
Foote, Cone & Belding, Chicago, 
told of the advertising and mar- 
keting approach which has brought 
Dial soap to first position in the 
toilet soap field, 

This year, he reported, there 
have been so many introductions 
of new and revitalized toilet soaps, 
and so much consumer sampling 
—some 75,000,000 home samplings 
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—that the equivalent of about a 
month’s toilet soap purchases has 
been given away, and something 
near chaos reigns in the industry. 

Bob Roth, KONO and KONO- 
TV, San Antonio, was elected gov- 
ernor of the Tenth District, suc- 
ceeding Frank McGowan, Wall St. 
Journal, Dallas. Dale Buckner, 
Buckner & Associates, Lubbock, 
was named Ist lieutenant-gover- 
nor and Denny Heard, Gulf Oil 
Co., Houston, was named 2nd 
lieutenant-governor. Tom McHale 
of Dallas was re-elected secretary- 
treasurer. + 


‘Redbook’ Names Six 


Redbook, New York, has named 
six managers of its new advertising 
divisions. They are Theodore C. 
Standish, appliances and home 
furnishings; Ralf Coykendall, au- 
tomotive and travel; Harold Hutch- 
ins, drugs and toiletries; Bert 
Orde, fashion and fabrics; Ray- 
mond Eyes, grocery products, and 
David O’Dwyer, insurance and in- 
stitutional. 


s , 


eel 


Each week Ponti’s and J. Walter Thompson Company review 
advertising appearingin 44 Pond’s markets abound the world— 
specially adapted and prepared by 18 Thompson overseas offices 


How to double sales— 


Overseas — there is a market opportunity as profitable 


MEXICO CITY 


as the whole U.S.A. for many worthwhile products 


Could “Angel Face,’’ by Pond’s, suc- 
ceed overseas? This new, easier-to-use, 
one-step make-up was a runaway best 
seller when introduced to the U.S.A. 


But, in markets overseas there were 
barriers. Wide variations in climates, 
habits, preferences, complexions. 

Yet—while women may differ fem- 
ininity remains universal. Femininity 
responded to Pond’s Cold Cream in the 
past—made it for 30 years the most 
widely used beauty aid in the world. 
Femininity would respond to Angel Face. 


A basic formula for Angel Face went 
to Pond’s overseas plants. These plants 
successfully adapted the formula to 
local requirements. 


Next — How to advertise Angel Face? 
Would the appeals that swayed U.S. 


women be equally compelling overseas? 
J. Walter Thompson Company sent 
the basic sales story to its overseas 
offices. Angel Face advertising based 
on this strategy now is prepared in 18 
Thompson offices around the world. 

Result? As Cold Cream had done 
years ago by adding markets overseas 
—Angel Face doubled sales. 


J. Walter Thompson Company has had 
fully staffed offices in the major free world 
markets for well over a quarter-century. 

This rich experience and on-the-spot 
knowledge of markets— the broad creative 
and research facilities maintained— mean 
that J. Walter Thompson Company is 
uniquely equipped to analyze your product 
and its opportunities for success in the 
rich, new and developing markets over- 
seas. And to help it succeed. 
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State Development Boards Are Spending 
Over $37 Million tor Advertising 


New York, Oct. 1—State de-| 


velopment boards, vying with each 
other to attract new industry, have 
developed into a multi-million 
dollar source of advertising, pro- 


motion and merchandising dollars. | 
Alaska, Hawaii, Puerto Rico and | 


45 states in the union are now 
actively competing to sell their 
respective areas’ advantages for in- 
dustry, Using all media and chan- 
nels of propaganda, state promo- 
tional agencies will spend an 


drives at their target market—the | 
$41 billion that industry is ex-| 
pected to devote in 1957 to plant 


and equipment spending, plus the | 


increased payrolls which follow. 
Promotional! efforts of the state 

development boards run the gamut 

from media advertising, direct 


and location research, surveys, in- 
dustrial and travel exhibits, pub- 
lic relations and field organizations 
for bird-dogging prospects. 


® Directed at industrialists at 
varying levels, the most popular 


media for these state agency cam- | 
paigns are (1) general business | 


and financial magazines and news- 
papers, (2) business sections and 


‘and (4) business papers in dozens 
of fields. 

The Mississippi Agricultural & 
Industrial Board, organized in 
1944, is among the most active of 
|the highly promotional industry- | 
getting state bureaus. Its current 
“Operation Jet Age” program has 
achieved what are described as) 


economically backward state, Mis- 
sissippi today paces the nation in 
rate of industrial growth. Manu- 
facturing employment advanced 
18.9% in the past decade compared 
with a national average of 12.9%. 

In 1956, Mississippi added an 
average of one new plant a week 
and expanded 35 existing factories, 
creating some 8,000 new jobs, the 
|60-man Agricultural & Industrial 
Board reports. It has built up a 
hefty file of industrial prospects 
across the country, through adver- 
\tising, direct mail and other 


|special industrial supplements of | sources. 
by . ; major dailies, (3) news magazines | 
estimated $37,400,000 this year for 


| s Leads are followed up with per- 


sonal letters, various mailings on 
\the industrial desirability of Mis- 
| sissippi, visits by AIB field repre- 
| sentatives and personal meetings 
with the governor for some of the 


hotter prospects, Dozens of major | 


\U. S. corporations—among them 


Westinghouse, Johns-Manville, In- | 
mail, brochures, booklets and oth- | “spectacular” results in helping to| ternational Paper, Masonite, Bab-| 


er printed materials to internal and industrialize the state’s heavily | jcock & Wilcox—newly located in | 


external house organs, technical | 


| agricultural 


economy. Long an} 


| Mississippi, testify to the effective-_ 


Coleman Anderson 
MISSISSIPPI STREAMROLLER—Governor J. P. Coleman confers with mem- 
bers of Mississippi’s Agricultural & Industrial Board during a 
recent trip to New York to interest industrialists in factories and 


cart town Lo PORT ELIZABETH 


@ Shows the location of J. Walter Thompson Company's 


39 offices around the world 
A Full time representatives in Caracas and Bogoté 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, Los Angeles, Hollywood, Washington, D. C., Miami, Montreal, 
Toronto, Mexico City, San Juan, Buenos Aires, Montevideo, Sfo Paulo, Rio de Janeiro, Santiago (Chile), Lima, 
London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, Cape Town, Bombay, Calcutta, New Delhi, Madras, 
Karachi, Ceylon, Sydney, Melbourne, Tokyo, Manila, Porto Alegre, Nairobi, Durban, Port Elizabeth, Caracas, Bogoté 


branch sites in the state, With 
him are Henry Maddox, AIB ex- 
ecutive director; Dumas Milner, 
southern industrialist and AIB 
executive committee member, 
and Fred A. Anderson, executive 
committee member. 


ness of a well oiled promotional 
program. 

The South has no monopoly on 
industrial promotion, although its 
urge to progress is greater. Chal- 
lenged by the pulling power devel- 
oped by states like Mississippi, 
Louisiana, Arkansas and Tennes- 
see, highly industrialized north- 
ern states, including Illinois, Indi- 
ana, Ohio and Michigan, also have 
joined the promotional bandwagon. 


Pushes New Film in 
Oft-Amusement Page Ads 


Paramount Pictures Corp., New 
York, will conduct a newspaper 
advertising campaign on behalf of 
its new Frank Sinatra film, “The 
Joker Is Wild.” 800-line r.o.p. color 
ads, which will not run on amuse- 
ment pages, will be placed in 70 
Sunday newspapers in 44 cities. 
The ads will appear in each news- 
paper either two Sundays before 
the film opens in that city or, if 
opening day is late in the week, 
the ad will run the Sunday before 
the opening. Buchanan & Co., New 
York, is the agency. 


WHBE 


RADIO & TELEVISION 


COMING! 


Greatly Expanded 
TV Coverage 


From a New 
1000 ft. TOWER. 


REPRESENTED | BY AVERY-KNODEL, Inc, 
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—EURIPIDES 


_as true today as when it was written 2400 years ago 


Among a most impressive listing of our customers you will find 
eight advertising agencies whose respective 1956 billings 


exceeded 20 million dollars. Their preference speaks for itself. 


Hutchings & Melville, Inc. 


Distinguished Photoengraving 


4043 N. Ravenswood Ave., Chicago 13 _EAstgate 7-9220 


ANNAN 


4 color press equipment — Precision color negatives on the Klimsch 


“Every man is like the company he is wont to keep.” 


Advertising Age, October 7, 1957 


New Nielsen Yardstick Sacrifices Needs 
of Radio to Those of TV, Young Complains 


New York, Oct. 1—A. C. Niel- 
sen Co.’s new format for reporting 
local radio listenership has drawn 
a complaint from Adam Young 
Inc., radio-tv station representa- 
tive. 

The new Nielsen report on local 
station audience measurement 
substitutes a smaller unit—vU. S. 
Bureau of the Census metropoli- 
tan area—for the former Nielsen 
Station Index area. 

The research company has im- 
proved its tv measurement, but at 
the expense of radio, Young says. 
Nielsen has shifted its NSI area 
boundaries to conform with the 
reach of local tv stations. The re- 
searcher surveys this area for 
both radio and tv listenership, 
and reports on tv listenership in 
that area. But the regular radio 
report now will shew results only 
in the smaller metropolitan area. 


= The reasoning behind the new 


3rd of a series about the Father of Waters... Divider — Markets 


“At long last... the MISSISSIPPI!” -* ¢@ 


as 


Correct, Mr. De Soto... and its mighty waters slice right 
between St. Paul and Minneapolis! 


Spanish explorer Hermando DeSoto gets full 
historical credit for discovering the Mississippi 
River in 1541. But even Hermando never dreamed 
that the “Father of Waters” would one day divide 
the mighty Twin Cities market almost down the 
middle! 

guide . . 


circulation surface. 


The 
selling 
Cities . . 


TODAY... 


516, 300! 


t's a market of 


But that’s exactly what happened, The 516,300 
people in the St. Paul Market* make it a shopping 
habit to spend their retail dollars (all 603 million 
of *em!) on the home-sweet-home side of Ol’ Man 
River. What's more, these prosperous people make 
one—and ONLY one—newspaper their buying 
. the St. Paul Dispatch-Pioneer Press. 
NO OTHER NEWSPAPER more than ripples the 


lain fact of the matter is, if you're not 
St. Paul you’re just not selling the Twin 
. and to splash your advertising message 
around on the St. Paul side of the Mississippi River 
you need the Dispatch-Pioneer Press! 


516,300 people and 603 million retail . 

dollars add up to a giant market!* And —— a 84.7 

that’s just exactly what you have on the Washington Counties) 73.7 

St. Paul side of the mighty Mississippi! 

But you'll miss it almost completely un- 44.9% 

less your advertising message appears in ST. PAUL DISPATCH. 

the ONE AND ONLY newspaper offer- "ON Ress 

ing you SATURATION COVERAGE of 16.7% 

every inch of this big-income, big- 3.9% City DAILIES 

spending market the St. Paul MORNING _ EVENING SUNDAY 

Dispatch-Pioneeer Press! Source: Families, Sales Manag Dispatch-Pioneer Press—A.B.C.—3/31/57 
Survey of Buying Power—5/10/37 Other T. C. Dailies—A.B.C.—3/31/57 


I 


st. & PAUL 


*Ramsey, Dakota and Washington Counties 
Source: May 10, 1957, Sales Management Survey of Buying Power | 


o P $ Pp ATC iri * REPRESENTATIVES 
. RIDDER-JOHNS, INC. 
Riooer newsrarer © NEW YORK - CHICAGO - DETROIT 
* SAN FRANCISCO . LOS ANGELES 
PIONEER PRESS : ST. PAUL - MINNEAPOLIS 


radio report is that, in changing 
NSI areas to give a better report 
for tv, the area no longer provides 
a true picture of total radio lis- 
tenership, Nielsen explains. 

Young says, however, that the 
NSI area still comes closer to de- 
fining the retail trading market 
of a city than the metropolitan 
area. Information on the trading 
area is necessary for the modern 
time buyer, Young says, since to- 
day’s concept of buying radio in- 
cludes the saturation of the top 
50 to 100 market trading areas. 

“Nielsen no longer provides a 
tool for measuring the effective- 
ness of such saturation in radio,” 
Young says. # 


National Carbon 
Sets Push for New 
Gardening Products 


New York, Oct. 2—wNational 
Carbon Co. will introduce the first 
items in its new line of garden 
and home chemical products at 
the National Hardware Show this 
month (AA, May 13). 

The new products, all in the 
gardening field, will have the Ev- 
eready brand name. They will 
include Rose Dust, Floral Dust, 
Vegetable Dust, Tomato Dust, 6% 
Chlordane ant killer, Fruit Tree 
Spray, Multipurpose Garden 
Spray, 72% Chlordan concentrate, 
Kills All Total Weed Killer, Rose 
Spray and Home & Garden Insect 
Killer. 

Advertising will begin in Janu- 
ary in business publications, with 
four pages in Garden Supply Mer- 
chandiser, Hardware Age and 
Hardware Retailer. Color pages 
will run once in the spring in Bet- 
ter Homes & Gardens and twice in 
Flower Grower and Popular Gar- 
dening. 

National Carbon will add other 
garden items and introduce prod- 
ucts in the home chemical line in 
the future. William Esty Co. also 
will handle this end of the Nation- 
al Carbon account. # 


Seabrook to Distribute 
Some Snow Crop Foods 

Seabrook Farms Co., Bridgeton, 
N.J., has agreed with Minute Maid 
Corp. to process and sell part of 
Minute Maid’s line of Snow Crop 
foods, effective Nov. 1. 

Seabrook will handle Snow Crop 
frozen foods and vegetables in 
most of the country. Minute Maid 
will keep its frozen citrus juices 
and will continue to market the 
full Snow Crop line in 11 western 
states. N. W. Ayer & Son, Phil- 
adelphia, is Seabrook’s agency; Ted 
Bates Co., New York, is the agen- 
cy for the Snow Crop division. 


Rumrill Elects Bush VP 

The Rumrill Co., Rochester, has 
elected Robert H. Bush vp in 
charge of public relations. For- 
merly director of information for 
the American Textbook Publishers 
Institute, Mr. Bush joined Rum- 
rill in March, 1956, as director of 
public relations. 


LNA to Move Offices 

The Lithographers’ National 
Assn., New York, will move its 
headquarters to Washington, D. C. 
The changeover will be completed 
in early December. New York will 
be maintained as an eastern of- 
fice, and Chicago will remain as 
the western office. 
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No half-way measures will suffice in selling the light construction market in 
’57-’58. Your sales message must reach builders who not only build homes 


but who control non-residential light construction and the vast remodeling- 
modernizing business, which today exceeds home building by a substantial 


margin. To do this, smart manufacturers are putting their money into P.B. 
... to reach the largest builder audience, the largest builder buying power, 


at the lowest cost. 
Practical Builder 5 South Wabash Avenue, Chicago 3, Illinois 


Published by Industrial Publications, Inc. Also publishers of the foamed OSF—builder's Dato & 
Specifications File, Building Supply News ond other outstanding building industry publications. 
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DAVENPORT 
NEWSPAPERS 


by Jonn & Kelley, Inc. 


The best, in fact! Editor and Publisher selected 
Davenport Newspapers as tops in their recent 
Color Ad Competition. (Three colors and black 
— Food Subjects — Newspapers with circulation 
under 100,000.) 

Put this crack color press 
team to work selling YOUR 
products — in one of the 
Midwest's top ten markets! 


. €" 


CIRCULATING DAVENPORT, IOWA ht 
ISLAND, MOLINE, & EAST MOLI 


Video Theaters Has 743 
Applications for Pay-TV 

Video Independent Theaters, 
which is introducing the “tele- 
movies” system of pay-tv in Bar- 
tlesville, Okla., has received 743 
applications for service in that 
community. The company has in- 
stalled 472 pay-tv hook-ups in 
Bartlesville. Number needed for 
profitable operation has been es- 
timated at 2,000. 

Henry S. Griffing, president of 
Video Independent, said there will 
be no advertising under his com- 
pany’s pay-tv system and no free 
installations for anyone, including 
newspaper reviewers. Program- 
ming has been made up of motion 
pictures. No live shows have been 
planned by the system, which 
charges subscribers $9.50 monthly. 


Now ‘Power Industry’ 

Industry Power, St. Joseph, 
Mich., a Putman publication, has 
changed its name to Power Indus- 
try. 
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CITY SHOWS HIGHEST PER FAMILY 
SPENDING FOR DRUGS, COSMETICS 


Oklahoma City families spend $48.80 
annually for drugs and medicines, and an 
additional $19.07 for cosmetics—the highest 
amount spent per family in a nationwide 
survey by the Bureau of Labor Statistics. 


Such expenditures have brought Okla- 
homa City up to 36th among the nation’s 
top markets in volume of drug store sales, 
as shown in Consumer Market data (1957) 
of Standard Rate and Data Service. 


THE DAILY OKLAHOMAN” 
OKLAHOMA CITY TIMES 


You can get your share of this growing 
drug market through advertising in the 
Oklahoman and Times — the newspapers 
read by families where the most money is 
spent for cosmetics and medicines, 


Your advertising in the Oklahoman and 
Times, by going beyond the metropolitan 
market, gives you the greatest coverage of 
the state of Oklahoma of any single medium. 


published by 

The Oklahoma Publishing Co. 
represented by 

The Katz Agency 


ROBERT B. LEWIS, manager of the ad- 
vertising and research division of 
Safeway Stores for the past 17 
years, has joined Lynn Baker Inc., 
New York, as vp. He will act in 
an administrative capacity on all 
accounts with particular attention 
to marketing and merchandising. 


Jewel, A&P Boost 
Chicago Ad Budgets 
in Trade Stamp Tiff 


Cuicaco, Oct. 1—The Great At- 
lantic & Pacific Tea Co. and Jewel 
Tea Co. are bracing themselves for 
an onslaught of trading stamps in 
this city, and are meeting the 
threat with beefed-up advertising 
budgets and lucrative contest pro- 
motions. 

National Tea Co. and Kroger Co. 
have announced that they will 
bring in trading stamps early this 
month (AA, Sept. 23). 

To counter this. Jewel will dou- 
ble its advertising budget, and A&P 
will substantially increase its ad 
appropriations. Both chains will 
run contest promotions. 

A&P last week said it will give 
away 1,479 U. S. savings bonds 
with a maturity value of $200,000 
in the next five and one-half 
weeks. Registration for the bonds 
has begun in 287 A&P stores in 
this area. A bond drawing will be 
held every week in each of the 
stores, with at least one winner in 


}each store receiving a $100 bond. 


A&P is promoting the contest in 
newspapers and radio and tele- 
vision commercials. AA learned 
that the big food chain has sub- 
stantially increased its advertising 
budget in this market. Paris & 
Peart, New York, is the agency. 


s Jewel told AA that the food 
chain will double its advertising 
in newspapers, radio and televi- 
sion and will break a $50,000 mer- 
chandise contest this week—the 
first of a series of contests. 

Contest winners will receive 
charge accounts at Carson Pirie 
Scott & Co. The first prize is $1,- 
000, second prize is $500 and there 
are 485 prizes of $100 each. Chris- 
tiansen Advertising and North 
Advertising are the agencies. 


8 Meanwhile, at a meeting of 400 
Jewel officials last week, George 
L. Clements, company president, 
ripped trading stamps as a costly 
promotional scheme that will in- 
crease food prices. 

If all grocery stores in this area 
used trading stamps, Mr. Clements 
charged, food costs would jump 
2%, or equal to $37,000,000 yearly, 
on about $1.8 billion spent for food. 

Mr. Clements asserted that in 
order to make up the difference 
of the trading stamps costs, Jewel 
would have to either increase 
sales 23%, penalize earnings or 
raise prices. = 


» Secramente, California 
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No wonder Everywoman’s readers buy more! 


irs. S 


MEDIAN INCOME 
$9,99/ 


And this puts Everywoman’s homes 25% above 


the national average !* 


They have more to spend on food, on health and beauty aids, 


: on household products, on the things you advertise. 


No wonder several of the nation’s largest manufacturers 
are concentrating more of their advertising and selling through 
the chains that distribute Everywoman’s. 


Doesn’t this suggest something to you? 


*The U. S. Census Bureau has just reported that median income 
for the U. S. in 1956 was $4,783. Everywoman’s new reader survey 


shows that median income in Everywoman’s homes is 


$5,957 or 25% higher. 


We now have a profile on Everywoman— her marital status, 
income, shopping habits, and other things of interest to us and our 
advertisers. For your personal copy, call or write: 


Everywoman’s 


MAGAZINE 


NEW YORK ...16 East 40th Street, New York 16, N. Y., MU 9-4757 


CHICAGO...35 E. Wacker Drive, Chicago, Ill., RA6-O802 


SAN FRANCISCO...Whaley-Simpson Company, 55 New 
Montgomery Street, San Francisco, Calif., SUtter1-4583 


LOS ANGELES... Whaley-Simpson Company, 6608 Seima 
Avenue, Los Angeles, Calif., HOliywood 3-7157 


GETS RESULTS IN THE FASTEST-GROWING CHAINS 


(116 chains whose dollar volume has grown from 2%2 billion to 5.3 billion in 6 years!) 
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new magazine... 


Write for informative, new four-color brochure on Together. 


Published by « THE METHODIST PUBLISHING HOUSE 
sit a 740 RUSH STREET » CHICAGO 11, ILL. 


Toronto, Oct. 1—Canadian ad- 
vertising expenditures will reach 
$1.4 billion by 1965, a Canadian 
business newspaper publisher pre- 
dicted. 

That will represent 2.5% of the 
nation’s gross national product at 
the time, compared with the esti- 
mated 1.8% which advertising rep- 
resents this year, said James A. 
|Daly, president of Hugh C. Mac- 
Lean Publications, Toronto. 

Mr. Daly foresees a $600,000,000 
| slice of the $1.4 billion in 1965 go- 
|ing to periodicals, including news- 
| papers; $200,000,000 will be spent 
in direct mail, he believes. 

This year, he estimated, Canadi- 
an periodicals will earn $242,000,- 
000, direct mail $78,000,000. 

The outlook is also good for Ca- 
nadian business papers, said Mr. 
Daly, speaking at an annual com- 
pany conference. 


BIG and STRONG 


NCS No. 2 CIRCULATION 


DAYTIME HOMES NIGHTTIME HOMES 
WEEKLY DAILY WEEKLY DAILY y | 
WHO.-TV 181,490 121,620 211,500 166,460 
Station B 175,650 123,430 204,280 163,920 f 
Station C 176,340 104,930 218,690 148,320 


NCS No. 2 proves that more Central Iowa 
families tune to WHO-TV every day, than to any 
other Iowa television station, 


NCS No. 2 covered 54 counties, with Des Moines’ \ 
home county of Polk accounting for only 24.3% 
of the total television homes! 


Because it is backed by 33 years of broadcasting 
integrity, public service and believability, 
WHO-TV—like WHO Radio—assures adver- 
tisers of BIG audiences . . . BIG results. 


WHO.-TV is part of 
Central Broadcasting Company, 
which also owns and operates 

WHO Radio, Des Moines 

WOC.TV, Davenport 


WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
5X WHO-TV 
= WHO-TV 
WHO-TV 


WHO-TV /, 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
\ \N\{WHO-TV 
\ \WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
— WHO-TV 


WHO-TYV 


Channel 13 - Des Moines 


Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc. 
National Representatives 


Affiliate 
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Daly Predicts Canada’s Ad Investment to 
Increase 40%—to $1.4 Billion—by 1965 


“Net revenues for business pa- 
pers in 1965 should be $70,000,000 
—5% of the total ad revenue,” he 
said. Figures were based on Royal 
Commission estimates of future 
gross national product. 

Mr. Daly said MacLean should 
have an ad revenue this year of 
about $2,100,000, compared with 
$1,000,000 in 1954. The organiza- 
tion will spend $135,000 in adver- 
|tising next year to promote its 
|business publications in the U. S. 
}and Canada, 


s Another speaker at the confer- 


the U. S. Society of Business Mag- 
azine Editors and editor of Hard- 
ware Age, described the qualities 
needed by a present day business 
newspaper editor. 

20 years ago, he said, the senior 
editor needed only a beard, a loud 
voice, strong opinions and an in- 
exhaustible capacity for whisky. 

Now, said Mr. Phair, the busi- 
ness paper editor is expected to be 
a public speaker, an administrator, 
a man who knows his trade, an ex- 
pert on motivational research and 
a man who can get along with 
salesmen and printers. + 


DeJur Plans Push 
for New Line of 
Import Typewriters 


Lonc IstANp City, Oct. 1—De- 
Jur-Amsco Corp. will introduce a 
complete line of typewriters into 
the U. S. this fall. Manufactured 
in West Germany by Triumph 
Werke, one of Europe’s leading 
office machine manufacturers, the 
line will be marketed under the 
“DeJur-Triumph” trademark. 

While large-space newspaper 
advertising will be used during the 
remainder of 1957 to move the 
line, Ernest W. Gross, DeJur’s gen- 
eral sales manager, said the De- 
Jur-Triumph machines will be 
promoted next year with consum- 
er magazine advertising in books 
including Business Week, Fortune, 
Life, Nation’s Business, The Satur- 
day Evening Post and Time. 

The line, which initially will be 
distributed through some 400 deal- 
ers, will be available in four col- 
ors, priced similarly to top Amer- 
ican manufactured lines. Mr. Gross 
said the portable will retail for 
about $130, the standard for about 
$225 and the electric for about 
$425. 


# DeJur, well known as a photo- 
graphic equipment manufacturer, 
will feature the typewriters along 
with its dictating machine, the 
Stenorette. The copy theme will 
promote a “typewriter wired for 
sound,” available in both the 
standard office and the electric 
machine. A Stenorette dictating 
machine will be plugged into the 
“wired for sound” typewriter. Op- 
eration of the dictating system is 
made part of the regular typing 
operation. 

Friend-Reiss, New York, has 
been named the agency for the 
typewriter line. # 
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In Milwaukee, 
MORE consumer units have the money 
for good living 


Here are the 25 largest U. S. counties and the percentage 
of consumer spending units in each income group over $4,000 
—from Sales Management Survey of Buying Power, 1957. 


$4,000 AND OVER $4,000 to $6,999 $7,000 to $9,999 $10,000 and OVER 


County County County County 


Nassau, N. Y....... ABOVE MILWAUKEE, WIS. 42.1% Nassau, N. Y....... 17.6% Nassau, N. Y....... 16.6% 
Wayne, Detroit.... 64.6% : : Wayne, Detroit... 15.2% Essex, Newark... 10.2% 
Wayne, Detroit... 41.4% 


Erie, Buffolo....... 39.9%. | soent seams: Damm pen creme) ae 
Cuyahoga, Ohio.. 62.0% | Cuyahoga, Ohio.. 38.8% Cuyahoga, Ohio.. 14.2% Cuyahoga, Ohio.. 9.0% 


Cook, Chicago...... 61.8% | Cook, Chicago...... 37.2% New York Ciy...... 8.2% 


Essex, Newark...... 59.7% | Hennepin, Minn... 37.2% | Essex, Newark... 13.6% Wayne, Detroit... 8.0% 


Erie, Buffalo........ 57.7% | King, Seattle........ 37.2% | Alameda, Calif... 12.9% ae haga ome 
Alameda, Calif..... 56.6% | Nassau, N. Y....... 36.8% | Allegheny, Pa....... 12.4% ee one ig? 
Hennepin, Minn... 56.3% Allegheny, Pa..... 36.7% King, Seattle........ 12.4% 


King, Seattle:....... 56.3% | Alameda, Calif..... 36.3% | Los Angeles, Calif. 12.1% Dist. of Columbia 7.7% 


Allegheny, Pa... 55.5% Essex, Newark... 35.9% | New York City...... 12.0% Alameda, Callif.. 7 .A%o 
Middlesex, Mass... 55.1% Middlesex, Mass. 35.8% San Francisco...... 11.9% Hennepin, Minn. 7.3% 


New York City...... 54.3% | Los Angeles, Calif. 35.2% | Hennepin, Minn... 11.8% San Francisco... 7.2% 
Los Angeles, Calif. 54.3% Harris, Houston... 35.1% Erie, Buffalo........ 11.7% Harris, Houston... 7.2% 
Harris, Houston... 53.8% St. Louis, Mo....... 34.6% Harris, Houston.... 11.5% Los Angeles, Calif. 7.0% 
Dallas, Tex........... 52.3% Baltimore, Md..... 34.3% Middlesex, Mass... 11.5% King, Seattle........ 6.7% 
San Francisco...... 52.3% Hamilton, Ohio... 34.1% | Dallas, Tex........... 11.2% Dade, Miami....... 6.6% 
St. Louis, Mo....... 52.0% New York City...... 34.1% Dist. of Columbia 11.1% St. Louis, Mo....... 6.5% 
Baltimore, Md....... 51.7% Philadelphia, Pa... 33.8% Baltimore, Md....... 11.0% Allegheny, Pa....... 6.4% 
Hamilton, Ohio.... 50.4% Dallas, Tex........... 33.2% St. Louis, Mo......... 10.9% Baltimore, Md....... 6.4% 


Philadelphia, Pa... 50.0% San Francisco...... 33.2% Philadelphia, Pa... 10.5% Hamilton, Ohio... 6.3% 
Dist. of Columbia 49.6% San Diego, Calif. 32.7% Hamilton, Ohio... 10.0% Erie, Buffalo........ 6.1% 
San Diego, Calif. 47.0% Suffolk, Boston.... 32.3% San Diego, Calif. 9.3% Philadelphia, Pa... 5.7% 
Suffolk, Boston.... 46.2% Dist. of Columbia 30.8% Suffolk, Boston... 9.1% San Diego, Calif. 5.0% 
Dade, Miami........ 44.5% Dade, Miami........ 29.2% Dade, Miami........ 8.7% Suffolk, Boston. 4.8% 


Advertising returns are above par in this better-income market—and 
advertising costs are below par. Here one newspaper reaches 9 out of 
10 families in a metropolitan area of more than a million consumers. 


THE MILWAUKEE JOURNAL 


National Representatives, O'Mara & Ormsbee, Inc. 
NEW YORK CHICAGO DETROIT LOS ANGELES SAN FRANCISCO 
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Smith & Dorian ety and merchandising. 


Relies on Fees, 
100% Rebate Plan 


New York, Oct. 1—An advertis- 
ing agency which (1) by-passes 


the 15% commission system, (2) | “client contact” work. The public | 


is interested specifically in clients 
with moderate budgets ($250,000 
and under) (3) and accepts only 
those clients who wish both pub- 
lic relations and advertising, has | 
opened its doors. 

Smith & Dorian, located at 50 
E. 52nd St., has a staff of ten, 
headed by two young admen—Ron | 
T. Smith and Marc Dorian—and 
already reports a client list of 11.) 
The agency, now billing at the| 
rate of $500,000, hopes to double | 
this figure by spring, according to 
Mr. Smith. 

A client who wants only adver- 
tising or only pr will need mighty 
strong reasons before Smith & Do- 
rian will take the account, insists 
Ron Smith. With public relations 
go all the accoutrements, such as 


*K don't confuse Lemarge 
Mass Mail with a hit-or- 
miss barrage of unkeyed, 
untested letters. Mass Mail 
is a new approach to ad.- 
vertising, promotion and 
marketing. 


The most unusual feature about 
Smith & Dorian is that all clients 
| pay an hourly fee for advertising 
and a fixed monthly fee for public 
|relations, charged against commis- 
|sions. Advertising fees vary by 
client, beginning at $10 an hour for 


with all commissions it receives, 
charges its fees off against them 
and reports that most clients usu- 
ally have a surplus remaining in 
the “commission account.” 


® If considerable commissions re- 
main at the end of the year, the 
agency will be “inclined” to give 


he comments. 


s Messrs. Smith and Dorian met 
at a cocktail party and their talk 
gravitated to the advertising busi- 
ness. Mr. Smith, a product of Ida- 
ho, and Mr. Dorian, a native of 
Belgium, found they had similar 
thoughts about the need for an in- 


| 


relations charges are a minimum | rebates, says Mr. Smith, depending | tegrated advertising agency, prof- 


of $500 monthly, with most clients 


reportedly paying between $500 


and $1,000. 


on the legal aspects involved. 
“It rarely, if ever, costs a client 
more than it has cost him to carry 


|itably geared to moderate-budget 


clients. 
“We got to thinking what the 
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ice,” says Ron, “When we realized 
what they needed, and what they 
would buy, it was obvious that the 
commission system wouldn’t work 
any more. Sometimes, to be honest 
about it, they want and need less 
staff time than commissions would 
indicate. Sometimes, more.” 


® Smith & Dorian’s largest client 
bills $100,000, according to Mr. 
| Smith, and is expected to move up 
|to around $160,000 shortly; the 


The agency credits its clients|out a program in another agency,” |clients needed in the way of serv-|smallest bills $18,000, including 


usership... 


what happens after 


The power, the excitement, the force 
that enables a magazine to move readers 
to action is wrapped up in this one 


It requires new methods, 
new machinery and men 
with a mastery of this new 
approach to advertising 
and marketing. Lemarge 
has them. 


A unique combination of 
plant, personnel and expe- 
rience enables Lemarge to 
merchandise or test market 
just about any consumer 
product or service by mail 

faster, more efficiently, 
more economically, 


We're writing the book on 
Mass Mail. from research 
to reward. We can magnify 
your profits with direct 
sales. lead procurement or 
institutional promotion. To 
learn how we do it. just 
clip vour business card be- 
low and mail it to us. We'll 
furnish some eve-opening 
facts — no obligation. 


LEMARGE 


Mailing Service Company 
417 SOUTH JEFFERSON STREET 
CHICAGO 7, ILLINOIS 


CLIP YOUR BUSINESS CARD HERE 
AND MAIL IT TO LEMARGE FOR 
COMPLETE INFORMATION 


a 


word. STEEL has this power, because 
STEEL attracts readership of the men 
who are leading metalworking’s prog- 
ress. They depend on STEEL. They 
use STEEL. They read. Then they act. 


Example: Brainstorming, introduced 
to metalworking in a STEEL article, 
is now used by forward thinking com- 
panies throughout the industry. 


When STEEL arrives in a plant, there’s 
action. That is why more advertisers 
to metalworking are placing more ad- 
vertising in STEEL than in any 
other magazine. 


usership is the strength of C3) 


na 
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$6,000 in public relations. 


s The complete client roster in- 
cludes Harley Mfg. Corp. (Rotiss- 
O-Mat barbecue machines); Lat- 
robe Steel Co.; Buensod-Stacey 
Inc. (air conditioning systems); 
Brand Products Inc. (high-fideli- 
ty speaker-amplifier system) ; Air- 
d-Lux Corp. (room coolers); Bulk- 
ley, Dunton Processes Inc. (water 
clarification equipment); William 
Schneider Inc, (jewelry); Shell 
Electronic Mfg. Corp.; Merit Crea- 


tion Inc. (housewares); Miles Re- 
producer Corp. (recorders), and 
Yardney Electric Corp. (Silvercel 
batteries). 

At the new agency, Mr. Smith, 
30, will be client service director 
in charge of copy, pr and external 
operations; Mr. Dorian, 32, the 
creative director, oversees the 
agency’s internal operations. + 


AMA Releases Report 
The American Marketing Assn., 
27 E. Monroe St., Chicago, has re- 


leased its first “Annual Report to 
Company Members,” which cov- 
ers the year ending June 30. In 
the report, AMA summarizes its 
developments during the year and 
lists projects now under way. 
Though its final audited state- 
ments for the fiscal year are not 
yet available, AMA lists esti- 
mated revenues for the year of 
$141,400, compared to actual rev- 
enues for the preceding year of 
$99,100. Expenses for the year are 
estimated to be $131,700, com- 


pared to actual expenses for the 
preceding year of $98,100. Indi- 
vidual memberships as of June 30 
stood at 6,400, a net gain of 8% 
over the same date a year earlier. 


Song Ad Gets Nippon Group 
Song Ad Productions, Holly- 
wood, and Cinema Guild Produc- 
tions, Tokyo, Japan, have signed 
an agreement making Song Ad the 
U.S. representative for all Cinema 
Guild productions imported into 
this country. The Japanese com- 


65 


pany specializes in stop-motion 


puppets. 


Mott] Resigns Towne Pride 

Mott] & Siteman Advertising 
Agency, Beverly Hills, has re- 
signed the account of Towne Pride 
Foods, Los Angeles, effective Oct. 
31, due to a conflict of products 
with Kern Foods, Los Angeles, an- 


lother account of the agency. No 


agency has been announced by 


Towne Pride. 


P&G Canada Names Clark 

A. P. Clark has been appointed 
general sales manager of Procter 
& Gamble Co. of Canada Ltd. Mr. 
Clark succeeds W. W. Brown, who 
has been named director of sales 
for the company in Venezuela. 


Tunney Named Director 

Gene Tunney, former heavy- 
weight champion, has been elected 
a director of the Toronto Globe & 
Mail. Mr. Tunney also is a direc- 
tor of Eversharp Inc. and Brown 
Co. 


Same 
blanket... 
new 

label 


Same power-packed station lineup, 
same blanket western coverage. 

Only the label is changed. From now on, 
the Columbia Pacific Radio Network 

is going to be called the 

CBS Radio Pacific Network. That way, 


you know at a glance who we 
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REPRESENTED BY CBS RADIO SPOT SALES 
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‘Unhappy Millionaires’? 
Not So, Station Rep Says 

To the Editor: We hope that, in 
view of Mr. Culligan’s expressions 
(AA, Sept. 16) and in view of the 
representatives who were called 
“cry-babies,” you will give the 
representatives some representa- 
tion. 

It is always a pleasure to be of 
service. 

Roy V. Smith, 

Roy V. Smith Associates, Ra- 

dio & Television Representa- 

tives, New York. 

. 

Mr. Matthew J. Culligan 
NBC Radio Network 
30 Rockefeller Plaza 
New York, N.Y. 


|millionaires, or unhappy, regard- 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


|in ADVERTISING AGE on network ra- 


dio in which you state, “The cry- 
baby attitude of station represen- | 
tatives (advertising’s unhappiest 
millionaires) has made a tempest 
in a teapot.” 

I would like to point out several 
things to you. To begin with, very 
few station representatives are 


less of how NBC network would 
like to make us out. 

We would like to point out that | 
the NBC radio network was one 
of the first ones to throw in the 
sponge as to network programs 
and to sell minute, 10-second, and 
6-second spot announcements and 
infringe on what was formerly spot 
business, after spot representatives | 
had spent many dollars and many 


|value of radio, “cry-babies,” 


vertising. 

The CBS network has never in- 
fringed on spot business in any 
way, selling as a minimum 5-min- 
ute programs. With all due respect 
to your network and the reputa- 
tion of NBC in radio business, I do 
think it is poor taste to call sta- 
tion representatives, who have 
fought for and maintained the 
par-| 
ticularly when NBC was the first 
to throw in the sponge and sell 
minutes and shorter announce- 
ments on the entire network for | 
less than $1,000—obviously selling | 
spot advertisers this time. 

I personally feel that you owe all | 
the representatives in the business | 
an apology; and I am sure that, 
if you will investigate, you will 


Dear Matt: We note with great|man-hours selling advertisers on/find very few are millionaires. 
interest your question and answers | the benefits of radio and spot ad- | Most of us are hard workers and 


National 


advertisers 


join the 
parade 


in the switch to the 


CITIZEN 
in LIMA, OHIO 


The “best buy” 


All Limaland rose up overnight to wel- 
come this progressive daily. Within 
one week we were FIRST in circula- 
. FIRST in local display ad- 
. FIRST in classified 


advertising, and our lead is growing. 


tion. . 
vertising . 


News travels fast in this land. National 
advertisers were quick to join our 
bandwagon, too. Here are some of the 


agencies which have already 


advertising with us. 


lf YOUR clients have things to sell 
choose THE LIMA 
CITIZEN, It’s far out in front these 
FIRST IN THE HEART OF 


Ohio, 


in Lima, 


days 


LIMALAND. 


is quickly recognized 
in America. Like “The Lima Citizen.” 


BURKE DOWLING ADAMS 


N. W. AYER & SON 


TED BATES 

BATTEN, BARTON, DURSTINE & 
BONSIB, INC. 

BOONE & CUMMINGS 

BROOKE, SMITH, FRENCH & DO! 
D. P. BROTHERS 

LEO BURNETT 

BYER & BOWMAN 
CAMPBELL-EWALD COMPANY 
CAMPBELL-MITHUN, INC. 


CENTRAL ADVERTISING AGENCY 


COMPTON ADVERTISING, INC. 

CUNNINGHAM & WALSH 

DOHERTY, CLIFFORD, STEERS & 
SHENFIELD, INC. 

W. B. DONER 


placed 


FOOTE, CONE & BELDING 


ALBERT FRANK-GUENTHER LAW, 


FULLER, SMITH & ROSS 
GILMAN ADVERTISING 
GRANT ADVERTISING 

GUENTHER BRADFORD 
GEORGE H. HARTMAN 


ADVERTISING COMPANY OF AMERICA 
APPLEGATE ADVERTISING AGENCY 


BACON, HARTMAN & VOLLBRECHT 


DOYLE, DANE, BERNBACH, INC. 


Advertising agencies which have already 
placed advertising in the LIMA CITIZEN: 


HOUCK & CO., INC. 

H. W. KASTOR & SONS 
KENYON & ECKHARDT 

R. W. KNOPF & COMPANY 
KNOX REEVES 

KUDNER AGENCY, INC. 
LENNEN & NEWELL 

S$. A. LEVYNE COMPANY 
McCANN-ERICKSON 
MacMANUS, JOHN & ADAMS 
McDANIEL, FISHER & SPELMAN 
THE MILLER AGENCY 

JOHN F. MURRAY 

NEEDHAM, LOUIS & BRORBY 
NORMAN, CRAIG & KUMMEL, INC. 
OGILVY, BENSON & MATHER, INC. 
OLIAN & BRONNER, INC. 
OTTO & ABBS 

RICHARD F. PECK 

ROBERTSON POTTER COMPANY 
ROSS ROY, INC. 

RUTHRAUFF & RYAN 

ALLEN C. SMITH 
TATHAM-LAIRD 

J. WALTER THOMPSON 
WARWICK & LEGLER 

WITTER ADVERTISING 

YOUNG & RUBICAM, INC. 
ZIMMER, KELLER & CALVERT 


OSBORN 


RRANCE 


INC. 


First 15-day average CPA audit: 
24,028 daily — 24,572 Sunday and still growing. 


The Lima Citizen Publishing Co., Lima, Ohio 


Represented by Shannon & Associates, Inc.,cricoge, New York, Clevelond, Detroit, Atlente, Sen Froncisce, Hollywood 


ing advertisers the advantages of 


quotations in the trade press in the 
future. 


Roy V. Smith 
— — 


7 
‘Clarifies Seeds’ Part in 


spend all our time and energy sell- | 


radio and television advertising. | 
We hope that we will not see such | 
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by writing to Neil DuBois at Foote, 
Cone & Belding in New York. 
Irvin Dunston, 
Benton & Bowles, New York. 
« 


To the Editor: This [Eyeprints] 
is a good stunt, but it isn’t new. 
It was pulled by Time back in the 
1930s, as I recall it. 


Mead Johnson Account At the time my father and I 
| To the Editor: Our sincere con- | represented the book in the South, 
gratulations and appreciation for |@d we had a picnic showing the 
the fine article published in your | "¢’ “proof of readership” around. 
Sept. 9 issue regarding the change | Geo. M. Kohn Jr., 
in our agency organization effec-| General Manager, Grier’s Al. 
tive Oct. 1, when we become, mManac, Atlanta. 
known as Keyes, Madden & Jones. | ° . . 

The reaction we have had to this | | Cites an Effective Sample 


article proves again the tremen-| of Cooperative Tie-In 
|dous effect ADVERTISING AGE has| To the Editor: Knowing of your 


jong pote ot eee ne Sreee” | inherent and that of your readers 
= 8 in effective cooperative advertis- 


| through the number of phone calls, 
| letters, and telegrams that have HAWTHORN MELLODY 
s 


|been received by Madden, Jones 
|}and me, as well as other of our as- 
| sociates. 

We feel that the subject was 
very well covered in practically 
every detail. We know that even 
the fine print was carefully read 
by many. 

However, there was a point in 
the verbal transmission of the story | 
to your reporters which we would | 
like to clarify regarding the work | 
we do for our client, Mead John- 
son & Co. of Evansville, Ind. The 
Nutritional and Pharmaceutical Di- 
vision of Mead Johnson does not 
advertise directly to consumers. | 
The materials we handle for this 
client involve consumer services 
communications channeled through 
physicians, hospitals, product pack- 
ages, etc. 

Again, may I express our appre- 
ciation for an excellent article. 

Freeman Keyes, 

President and Chairman of 

the Board, Russel M. Seeds 

Co., Chicago. 

e . + 


Readers Recall ‘Time's’ 
Fingerprint Study 

To the Editor: The story titled 
“Next Step: Eyeprints” on Page 3 
of the Sept. 16 issue contained a 
factual error. It said that “some- 
thing new’s been added to maga- 
zine research—fingerprints,” and 
referred to results reported in a 
study of American Druggist. This 
just ain’t so. 

Neil DuBois, then its research 
director, had a fingerprint study 
made of Time in 1934 to determine | 
numbers of readers per page. The | 
results were summarized in a) 
pamphlet titled “200,000 Finger- 
prints.” A man named Faurot, who 
was instrumental in introducing | 
the fingerprint method to U.S. po-| 
lice work, did the technical chores. 

So the method isn’t new; it’s at ing, I thought these two ads from 
least 23 years old. Maybe older. the same section of the Chicago 

This should scarcely come as a | Tribune would be interesting to 
surprise because the vast majority you. 
of things that are labeled “new”| There has been so much money 
in advertising and related fields| thrown away in the guise of co- 
aren’t new at all. It’s just that the| operative advertising that it is 
history of the trade is not so well|certainly a welcome relief to see 
recorded. an aggressive food chain like Na- 

You can verify this information | tional Food Stores use its co-op- 


Oh so lovely... 


Sable, mink or sales’ And when it 

comes to Retail Sales, the One-Million-Plus 
readers of this newspaper ring up more 
Retail Sales than the cities of Miami, Florida, 
and Louisville, Kentucky combined! 

And, to reach these Million-Plus readers, 

you MUST use the... 


Los Angeles EVENING 


HERALD-EXPRESS 


Represented Nationally by 
MOLONEY, REGAN ond SCHMITT, INC. 
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erative advertising money to tie 
in on a grand scale with the ad- 
vertisement of its supplier. 

W. E. Rehmann, 
Hawthorn-Mellody Farms 
Dairy, Chicago. 

. 
Says Spot Is Answer 
to TV Flexibility 

To the Editor: The Eye & Ear 
Man may be right in ADVERTISING 
Ace’s Aug. 26 article, “Network 
TV Needs Flexibility.” But tele- 
vision flexibility for which he 
pleads is already available in its 
truest form—national spot televi- 
sion. 

Selective station placement of 
television IDs, announcements, and 
programs, costs the advertiser less 
and generally delivers audiences 
at a lower cost per thousand the 
spot television way. As an exam- 
ple, it is not necessary for an ad- 
vertiser to have a 2% million dol- 
lar time and talent budget for 
alternate-week sponsorship of a 
half-hour program on spot. In fact, 
the total cost for an excellent first 
run half-hour film program and 
time costs on a top station in mar- 
kets covering 83% of U.S. televi- 
sion homes costs $1,400,000 per 
year for alternate-week sponsor- 
ship. 

In practice, hundreds of nation- 
al advertisers successfully use tel- 
evision announcements and pro- 
grams on a market-by-market 
basis. For example, last fall the 
Annie Oakley show was placed on 
spot in 138 television markets by 
Carnation Co. A special national 
Nielsen survey showed a total au- 
dience rating of 30.2 with a cost 
per thousand per commercial min- 
ute under $2. How many network 
programs ever achieve such ef- 
ficiency? 

Look at what Philip Morris ac- 
complished using television spot 
announcements and IDs on 112 sta- 
tions each week. They reached 
homes at a cost per thousand of 
only $1.14. 

Television stations price their 
time on an hour-by-hour basis 
rather than using the network 
formula of an “A” category at 
night and a “B” category during 
the day. You refer to 7:30 to 8 p.m. 
as being marginal time. In the 
eastern time zone it is generally 
true that sets-in-use from 7:30 to 
8 p.m. are not as high as later in 
the evening. Even the network- 
owned stations have lower spot 
rates during this time, already 
offering the realistic pricing flexi- 
bility the Eye & Ear Man seeks. 

Network spot carriers, as he 
points out, have been tried and 
have, with rare exception, flopped 
commercially. “Today,” “Home” 
and “Tonight” on the NBC net- 
work offered network announce- 
ments to advertisers at costs well 
in excess of the spot announcement 
rates charged by each station affil- 
iated with the network. The 
“Home” show, for example, cost 
$8,340 per minute participation on 
the 61-station network. A daytime 
minute announcement on each of 
the same 61 stations bought indi- 
vidually cost on $4,520. “Home” is 
no more. “Today” and “Tonight” 
are sparsely populated with spon- 
sors. Daytime and nighttime an- 
nouncement users number in the 
hundreds. 

To sum up: The advertiser or 
agency seeking the right amount of 
television weight in the right mar- 
kets—for the right length of time 
logically must look to spot televi- 
sion—a flexible answer for adver- 
tisers of any size. 

Saul Rosenzweig, 
Sales Development, The Katz 
Agency, New York. 

. e * 


One Ingredient Missing 

To the Editor: Regarding your 
house ad, Page 103 of ADVERTISING 
Ace Sept. 16 issue. 

Did someone lose the fifth or is 
it hidden in the chandelier to make 
us look for it? 


At any rate, the very presence 
of this letter should prove your 
point. 

In closing let me say that AA is 
my preferred trade magazine for 
one very particular reason. 

David J. Richardson, 

Atlanta Manager, Weekly 

Newspaper Representatives 

Inc., Atlanta. 


To the Editor: We can hardly 
wait for you to tell what the fifth 
essential ingredient is that makes 
AA the leader. Could it be a good 
printer? We know you have one 
of the best in Poole Brothers Inc., 
but what I can’t 13 is how their 
excellent proofreaders let this get 
by. Could be you planted this gim- 
mick in your ad to see how many 
people would read it carefully 
enough to note the miscount? 

John Evans, 

John Evans Advertising, Chi- 

cago. 


The ad was technically accurate. 
The fourth of five points was be- 


ing discussed. For Mr. Evans and 
others who could hardly wait for 
the fifth point, we repeat (see 
house ad in AA Sept. 23) that it is 
GUTS. 

> + 7 


55—Count Them 

To the Editor: On Page 97 of 
your Sept. 9 issue, James Woolf 
recommends sparing that adjec- 
tive. 

But on Page 100, Clyde Bedell 
employs no less than 55 lusty, 
meaty, delectable, smoking, bright, 
barren, pink, fragrant, sharp, sub- 
stantial, busty adjectives in his 
seven-paragraph article. 

This cover-to-cover reader won- 
ders if Mr. Woolf and Mr. Bedell 
ever meet in the hall. 

Phil Lansdale, 

Edward S. Kellogg Co., Los 

Angeles. 


AA feature writers are not re- 
quired to meet in the hall or to 
agree with each other, or even to 
recognize each other at cocktail 
parties. 


WHO ARE THE MEN 
WHO BUILD 
AMERICA? 


(They are in America’s biggest industry 
and read a publication in which more 
advertising dollars are invested than 
in any other technical-business 
publication in any field!) 


Pittsburgh s NEWEST Look! 


in the nations 


EIGHTH MARKET 


with effective buying income of 
$8,731,815,000 


REPRESENTED NATIONALLY 


WIIG 
CHANNEL 11 


Now On the Air 


316,000 watts ERP 


serving 


BLAIR TV 


BY 


BASIC AFFILIATE 
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MICHIGAN 


Furniture Capital 
of the World 


Cuba Names McCann PR Unit 


* * Communications Counselors Inc., 
4 McCann-Erickson’s public rela- 
Herald Advertising Pays Off — M:ConnErickson’s | public | rela, 
7 by the Cuban national planning 
for Us board “to disseminate information 
: in the U.S. with respect to the 
... says Bob Smith, economy; the industrial and agri- 
Robert Smith Mercury, Inc. — —— Cube; the fa- 
cilities and attractions 0 e coun- 
“Over the years we've tried a variety of advertising media, but ex- |try and its cultural background.” 
perience has proved that a good-sized ad in The Herald's big Sunday |The board is an organization en- 
Sports Section gives us more results for our money than any other | gaged in general planning for the 
single medium economic future of Cuba. 


"Herald ads pull customers into our showrooms from not only Grand | Lowden Moves to EWRR 
Rapids but many surrounding communities as well. And that's why we John L. Lowden, who has been 
always concentrate our local promotions in this newspaper.” with Campbell-Ewald Co. for the 
past five years, has joined Erwin, 
Wasey, Ruthrauff & Ryan, New 
e hie ®ra ri] Th Cal rrald os York, as account executive on 
nN pl a ‘ | Rootes Motors. For the past two 
oy a3 |years Mr. Lowden has been in 
Member of Federated Publications ; Campbell-Ewald’s Washington, 


D.C., office, where he has been 
eanrdaindaanate an 1ONALLY BV office manager and Chevrolet ac- 
‘ “WALKER COMPANY count representative in the eastern 

region. 


Only Boston 
exceeds Worcester 


intensive coverage by 
the Telegram-Gazette 


160,531 Daily* — 106,655 Sunday? 
1957 Sales Story —10 Year Growth 


POPUlation.......ccccsenn | ee Up 17% 
Retail Sales.............. $636,221 ,000.....ccsncsees Up 57% 
E.B.I $987,269, 000 een Up 80% 


*Sales Management Survey of Buying Power May 1957 
tMarch 31, 1957 A.B.C. Publisher’s Statement 


WORCESTER, MASSACHUSETTS 
Howard M. Booth, Publisher 
MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 


ig ag 
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New Mexico High 
Court Invalidates 
Fair Trade Law 


ALBUQUERQUE, Oct. 2—New 
Mexico this week became the 13th 
state to declare fair trade enforce- 
ment clauses unconstitutional. 

The decision means that mer- 
chants now may sell most trade- 
marked items at any price they 
choose, according to Attorney Gen- 
eral Fred M. Stanley, Tobacco and 
liquor are excepted, because the 
state has separate fair trade stat- 
utes covering these, but it is ex- 
pected that these statutes will 
again be tested in the courts short- 
ly. 

In a unanimous opinion, the 
state supreme court eliminated 
that section of the law which binds 
people who are not parties to 
contracts through a “non-signer 
clause.” The opinion, reversing an 
earlier district court decision, 
states that Section 2 of the 1937 
law “is unconstitutional and void 
as an arbitrary and unreasonable 
exercise of the police power, with- 
out any substantial relation to the 
public health, safety or welfare in- 
sofar as it concerns persons who 
are not parties provided for in 
Section 2.” 


® The decision came in two con- 
solidated cases, both involving the 
Skaggs Drug Center, of Albuquer- 
que. Plaintiffs were General Elec- 
tric and Miles Laboratories, both 
of which had obtained injunctions 
prohibiting the store from selling 
below fair trade price levels. 

Judge David W. Carmody, who 
wrote the decision, commented 
that fair trade laws, once estab- 
lished in 45 states, have been up- 
held by top courts in 16 states and 
struck down in 12, with New Mex- 
ico raising the count to 13. + 


Rolls-Royce May 
Hit High U.S. 
Sales of 100 in ‘57 


New York, Oct. 1—ADVERTIS- 
ING AGE erred last week in re- 
porting that “Rolls-Royce sold a 
grand total of 43 cars here last 
year.” 

Actually, a second check re- 
veals Rolls-Royce sales in the 
U. S. were 77 last year. 

As reported correctly last week, 
the company claims it has al- 
ready “sold more cars this year 
than in all of 1956.” 

1957 may be the year in which 
Rolls-Royce cracks the 100 mark 
for the first time. # 


‘Reporter’ Moves to CBS 

The “Richfield Reporter,” West 
Coast radio newscast sponsored by 
Richfield Oil Corp., Los Angeles, 
for the past 26 years, will move 
from NBC’s western network to 
the CBS Radio Pacific Network 
Jan. 1, The newscast, aired from 
10:00 to 10:15 p.m. Sundays 
through Fridays, will be heard on 
29 CBS stations in California, Ore- 
gon, Washington, Idaho, Nevada 


and Arizona. Hixson & Jorgensen, 
| Los Angeles, is the agency. 


_Don Lee’s Barron Resigns 

Bill Barron, director of public 
| relations of Don Lee Broadcasting 
|System’s radio and television op- 
eration in Hollywood, has resigned. 
He had been with Don Lee since 
| 1949 following sale of KXGI, Fort 
Madison, Ia., which he owned. Mr. 
Barron has no plans for an im- 
mediate new affiliation. 


Sacramento, California é 
... the highest rated 
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NOW AVAILABLE 


The Dell 
20th Survey 
Of Beauty 


presenting complete market data by brands 
for 81 types of cosmetic products 


Long recognized as one of the most valuable of all sales-planning aids in the toiletries field, 
the Beauty Surveys conducted by Dell Modern Group magazines are a virtual necessity to the 
manufacturer or agency with beauty products to sell. The 1957 edition, which is 

just off the press, has been eagerly awaited by the beauty industry. 


This newest in the series shows: 


Share of the market for each brand since 1940 

Per cent use for each product over a 17-year period 

Buying patterns for each product by income 

Buying patterns for each product by city size 

Buying patterns for each product by place of purchase 
Buying patterns for each type of product by age of purchaser 
Price data by type of product 


The 20th Survey of Beauty provides an accurate picture of the cosmetics purchasing habits of 
Dell Modern Group readers . .. young women, mainly between the ages of 18 and 35... a market 
which accounts for the most important share of the total sales of beauty products. Listed on 

this page are the products reported in the 20th Survey of Beauty. We will be glad to send you 
complete data on the classifications in which you are interested. 


Check the products you are interested in, mail in this page, and we will send you full information 


~a them. Or write for the complete survey to Harold Clark, Vice President and Advertising Director. 


* * * 


Young women are your best customers for beauty products because they buy more . . . and they 

buy longer! Your best bet for selling young women is Dell Modern Group. I ts three 

magazines deliver an audience of above-average-income young women to whom beauty and glamour 
are among the most important interests in life. Sell them your beauty products now in 

Dell Modern Group, and they'll stay sold for years to come! 


Dell Publishing Co., Inc., 261 Fifth Avenue, New York 16, N. Y. 
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Eyelash Curlers 


‘a i Pencil (All 


_ Non- Mechanical a 
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SKIN CARE 
Face Cream (All T 
All Cream 


Dry . i S ; ° 
- Foundation or ienibing tive 
sons Face Cleanser 


Hair Rinse & Tint (All tyes) 
Non-Coloring Rinse 
Permanent Hair Coloring — 


. Temporary Color Rinse — 


Home Permanent Wave Kits 


Hair Spray & Fixative 
Shampoo (All Types) 
Cream Shampoo 


_ Regular Tooth Paste - 


Tooth Powder (All T 
Ammoniated Tooth all 
Regular Tooth Powder 


BODY HYGIENE © 
Bath Salts 
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Supermarket News 


AVERAGE TOTAL PAID CIRCULATION 49,499 
... highest in the industry* | 


ABC Publisher's Statement June 30, 1957 


ANSWER—This two-color 


mee 
eee 


spread 
tis Lighting teasers on four consecutive pages in earlier issues. The 
teaser forms the left-hand portion of the spread. 


ask any 
Oklahoman 


... about the very real and very important role 
WKY-.-TV plays in his life. Take news, for instance. 
Oklahomans rely on WKY-TV’s fast, accurate, 
state-wide reporting—as shown by the marked 


rating superiority of WKY-TV news programs. 

WKY.-TV has earned a degree of loyalty almost 
unbelievable to anyone who has not been to Okla- 
homa. This is reflected in a remarkable coverage 


and share-of-audience story that will convince you 
WKY.-TV is your best buy. Ask your Katz man! 


WKY-TV 


OKLAHOMA CITY 


THE WKY TELEVISION SYSTEM, INC. 
WKY OKLAHOMA CITY 
WTVT TAMPA - ST. PETERSBURG 


WSFA-TV MONTGOMERY 
Represented by the Katz Agency 


Advertising Age, October 7, 1957 


Curtis Lighting Uses 2-Color Teasers on 
4 Consecutive Pages in Business Papers 


| Cunricaco, Oct. 2—Four identical, 


two-color island half pages—lo- 
cated in the same position on four 
consecutive right-hand pages— 
were used in an unusual teaser ap- 
proach in Curtis Lighting Inc.’s 
new L.B.Q. campaign in trade pub- 
lications. 

The blue-dominated teaser ads 
featured a large stylized eye. Copy 
read, “Look up! ...something new 
is coming...LBQ.” (L.B.Q. 
stands for low-brightness quality 
and is the descriptive term for a 
louver fin in Curtis’ new alumi- 
num troffer, a lighting fixture for 
jindustrial and commercial use, 
|Curtis says.) 


@ The teaser ads, which ran in 
September issues, were followed 
by a two-color spread in October 
issues of the same _ publications. 
The eye motif was embodied in the 
spread. 

Media used were Architectural 
Record, Electrical Construction & 
Maintenance, Illuminating Engi- 
neering and Progressive Architec- 
ture. Curtis will also use Catholic 
Building & Maintenance, Chain 
Store Age, Electrical South and 
Nation’s Schools in its campaign. 

Charles O. Puffer Co., Chicago, 
is the agency; it took over the 
account about July 1 from Leon- 
hardt-Howland Advertising, also 
| Chicago. 


School Paper Changes Name 

Effective with its current issue, 
|School Equipment News, pub- 
\lished by American School Pub- 
‘lishing Co., New York, has 
|changed its name to Educational 
Business. The change in name, the 
publisher says, “reflects growth in 
the editorial scope and character 
of the magazine. It has broadened 
in content and in circulation, as 
the educational market has 
grown, and is now a general busi- 
ness magazine for the operational 
side of public and private schools 
and colleges.” 


Monitor Service Expands 

Broadcast Advertisers Reports 
is expanding its monitored cover- 
age of spot television advertisers 
to include Denver, Houston, Seat- 
tle and Portland. With the ad- 
dition, the company’s roster of 
regularly monitored tv markets 
reaches 21. 


Abner >» 
does 
it! 


See page 112 
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WHO NEEDS AN IDEA? 


When certain advertising problems raise their heads, minds spark other minds. Other people who belong to 
it’s a good idea to get fresh ideas from many people. As the group are at their creative best when they work all 
more minds are added, ideas multiply. by themselves. 

Traditionally at Y & R, these problems are met by Whichever way people choose to work, what counts— 
groups. Some people in a given group like to work to- of course—is not the size of the group of minds—but the 
gether. They find that creativeness is catching, that size of the minds in the group. 


YOUNG & RUBICAM, INC. 


Advertising - New York: Chicago* Detroit: San Francisco: Los Angeles « Hollywood * Montreal: Toronto: Mexico City: San Juan+ London 
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Radio Giveaways 
in Canada Are 
Banned by CBC 


(Continued from Page 3) 
like a bombshell in the studios of 


IN ALL AMERICA 


in daily retail advertising 


First Five in Daily Retail Advertising 
Ist 6 mos, 1957, from Media Records, Inc. 


i this city’s two stations—CKOY 
omy ler gig Meee en Cy aan pet oa and CFRA—both of which feature 
sto stan Taha lal align A = Tillie ae Niele ' ' popular giveaways. 
PTE ee ee 9,686,097 Officials of both stations said 
New Orleans a 9,388,606 gh dae gg yl we Bonee a 
Chicago Tribune ........ . 8,802,812 


schedules pending formal receipt 
and study of the board’s views. 


s Tom Foley, station manager at 
CFRA, said only a direct order 
would take its popular “Casino” 


The Times-Picamune 


feature off the air. “There are 

encuuns,, NEW ORLEANS STATES i. 'vsinite i 

ow Rey nite — ‘Casino’ off the air—a CBC regu- 
u ae 


lation forcing it off and the lack 
of public interest,” he said. 
There is certainly no evidence 


REPRESENTED BY JANN & KELLEY INC. 


A. B. C. Publisher's Statement ist qtr. 1957 


Kalamazoo Cify zone 
now 104,732 r 


(A.B.C. CITY ZONE POPULATION) 


oe 
dics 
My 
* 


and the 
Kalamazoo Gazette 
provides 


94.3% 


family coverage 


2nd ranking “High Spot” city in Michigan 


Kalamazoo is the second ranking 
HIGH SPOT CITY in Michigan 
(Sales Management, August 2, 1957) 
in the 1957 vs. 1948 City Retail Sales 
Index; third in the 1957 vs. 1956 
Index. 


Your advertising works effectively 
and economically in this booming, 
prosperous and rewarding market 
when you concentrate it in the 
Kalamazoo Gazette—Kalamazoo 
County’s only daily newspaper. 


KALAMAZOO GAZETTE R.O.P. COLOR DAILY 


Be 


BOOTH 


TWE BAY CITY TIMES «= THE ANN ARBOR WEWS 
THE SAGINAW WEWS JACKSON CITIZEN PATRIOT 


THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
KALAMAZOG GAZETTE THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: AH Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 .N. Michigon Ave., Chicago 11, 
Superior 7-4680; Brice McQuillin, 785 Market St, San Froncimgas, Sutter | “p401s ¥ William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972 


Advertising Age, October 7, 1957 
of the latter. The last winner on 
the popular show netted a cool 
$8,000, and such large prizes are 
usuaily possible only through a 
large following. 

Manager Jack Daley of CKOY, 
whose station airs “Pick the Hits,” 
said he was ready to go along 
with the CBC decision. “If the 
board wishes us to change the 
program, we will comply,” he said. 

But many Ottawans now are 
wondering whether CFRA’s atti- 
tude of almost challenging the 
board to issue a direct order in 
the face of Mr. Dunton’s obvious 
reluctance to do just that, might 
not spell some sort of rhubarb in 
the radio field here. 


® The CBC board of governors 
feels that radio giveaways should 
be outlawed unless participants 
are in the station’s studio. Nor 
are contestants to be required to 
furnish evidence—box tops or 
cash register receipts—of any 
purchase in order to participate 
in the program. 

Mr. Foley made it clear that 
such a substitute would be far 
too expensive for a private sta- 


tion to operate. He said the lo- 
cally produced program had been 
operating for more than six years 
| «with no difficulty whatever” and 
‘had been retained by public de- 
mand. 

Mr. Dunton, whose edict carries 
|for all stations in Canada, said 
|CBC had expressed its concern 
jover the prize-giving schemes 
three years ago. There was a de- 
cline in the number of prize- 
|giving programs at that time, but 
‘recently they have been increas- 
| ing, he noted. 
| He said: “The concern of the 
|board is whether such schemes 
| constitute good use of broadcast- 
ing channels. It does not consider 
‘that it is in the interest of good 
‘broadcasting, or in the public in- 
|terest in the long run that some 
type of contests or schemes are 
| transmitted when they are framed 
for the purpose of attracting lis- 
_teners solely by offering chances 
of winning prizes or when broad- 
casting is used to promote the 
sales of goods chiefly by offering 
| chances at prizes.” 


s Mr. Dunton said the CBC had 
consulted with a committee of the 
Canadian Assn. of Radio & Tele- 
|vision Broadcasters and had come 
to the conclusion such contests 
{should be banned unless partici- 
|pants are in the studio. 

He concluded that the board 
would study any contest trans- 
mitted over the air. He said he 
hoped the warning would avoid 
“setting forth a formal regula- 
tion.” + 


FTC Accepts Consent from 
Otarion to Stop Listener Claims 
The Federal Trade Commission 
has accepted a consent settlement 
requiring Otarion Inc., Dobbs 
Ferry, N. Y., to stop representing 
that its listener hearing aid is 
invisible, requires nothing in the 
ear, and appears to be only a pair 
of eyeglasses. The order specifies’ 


ithat when the phrases “no ear 
jbutton,” “no cord,” or “100% 
cordless” are used, it must be 


stated with equal prominence that 
a visible plastic tube runs from 
ithe eyeglass frame to the ear. 


McCall's’ Shifts Wright 

| Harry C. Wright Jr., formerly 
|western field supervisor of Mc- 
|\Call’s promotion department, has 


‘moved to the magazine’s San 


| Francisco sales staff. 
i 


Sacramento, California Fs 


.. the highest rated 4 


station in | me Weert 
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MEET BILL VANNAH... 


HEN McGRAW-HILL’S now highly successful magazine 
‘Weenies ENGINEERING was being born only a few years ago, 
the field it was designed to serve—control systems engineering—was 
so new that few technically-qualified men were available as editors. 

Bill Vannah at that time was a control systems engineer. He had 
earned his B.S. and M.S. in mechanical engineering at M.1.T. He had 
received practical experience in the application of military-industrial 
control systems at the M.I.T. Servo Lab and The Foxboro Company. 


Bill perceived the tremendous opportunity for service that could 
be rendered by CONTROL ENGINEERING and joined the magazine as 
an associate editor while it was still in the pilot issue stage. Today he 
is a consulting editor to the McGraw-Hill Book Company, Secretary- 
Treasurer for the North American Control Council, a member of the 
ASME and ISA . . . and Editor of CONTROL ENGINEERING. 


What does a Control Systems Engineer do? In 


Bill’s words: “Control systems engineers do the ‘undone’, They 


A visit to Pratt & Whitney Aircraft’s Wilgoos Lab is a typical stop 
for Bill Vannah (center), Here, he goes over a Plottomat system worked on the development of the original system, and is now 


that gathers and records data on a test facility. Fred Jestaedt (/eft) designing innovations to give higher performance to the system. 


THE EDITOR WHO 


Py 


Ee 2 


- 


& ae 


& 
oe 


is responsible for operating this equipment. Chuck Winick (right) 


translate ideas into complete and working control systems that pro- 
vide measurably improved performance. They do this through the 
design, application and test of instrumentation, computers and auto- 
matic control systems. They design and apply the harnesses for 
nuclear, chemical, petroleum, aircraft, missile and machinery 
processes. To do it all, today’s control systems engineer must have a 


working knowledge of hydraulics, electronics, pneumatics, mechan- 
ies, electrics, and optics.” 


McGraw-Hill editors help you reach your key cus- 
tomers. Bill, like other McGraw-Hill editors, knows how to com- 
municate in the language of his readers. All editors of McGraw-Hill 
magazines write with the authority of firsthand experience . . . are 
constantly up-to-date on the latest trends in their fields. This is 
why key men in business and industry pay to read McGraw-Hill 
magazines, and why it pays you to concentrate your advertising 
messages in their pages. 


MeGraw-Hill Publieations 


McGraw-Hill Publishing Company, Inc., 330 West 42nd Street, New York 36, New York 
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AFA Forms Committee for 


He reads 
Ad Age at home 


... for two 
reasons 


says George E. Henderson 
Advertising Manager 
Landers Frary & Clark 
New Britain, Conn. 


If you are as busy wrestling with problems 
as most advertising men (and we’re sure you 
are), the following letter from Mr. Hender- 
son ought to be of interest: 


Age gives me, in concise form, everything 
that is new in the advertising profession. It 
covers all that is strictly news, all that is 
new in marketing and research trends, 
merchandising and copy ideas, as well as 


“T have Advertising Age sent to my home thoughtful editorial comment.” 


Advertising Age, October 7, 1957 


Personnel Problems se Network TV 
A committee to study the prob- Aug. 1-7, 1957 
lem of shortages in trained adver- 
tising talent has been formed by vor Saws 
the Advertising Federation of | Rank Program Rating 
America, New York, headed by| 1 Gunsmoke (L&M cigarets, Remington Rand, CBS) o....c..cccccccccccssesesesesseseovenes 30.1 
Thomas D’Arcy Brophy, recently| 2 Playhouse 90 (Several sponsors, CBS) .............c:ssve:ssesssesssvessneessvennnennessneesneess 23.2 
retired chairman of Kenyon &| 3 PD MR WIN, CID ssc sasccnssocetenscccsoveovescuemeenensqocsevesicanesansentus 22.2 
Eckhardt. Vice-chairman is Jo-| 4 What's My Line (Helene Curtis, Remington Rand, CBS) ...ccccccccccccseceereeeenenee 22.1 
seph F. Hobbins, advertising| 5 Alfred Hitchcock Presents (Bristol-Myers, CBS) .....ccccccssssscssssesesesessrseevereenee 22.0 
manager, Anaconda Co. Other| 6 Pp a I cc cstacasatensisbebeosoinaiensions 21.8 
members are S. R. Bernstein, edi-| 7 Twenty-One (Pharmaceuticals, NBC) o..........cccccccccccccscoeecococeseseseeeesesveveceeeneneers 21.7 
AVI 8 es tor, ADVERTISING AGE; Ben R. Don~| 8 $64,000 Question (Revlon, CBS) ........cccccccvco ssvssusssssssssveassvssseeesnvnseennavenenee 216 
aldson, Ford Motor Co.; Frederic| 9 a i asctnsndnnnselnasbsinpsesliphacocesiseanis 21.3 
’ : . R. Gamble, president, American | 10 Julius LaRosa (Several SA a enero 19.8 
. . » « advertises consistently in Assn. of Advertising Agencies;| 11 I've Got a Secret (R. J. Reynolds, an Se are AAS SNe a ee 19.5 
House & Garden to reach the more- Shields Johnson, general MaMag-| 12 Lawrence Welk (Dodge, ABC) ooo... cccccccccccsssvesssuerssssvesssvessnsvvesvessssvennvesnnvvenes 18.5 
than-half million HOME COUNTRY er, Roanoke, Va., mg 13 GE Theater (General Electric, CBS) ..........c:s:cccsssssessnesssssnseeesnuvecssnecenneesseneees 18.0 
Howard Henderson, vp, J. Walter] 13 Godfrey's Talent Scouts (Lipton, Tomi, CBS) oo....:ccccccccccccsscssscseeceereveceneevoneves 18.0 
tastemakers who regard H&G as Thompson Co.; Horace H. Nahm,|13 Richard Diamond (General Toeds a ea 18.0 
THE DECIDING FACTOR in the buying president, Hooven Letter Service, 
of quality products. and Dr. Royal Ray, Florida State MULTI-WEEKLY TOP TEN 
University. 1 Mickey Mouse Club (Several sponsors, ABC) oo.........00ccccccccssssssseseveeseeesvevens 10.8 
Labeling it “one of the most im-| 2 Queen for a Day (Several sponsors, NBC) 86 
portant committee assignments in| 3 Guiding Light (Procter & Gamble, CBS) .............cccccccscccccsescssvsvsvsvsnsnenenvsnnvves 7.9 
OLUSE & d wl years,” AFA says the group will] 4 Search for Tomorrow (Procter & Gamble, CBS) o...........cccccccccscccssesesevesnverns 78 
- also undertake to map out a cam-| 5 Re EE el a 76 
A CONDE NAST PUBLICATION, 420 LEXINGTON AVE., N.Y. 17, N.Y. paign for attracting talented; 6 Art Linkletter’s House Party (Several sponsors, CBS) ......0.....000..ccccceccceseees 73 
youth to advertising. 7 Love of Life (American Home, CBS) ..........cccccccc0cc0eos ash 7.1 
8 ee a sscbeseabuneivatastesusnssilasuessuenesumese 68 
8 Valiant Lady (Wesson, CBS) .......cccccccccccccccesccssceseeseroee 68 
10 Re I NN ss, catenin ceendlibesers so soochoboaeveneee 6.7 


Sitterley Management Is 
Reorganized Following Sale 

A new management lineup has 
been announced for J. E. Sitterley 
& Sons, publisher of Guia and 
World’s Business, following its 
sale to Jobson Publishing Corp., 
publisher of Liquor Store (AA, 
Sept. 30). Arthur W. D. Harris, 
who negotiated the sale, has been 
named editor of the two export 
magazines and secretary and a di- 
rector of the company. Mr. Harris 
has been a business and publish- 
ing consultant for the past six 
years. He was formerly with 
Conover-Mast Publications. 
Harvey Conover, president of 
Conover-Mast, has joined the Sit- 
terley company as a member of 
the board of directors. Mr. Con- 
over’s brother-in-law, C. Frank 
Jobson, becomes president and a 
director. Gene Sitterley, who is 
continuing as publisher of the two 
magazines, has been elevated to 
chairman of the board. John Prof- 
it, who was with Sitterley, has 
been elected a vp, and Frank Har- 
ing, who was with Jobson, has 
been elected a director. 


Airex Names Ellington 

Airex Corp., division of Lionel 
Corp. of New York, has appointed 
Ellington & Co., New York, as 
agency for Airex fishing tackle. 
Getschal Co. is the previous agen- 
cy. 


Horan Joins Endorsements 

Frederick G. Horan, formerly 
with Sun Oil Co., has joined En- 
dorsements Inc., New York, as an 
account executive. 


( Feeate 
Sages of 
than any other 
as aaa 
in Texas! 
Channel 4 Dallas | 


ASK A BRANIAM MAN 


for two reasons, and both of them are time. 
Like so many other men in my position, I 
barely find time to cope with the day’s vo- 
luminous problems, much less time for 
periodical reading. 


A host of advertising and marketing men 
conserve their time by reading concise Ad | 
Age at home. Why don’t you give the idea a 

trial? The cost is so infinitesimal. For a mere 
$3 you may have 52 idea-packed weekly 
issues, which breaks down to less than 6¢ a 
copy! You take no risk: you may have your 
money back at any time if you’re not satisfied. 
Mail the coupon below. 


“The other reason accounts for my putting 
Advertising Age on top of my ‘must’ read- 
ing list, since it conserves the small Amount 
of so-called free time I have at home. Ad 


w | 
Advertising Age, | 
200 East Illinois Street, Chicago 11, Illinois 


Mail 


Here is my order for a year’s (52 issues) service of Advertising | 
Age. Anytime I am not satisfied, my money will be refunded. 


| 
| 
| 
| 
th -4 | My Name tl al al Title 
IS Company ales a 

coupon | Nature of business -_ ——— - 
pe Re Be ls R 
(1) Home or 

NOW | ( Business Address wae in - a | 

| City. Z. State a 
1 2 $3 enclosed (0 Bill firm [) Bill me 


# 
a 


. . . famous brandnames . 


and gravure positives that can be made. 


¢ A Royal Procession 


of nationally advertised trademarks 


. . marches 


through our plant year after year. We 
are proud to contribute to their advertis- 


ing dominance the finest photoengravings 
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LIVING 


FOR YOUNG HOMEMAKERS 


/ Because only families with the 


need, interest and ability 
to buy, read (EMAR Ec 


‘ FOR YOUNG HOMEMAKERS 


; | The Time Of Purchase Magazine 


. Only young families at the Time Of Purchase, that short interval 
" when infrequently purchased home goods are sold, 
read LIVING. In fact, they use LIVING because they’re at the 
(n Time Of Purchase . . . they are changing their place of 
ta residence, building or buying a home. LIVING is the only home 
magazine directed to young families, telling them what to buy, 
where to buy and how much to pay. No distracting fiction, 
cartoons, world events features . . . LIVING’s business 

is YOUR business, cover to cover, month after month. Invest 
your FIRST advertising money in your FIRST market 

... families at the Time Of Purchase who read 

and use LIVING For Young Homemakers! 
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LIVING 


FOR YOUNG HOMEMAKERS 
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Time Of Purchase Magazine 


575 Madison Avenue * New York 22, New York 


A STREET AND SMITH PUBLICATION 
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] © Street & Smith Publications, inc. —1957 
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| (Continued from Page 2) 
jon Du Pont’s efforts this fall, C. K. 
Johnson, advertising manager for 


ad budgets for both of its anti- 
freezes, handled by Batten, Barton, 
Durstine & Osborn. 


tion in two Du Pont spectaculars, 
“Show of the Month” (NBC-TV); 
8,000 outdoor boards, and a heavy 
radio campaign, with 35 spots 
weekly for six weeks over 300 sta- 
tions for Zerone and 200 stations 
for Zerex. 


® Olin-Mathieson’s Pyro, made by 
a fourth big marketer, will concen- 
trate on spot radio and television. 


North Carolina’s 


INTERURBIA 


Producing More Food Sales Than Any 
Metropolitan Market In The Two Carolinas 


7 < ‘ : ° 
_ MOUNT agg | REIDSVILLE | | : 
04 oF + — + HILLSBORO | 
BURLINGTON DURHAM ; 


Pe BE. 


THOMASVILLE 


PPLEXINGIGN @ ASHEBORO / 
SALISBURY, | _ nes 
SH -——-—L.—siXroro a 


—_ .—__,- 
KANNAPOLIS 


CARTHAGE, Ci Jf 


r f e ' 
LBEMARLE hase \ 
\ 


dominated by wfmy-tv - channel 2 


More people buy more grocery items in North Carolina’s Interurbia than 
in any other metropolitan market in the two Carolinas. Get full coverage 
of this great market plus the entire Industrial Piedmont with WFMY-TV 
where total food sales exceed $457,466,350. 


GREENSBORO-HIGH POINT- 
WINSTON-SALEM 


(3 Stations) 
Grecnsaaee High Point—Guilferd County— Map 
Lacation F-3 
Winston -Salem— Forsyth County—Map Locat 
mee SKS consumer market map and dats, 
ning of the State 


wimy-tv © 


GREENSBORO, : 
Represented by & _— 
Harrington, Righter & Parsons, Inc. 


New York « Chicago * San Francisco + Atlanta « Boston 


Advertising Age, October 7, 1957 


Hot Ad Contest Looms 
in Anti-Freeze Season 


A six-week spot program will be 
used on NBC’s “Monitor,” with 24 


| spots each week as part of weather 
Zerone and Zerex, said the com-|announcements; 200 radio stations 
|pany has “substantially” increased | will carry 10 to 20 spots weekly 


during the peak of the cold season 
and NBC-TV’s “Today” will be 


used on a participation basis. 

The schedule includes 400 news- | Newspapers will be used on a test 
papers, with ads ranging in size | basis in a few areas. VanSant, Dug- 
from 800 to 2,400 lines; participa-|dale is the agency. 


# Major oil companies, meanwhile, 
plan te promote their private label 
anti-freezes only through tie-in ad- 
vertising. Only the Texas Co. 
among major oil companies makes 
its own anti-freeze, through Jeff- 
erson Chemical Co., which Tex- 
aco owns jointly with American 
Cyanamid. 

While the market for anti-freeze 
continues to expand—1956-57 win- 
ter sales were about $300,000,000— 
only about one-third of the entire 
market is controlled by private 
label brands of oil company mar- 
keters. The rest of the volume is 
spread among the major chemical 
manufacturers, 

(Some oil marketers—Sinclair, 
Atlantic, Ohio, for example—do 
not even market private label 
anti-freezes. ) 

The big oil companies seem to 
look on anti-freeze dollar volume 
as “peanuts in their total business.” 
Robert Gray, Esso Standard ad- 
vertising manager, said not much 
money is put behind anti-freeze, 
since most people buy their anti- 
freeze where they buy their gaso- 
line, and there’s not much need, 
any more, for an educational cam- 
paign. 

“People know enough now to put 
anti-freeze in their cars or get a 
busted radiator,” he said. 

A few short years ago it was the 
temporary (methanol) variety of 
anti-freeze which dominated the 
market. But figures for 1956, re- 
leased by the Chemical Specialty 
Manufacturers Assn., showed that 
of 107,000,000 gals. sold last year, 
84,000,000 gals, or 79%, were ethyl- 
ene glycol (permanent) type prod- 
ucts and 23,000,000 gals. or 21%, 
were temporary types. 

Prestone and Zerone (methanol) 
and Zerex (glycol) reportedly 
account for two-thirds of the en- 
tire national brand sale, with 
Prestone slightly ahead of the 
Du Pont twin entry. 


s Standard Oil Co. (Indiana) will 
use radio and tv—abandoning 
newspapers and outdoor this year 
—to promote its guaranteed radi- 
ator protection with Atlas Perma- 
Guard. The campaign began Sept. 
15 in some northern markets and 
will run through Dec, 1. D’Arcy 
Advertising is the agency. 

Martin: Oil Service, a midwest 
chain, is among the independents 
offering permanent anti-freeze at 
low prices on a cash-and-carry 
basis. Martin sells its permanent 
for $1.79 a gallon now, will go to 
$3.25 when the cold weather sets 
in. + 


‘Mart’ Names Peck Rep 

William S. Peck has been ap- 
pointed a midwestern sales repre- 
sentative for Mart, Chicago. Mr. 
Peck, who will represent the pub- 
lication in Chicago, Michigan, 
Iowa, Missouri and Kansas, for- 
merly was a representative for The 
American Weekly. 
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Retail sales, for one thing. UP $244-million last year to a booming $1,376,960,000. 


That’s an amazing 21.5% increase over 55 — over 7 times the national gain. Re- 


tail sales per family are the HIGHEST among ALL major markets . . . UP $893 


per family in 1956 to a record-breaking $5837. 


And last year’s all-time peak is being dwarfed this year! 
What’s up in Miami? EVER : HI NG s 


NOTHING UNDER THE 
SUN covers Greater Miami 
and the Florida Gold Coast like 


Reaches 91% of Greater 
Miami newspaper homes. Ex- 
clusive home-penetration 7 to 1. 


NEW! 1957 STUDY “TOP TEN BRANDS" 


For your free copy write The Miami 
Herald, or ask the man from 


STORY, BROOKS & FINLEY 
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MONTREAL eoeis a must” 


on your Canadian schedules 


. and to cover the English speaking portion of 
this dynamic two-language market, The Montreal 
Star is a “must” paper. The Star delivers more cir- 
culation than Montreal’s other two English daily 
papers combined. 


® Write for market data. 


The Montreal Star 


Represented nationally by O'Mara and Ormsbee Inc. 


‘Borrowing’ May 
Slim ‘58 Ad Budgets, 
Magazine Says 


New York, Oct. 2—‘“Shrink- 
ing lines of credit seem to be 
|shrinking advertising budgets. 
| There has been an increasing ten- 
dency in recent months for some 
managements, feeling the double 
bite of inflation and tight credit, 
to ‘borrow’ needed working capi- 
tal from existing advertising funds. 

“This is causing some concern, 
and considerable speculation, in 
ad circles,” Management Methods 
says in its current news letter, 
“about whether or not 1958 ad 
budgets will be as large as some 
experts have been estimating. Con- 
sensus is that although initial ap- 
propriations may well top ’57 
budgets there are almost certain 


Advertising Age, October 7, 1957 


to be major curtailments later. a 

= “Behind this reasoning,” the aaa LUN & WAGNALLS 

management magazine says, “is| STANDARD ENCYCLOPEDIA 
WORTH 4.00 


the fact that many large adver- Now On Sale at... 
tisers, caught in the inflationary 
squeeze between higher gross 
sales and lower net profits, have 
already indicated they will be tak- | 
ing a much more cautious ap-| 
proach to advertising investment | 
next year. | 

“This apprehension stems from 
top management levels, not ad- 
vertising,” the report says. “Cut- 
backs or no, with inflationary 
pressures weighing as heavily on 
customers as on advertisers, it is 
generally conceded that a differ- 
ent kind of selling will develop in 
the months directly ahead. The 
seller is urgently in need of con- 
verting goods into cash. 


s “Almost universal opinion of . i ‘ 
BARGAIN—Chicago is the 16th city 


How Fred Harvey Gets 
Two-Color Printing at 


One-Color Cost 


to be hit with this A&P offer of 
the Funk & Wagnalls encyclopedia 
on a book-a-week plan. Each store 
handles its own promotion of the 
set which is published by Stand- 
‘ard Reference Works Publishing 
Co. A dictionary offer follows. 


advertising managements,” the re- 
port says, “is that 1958 advertising 
dollars, whether there are less or 
more of them, will be expected to 
work harder for sales results. The 
problem is to make each dollar 
work with maximum efficiency 
and greater effectiveness to get 
sales now. 

“This,” the report says, “fore- 
casts a good, hard look at adver- 
tising schedules. It may mean a 
general narrowing of the range of 
advertising—concentration on the 
relatively few customers that can 
produce substantial, and quick, 
profitable sales. The idea is to 
spend money in areas where the 
advertiser may logically expect to 
find the greatest concentration of 
customers today, rather than pros- 
pects for tomorrow.” + 


Old Joe Changes Name 
to Peyton; Names Kemper 

Old Joe Distillery Co. has 
changed its name to Joseph Pey- 
ton Distilling Co. and has appoint- 
ed Don Kemper Co., Chicago, to 
handle its advertising. Executive 
offices of the company are in Cin- 
cinnati; distilling operations are in 
Lawrenceburg, Ky. The company, 
a regional distiller which formerly 
marketed Old Underoof and Old 
Joe whisky and other brands, in a 
program to expand to national dis- 
tribution has relabeled its brands 
under the name Peyton’s Premium 
bonded, straight and _ blended 
whiskies. 

A three-phase, market-by-mar- 
ket campaign is being planned to 
coincide with the Christmas sell- 


Reproduced in reduced size above (the actual size is 6% x 65%) is ing season. Teaser ads, followed 
the front page of an 8-page brochure presented by Fred Harvey to by announcement ads and cli- 


Grand Canyon National Park visitors. 


maxed by “heavy and continuous 
advertising,” will be used in news- 


When the printing of this piece was ordered it would have been |Papers and outdoor posters in each 


only natural to specify black ink on white paper, as indicated in the 


|market. Lauesen & Salomon, Chi- 
cago, formerly handled Old Un- 


reproduction at left. However, someone used imagination and deroof; Carl Camenish Advertis- 
specified brown ink on India Laid Beckett Text. an — formerly handled 
oe. 


The added cost was trivial, since colored inks cost only a little 
more than black ink and colored papers cost only a little more than 


white papers of equal quality. 


'Seelig Moves Office 


| Seelig & Co. Advertising, St. 
Louis, has moved to larger quar- 


There’s an idea here which, applied to any long run, can result ters at 8147 Delmar Blvd. 
in tremendous economy, actually giving a two-color effect with one- re 


color printing. We would be pleased, at your request, to submit | 
swatches of colored papers in six of the grades in the Beckett line. | 
Just write for them on your business letterhead. 


THE BECKETT PAPER COMPANY 
HAMILTON, OHIO 


Makers also of the world’s whitest papers—Beckett Hi-White and Beckett Brilliant Opaque 
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One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


Any advertiser of consumer goods who is desirous of ropolitan Oakland (Alameda County) has realized a 
reaching West Coast families must have thorough phenomenal growth in population in the past few 
Yes, it is important to recognize coverage of Metropolitan Oakland, or he will find years, and it is our feeling that it will continue grow- 
Metropolitan Oakland's that he is missing one of the West’s top markets. Met- ing for many years to come. 
commanding size as a JACK NEWELL, Media Director 
market. It is equally important BATTEN, BARTON, DURSTINE & OSBORN, INC. 
to remember this fact: pat dngune 


ONLY THE 


a 


Daily 208,852 

Sunday 235,354 

ABC Publisher’s Statement 
March 31, 1957 


ee 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


*65% of the more than 250,000 families in Metropolitan 
Oakland (Alameda County) are Tribune subscribers. 
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This Week in Washington... 


Foreign Trade, Protection Demands 
Create Painful Dilemmas for Ike 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, 
for more tariff protection for pro- 
ducers of textiles and raw materi- 


where President Eisenhower fre- 
quently finds himself facing pain- 
ful choices. 

As a believer in unencumbered 
international trade, he tends to re- 
ject requests for tariff protection 
if there is any possibility the do- 
mestic industry can find ways of 
meeting foreign competition. 

He staved off demands for high- 
er tariffs on textiles by working 
out a gentleman’s agreement freez- 
ing the percentage of the U. S. 
market exploited by the Japanese, 
and he used a somewhat similar 
approach to curb the quantity of 
petroleum products imported from 
abroad. 

For more than three years he 
resisted demands for higher tariffs 
to shield domestic lead and zinc 
mines from foreign competition. 
Now, with prices depressed to the 
point where most domestic mines 
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shutting down, 
House has quietly passed the word 


Oct. 3—Pressure| that the lead and zinc industry can 


expect sympathetic attention if it 


: : . Ti~| gets another tariff increase rec- 
als is rapidly reaching the point | 5~mendation 


; Commission. 


from the Tariff 


|}@ As in the case of so many things 
'a President must consider, Mr. 


Eisenhower can’t help hard- 
pressed industries without hurting 
other U. S. industries which flour- 
ish on export business. In his ef- 


fort to help textile producers, he | 
can’t overlook the fact that Japan | 


has become a big consumer of 
U.S. products, with purchases sec- 


ond only to Canada’s. 


that our sales to Latin America, 
which have been running 22% 


,ahead of last year, are sure to| 


slump as a result of restrictions in 
imports of petroleum, lead and 
zinc. Canadian, Japanese and Ger- 
man competitors have offered price 
and credit concessions to cut into 
the U. S. market in Latin Amer- 
ica, the Department of Commerce 
reports. As U. S. purchases from 
these markets are curtailed, the 
department fears, our exporters 
will find the welcome mat out for 
the foreign companies. 


Staff people at 


Giant Departs the Federal 
Trade Commis- 


Frying Pan 
sion have been 


getting quite a laugh out of the 
news that Heidi Bakery, Washing- 
ton, has been notified by Food & 
Drug Administration that bread 


'\ads based on therapeutic claims 


may constitute “mislabeling” un- 
der the Food & Drug Act. 

FDA’s notice was directed at a 
Heidi ad which says “Protect your 
health.” The ad plays up recent 
medical reports that saturated fats 
may contribute to heart attacks; 
then reports Heidi uses unsaturat- 
ed fats exclusively. 

The reason FTC people are 
amused is that Heidi is a subsidi- 


ary of Giant Food Stores, one off 


the food chains which claims im- 
munity from FTC jurisdiction be- 


Why is Tom Batman, our agency's Creative Director, working in | 
a supermarket 1,000 miles from New York? To get regional retail | 
selling experience. Every year, our writers, artists, television and | 
account staff work a full week in retail store selling, to help us pro- 
duce more effective selling advertising. Cunningham & Walsh Inc., 
New York + Chicago + Hollywood + Los Angeles + San Francisco. 


the White | 


Funds Abroad 
Are Problem 


careful attention Monday when | counterpart funds, 
Senate foreign relations commit-| wants to be sure that there is no 


counterpart funds which the U. S. 
carried out in foreign countries. 
after Sen. Richard Russell 


| further use of programs which 
Moreover, he has been warned) generate counterfunds. He told of 


packing business. |to find ways of spending the for- 

“If they hadn’t been so slick in| eign currencies we acquire, so that 
wiggling out of our jurisdiction in|our government often finds itself 
the other cases,” one FTC staffer|embarking on projects which are 


|observed, “their bread ad might | not necessarily prudent ways to 


have been handled like any other |spend funds. 

questionable advertisement at the| Publishers are concerned, be- 

commission, jcause the media guarantee pro- 
“Now it is in the hands of the| gram, which enables many news- 


one federal agency that really has | papers and magazines to build sub- 
sharp teeth when it goes after an | stantial overseas circulations, gen- 
advertiser.” 


lerates several million dollars’ 

|worth of counterpart funds in 
Some of the big- many nations each year. Sen. Mike 
gest newspapers | Mansfield (D., Mont.), the sub- 
and magazines | committee chairman, wants to find 
will be paying) ways to prevent wasteful use of 
but he also 
tee opens a hearing on the use of | reduction in the quantity of U. S. 
newspapers and magazines going 
obtains as a result of aid programs | abroad. 
The investigation was organized | 
(D., | Does Interest 


threatened to oppose any |Boost Saving? 
first half of 1957 


provide fresh ammunition for 
instances where U. S. representa- | economists who question whether 


New figures cov- 
ering savings by 


Ga.) individuals in the 


x 
ae Le c 
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|cause it is engaged in the meat|tives abroad seem to be hard put|banks and other savings institu- 


tions gain any ground when they 
engage in competition to jack up 
interest rates on savings accounts. 

The savings figures gathered by 
Securities & Exchange Commis- 
sion show that despite recent hikes 
in interest rates, the volume of 
deposits acquired by savings and 
loan associations in the second 
quarter of 1957 was exactly the 
same as in the second quarter of 
1956. 

Total savings by individuals in 
the first half of 1957 have been 
running substantially ahead of 
1956. But the big shift seems to be 
to increased purchases of corpor- 
ate bonds and stocks in response 
to the huge offerings that 
been coming on the market. 


There’s nothing 
Patent Ads official yet, but 
there are reports 


May Get O.K. 
that the Patent 


Office may abandon its proposal to 
prohibit advertising by patent 
agents. The regulation is favored 
by lawyers who want to “raise the 


Network Affiliations: NBC; ABC; MBS Sales Offices: New York, Cincinnati, Chicago 


Saies Representatives: NBC Spot Sales: Detroit, Los Angeles, San Francisco... . 
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ethics” of the profession, but it is | 
opposed by publishers and by 
agents, who feel the public is en- 
titled to know where to look for 
assistance on patent matters. 
Several years ago a similar pro- 
posal was pigeonholed when pub- 
lishers took the case for advertis- 
ing directiy to former Secretary 
Charles Sawyer. A similar ap- 
proach is being used this time. 
And there are signs that Com- 
merce Secretary Sinclair Weeks 
will decide that he does not want 
to be in the position of signing a 
regulation to prohibit advertising. 


Denney Named Grace Exec VP 

Charles E. Denney has been 
named assistant to James E. Mag- 
ner, exec vp of Grace Line Inc., 
New York. Mr. Denney will work 
with the passenger and public re- 
lations department of the line 
in developing and directing a 
stepped-up advertising and pro- 
motional campaign. Before joining 
Grace, he was a television consult- 


ant with General Electric Co. 


Gordon Speedie Finds 


Ideas Work Well in Albert (Lasker) Universe | 


Boston, Oct. 1—The mathemat- 
ical adman from West Medford, 
Mass.—Gordon Speedie—who in- 
sists that the laws of physics can 
be used as a basis for advertising, 
claims to have documented his 
theory that the advertising man’s 
creative intuitivity is mathemati- 
cally related to Ejinstein’s theory 
of physical relativity. Mr. Speed- 
ie’s findings describing this are 
being prepared for publication. 

His theory that human emotions 
obey laws as mathematical as those | 
of physics (AA, Oct. 8, 56), seems 
to be paying off. For example, 
Roland Teiner Co., Everett, Mass., 
metal fabricator, an account which 
Mr. Speedie had developed last 
year to a regular schedule in seven 
publications from an initial start of 
a file folder a few years earlier, 
has now increased its use of space 
and is using 14 publications. 

In addition, several new clients 


have been added. 


Albert (Einstein) | 


grams. Instead of depending on all 
ideas within our own field, we 
|sought the thinking of physicists 
“But we are still a small inde- to achieve greater theoretical and 
pendent agency, and intend to re- 
main so,” Mr. Speedie said. “We 
have stayed this way to the sur-|duced what we call a synergistic 
prise of several companies that|resonance, that has led to new 
asked us to discuss their accounts, | projects and new clients offering 
but which we did not feel we|great potentials for future adver- 
could service to our mutual ad- | tising programs. 
vantage. | 
| “Essentially,” Mr. Speedie said, 

s “Our theoretical research,” Mr.|“after a timely imaginative con- 
Speedie said, “has shown us that|cept, the sequence of thought in 
there is a mathematical reason for | copy determines its motivation ef- 
the right imaginative concept in|fectiveness. The mathematics of 
advertising. Our practical research |creative relativity is the key to 
has shown us the need for the’ the subconscious slant sequence. 
right order of thoughts in an ad-| “If the copy you read conveys 
vertising message. We recognize | its ideas in such manner that your 
this theoretical-practical research|mind finds it easier to read it 
as indicative that the needs of the|through than to turn the page, 
advertiser are best filled by)|your sales chances are good, And 
achieving an imaginative-conscious|when you consider that it’s the 
balance in every ad message. sale that counts, subconscious slants 

“To carry this further, we en-/| to increase copy readership assume 
gaged a consulting physicist to| extreme importance.” 
work with us on the imaginative; It was suggested to Mr. Speedie 
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this sounded as though it 
might have something to do with 


| subliminal advertising. 


| 


| 


“Not at all,” he said. 


practical ideas. This extended our|# “But what about subliminal ad- 
imaginative capacity and intro- | vertising?” he was asked. 


“Well, as I see it,” he said, “its 
effectiveness is likely to be deter- 
mined by three factors: (1) The 
extent to which the viewer has 
been preconditioned to specific 
symbols or picture ideas; (2) the 
value of the symbols or picture 
ideas in terms of their natural re- 
lation to competing material, and 
(3) the time factors to which the 
subconscious is most receptive. 

“This time factor is very import- 
ant,” he said. “For example, take 
the flicker in oldtime movies. At 
certain projection speeds the eye 
loses a picture or a part of one. 
The subconscious has a similar 
flicker speed for thought. Thus, 
the timing is bound to be vital. 

“But this has little or nothing to 
do with emotronics,” Mr. Speedie 
said, slightly vexed for having al- 
lowed himself to digress from a 
favorite subject. 


a “We have experimented during 
the past year,” he continued, “with 
so-called ‘strange’ ads. These were 
the ‘Do Ideas Have Functions?’ 
ads, which appeared in the Sat- 
urday Review last March 16, and 
‘Equations for Ad Men,’ which 
ran in ADVERTISING AGE June 17. 
We used these,” he said, “to test 
the then-latest developments in 
the concept of a subconscious slant 
sequence as a structure for the 
conscious advertising message. An- 
swers and comments are still be- 
ing received. Moreover, those ads 
have led to correspondence with 
thinkers in many fields, both here 
and abroad. 

“By mathematics,” Mr. Speedie 
said, “we are now comparing and 
charting the potential effectiveness 
of copy. Using the equations, we 
are pursuing a kind of copy im- 
provement approach that is in- 
creasing the repetitive effective- 
ness of ads without compelling us 
to increase our facilities or our 
on-the-premises personnel. 

“In a nutshell,” he concluded, 
“emotronics is permitting us the 
pleasure of saying—as we cite the 
facts, and just the facts—‘Our old- 
est clients drive Cadillacs.’ 

“At the same time, this appli- 
cation of mathematics is giving us 
the sound foundaticn and experi- 
ence needed to balance our increas- 
ing annual income with increased 
advertising services to industry.” + 
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Write for full details on Thunderbird Jr. 
and our other electric and gas powered 
Models — Firebird Fire Engine, Big M Jr. 
Terrific for promotion and publicity 


POwERCAR CO.- 250 Willow St., Mystic, Conn. 
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Kick Off Drive for ‘58 Models 


ers Advertising Assn. has kicked 
off a nationwide newspaper teaser 
| campaign in more than 1,700 news- 
| papers for its 1958 car models. The 
|} teaser ads, running about 84 lines, 
|will be on an animal theme—one 
|will show a centipede with the 
|copy line: “For better traction.” 
The teaser ads will be followed by 
ja campaign starting about Oct. 15, 
| following the factory drive, which 
began Oct. 1. 

Burke Dowling Adams Inc. is 
and the dealer group. 


| Duro-Test to T. P. Swift 


Duro-Test Corp., North Bergen, 
|N. J., manufacturer of lighting 
}equipment, has appointed Thomas 
IP. Swift Associates, New York, its 
ladvertising and public relations 
counsel. Reid, Decker & Stocki, 
Newark, is the previous agency of 
| record. 


THE SALT LAKE INTERMOUNTAIN MARKET 


~~“ Mtogether bigger 
c aad differenter than you 
: might think! 
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| Studebaker-Packard Dealers | 


The Studebaker-Packard Deal-| 


the agency for both the factory 


Advertising Age, October 7, 1957 
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RIBBON—Gaylord Container 
Corp., St. Louis, made this Maytag 
Co. washer box which was award- 
ed the first prize for surface de- 
sign and printing in the fourth an- 
nual Fibre Box Assn. competition. 


Adman McAlpine Is 
Fined $500 for His 
Poison Letter Role 


Detroit, Oct. 1—A veteran ad- 
vertising executive, John R. Mc- 
Alpine, 42, was fined $500 in 
U. S. district court last week for 
his part in the poison letter dis- 
tribution on the eve of last fall’s 
election. 


Mr. McAlpine, of suburban 
Pleasant Ridge, had pleaded 
guilty to transporting the so- 


called “hate” letters from Detroit 
to Atlanta, from where they were 
mailed back to Detroit-area vot- 
ers. 

He was a volunteer worker for 
the Republican Party at the time 
the unsigned election propaganda 
letters were mailed to Detroit- 
area Negroes urging voters to back 
the Democratic Party in the elec- 
tion “because it could keep the 
colored in their place.” 

The crime was in not signing 
the letters with an _ identifiable 
signature. 


Salt Lake City is just 
the beginning of the 
Intermountain Market. 


in the West—people’s needs are the 
same but marketing is different! 


Not just 

Salt Lake 
Buying and selling does not stop at the imaginary boundaries of Salt Lake with 303,000 
City. People outside of the city eat, sleep, drive cars, and live in houses, too! persons 
And there’s more than a million of them outside of Salt Lake waiting to Not just 
be sold. As the only metropolitan city in this area, Salt Lake’s influence is 
felt not only by the 303,245 persons who live within its boundaries .. . orem 
and not only by the 768,000 in Utah .. . but by the 1% million through- with 768,000 
out this entire area. This is the same region which has been designated persons 
as the Salt Lake Wholesale Trading Zone by the Department of Commerce. 
So, think bigger about Salt Lake City, because by buying Salt Lake’s two ng 


metropolitan newspapers you reach the entire market of 14% million. 4-state market 
with 13 mil- 


lion persons 


Think bigger about Salt Lake . . . It'll grow on you. 


The Salt Lake Tribune 
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COLOR IN NEWSPAPER ADS ADDS EXTRA SALES 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, Metro Sunday Comics Network. 


s Judge Ralph M. Freeman told 
Mr. McAlpine: 

“You are the fall guy. Full ex- 
posure of every one connected 
would be extremely humiliating 
and embarrassing to other per- 
sons.” 

The judge said he was con- 
vinced others in the Republican 


Party “must necessarily be in- 
volved.” 
Mr. McAlpine, in a statement 


following his arrest by the FBI, 
said he took 6,000 copies of the 
letter to Atlanta in November. 

Mr. McAlpine has been in the 
advertising business in Detroit for 
22 years. His last post was as ac- 
count executive with Ruthrauff & 
Ryan and before that he was with 
J. Walter Thompson Co. for about 
10 years. 

He said that now that the case 
had been settled he expected no 
difficulty in obtaining another job 
in advertising. 

Since last fall he has been an 
advertising consultant, operating 
from his home. + 


| Minneapolis Club Elects 

Robert Connolly, Batten, Barton, 
Durstine & Osborn, has been elect- 
ed president of the Art Directors 
Club of Minneapolis. Other new 
officers are Len Avery and Vern 
Robertson, both of Campbell-Mith- 
un, vps; Harry Hauck, Artists Inc., 
treasurer, and Frank Thornburg, 
Minnesota Mining & Mfg. Co., sec- 
retary. 


j WE clear 
KCRA Tv > 


|. Sacramento, California © 


... the highest rated © 


station in the West! 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


In the prosperous 14-county Greater Philadelphia market, people 
spend $1,252,000,000 for cars and accessories each year. You 
can reach them in the home where the decisions to buy are made. 
Use the advertising columns of Philadelphia’s home newspaper— 
The Evening and Sunday Bulletin. And now your sales message 
can have the added impact of R. O. P. spot and full COLOR— 


evening and Sunday—seven days a week! 


The Bulletin exerts a powerful influence on the buying 
habits of its readers. Philadelphians like The Bulletin. They 
buy it, read it, trust it and respond to the advertising in it. 
The Bulletin is Philadelphia’s home newspaper. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 
342 Madison Ave. * Chicago, 520 N. Michigan Ave. Representatives: Sawyer 
Ferguson Walker Co., Detroit * Atlanta * Los Angeles * San Francisco * Seattle 


In Philadelphia nearly everybody reads The Bulletin 
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‘Computers’ Raises Guarantee 

Computers & Automation, New- 
tonville, Mass., with its January, 
1958, issue will raise its distribu- 
tion guarantee by 50% to 5,000 cir- 
culation. With the exception of 
about 10%, the magazine’s circula- 
tion is fully paid; the subscription 
price is $5.50 a year. With the in- 
creased circulation, the publica- 
tion’s base advertising rate will be 


12-time contracts starting Decem- 
ber, 1957, will be carried at the old 
rate. 


Wisconsin A.M. Assn. Elects 
Wisconsin Advertising Manager 

Assn. has elected William Scrivner, 

Madison Newspapers Inc., presi- 


| dent. Other officers elected include | 


David A. Lindsey, Appleton Post- 
Crescent, vp, and Richard Davis, 


CHICAGO 


increased from $190 to $240 for a Wisconsin Rapids Tribune, secre- 
b&w page, one-time. All six- and | tary-treasurer. 


Bat takes all RaMAsS onc x0¢ ravio races tint 


Some folks like music; others like drama. People have different 


the more thoughtful listen to LIFE AND THE WORLD 
and other analytical programs. 

* Weekenders, relaxing at home and at the wheel, enjoy 
variety on MONITOR. 


NBC Radio’s varied programming makes sure your commercials 
g y 


tastes in clothing, in food, in listening, too. To sell them all, you 


must reach them through the programs they respond to. 

NBC Radio’s varied programming offers you every kind of listener. 
* The lady of the house who enjoys soap operas can find 
them on NBC Radio dramas like MY TRUE STORY and 
ONE MAN'S FAMILY, 
* The housewife who eases her daily chores with live pop 
music tunes in NBC Radio’s BANDSTAND. 
* The men and women who follow world events keep 
posted with NBC Radio’s NEWS ON THE HOUR...and 


are heard more times by more different people. For a saturation buy 
that covers every segment of your market, nothing matches the effec- 
tiveness and economy of NBC Radio, where more people hear your 
sales messages more times. 

People are different. But with all their differences they can siill 


have one thing in common—your product...when you use 


NBC RADIO 


Advertising Age, October 7, 1957 


EDWARD P. SHURICK, formerly vp and 
director of station relations of 
CBS-TV, has been named exec vp 
of Blair-TV, New York tv repre- 
sentative. He succeeds William H. 
Weldon, who will devote his time 
to family publishing and broad- 
casting interests. 


Dairy Group Boosts 
Ads 11%; Dailies 
Get Bulk of Increase 


Cuicaco, Oct. 1—The American 
Dairy Assn. has approved a pro- 
motion budget of $6,900,000 for 
1958—an 11% increase over this 
year’s budget of $6,200,000. Virtu- 
ally all of the increase will go into 
newspapers. 

More than 80% of the total 
budget—$5,618,000—will be direct- 


| ly devoted to consumer advertising 


and merchandising. The remaining 
money goes into public relations, 


|research and other activities. 


ADA will boost its newspaper 
advertising by 50%, with about 
$1,100,000 of the budget slated for 
this medium. Included in the 
newspaper advertising plans are 
insertions for a spring milk promo- 
tion; for spring and fall cheese 
promotions, and for June Dairy 
Month. R.o.p. color ads will be 
used extensively. Ads also will run 
in The American Weekly. 


s An estimated $3,300,000 will be 
invested in television—in the ‘‘Per- 
ry Como Show,” and in the “Casey 
Jones Show” in markets that do 
not receive Como. Campbell-Mi- 
thun Inc., Chicago, is the agency. 

About $900,000 will go into mag- 
azines and dairy and grocery field 
trade publications. Among the 
magazines on the schedule are 
Everywoman’s Magazine, Family 
Circle, Good Housekeeping, Ladies’ 
Home Journal, Life, Look, U.S. 
News & World Report and Wom- 
an’s Day. In addition, more than 
40 regional and state farm maga- 
zines will be used. 

The rest of the budget will go 
into network radio spot commer- 
cials on NBC. Point of sale mer- 
chandising efforts also will be in- 
creased, and ADA has authorized 
the creation of an increased pro- 
motion staff to work with retailers 
in building interest in dairy prod- 
ucts at the consumer level. 

ADA’s new theme for fluid milk 
advertising in 1958 will be “Milk 
makes energy.” The milk ads will 
be aimed primarily at an adult 
audience, the biggest potential 
market for milk. 

Butter advertising will be built 
around the theme, “Only real but- 
ter has true natural taste.” # 
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does 
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See page 112 
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WHAT! 


another feather in our cap? 


Every six months the National Newspaper of Marketing 


receives a new ABC statement. And if ever anyone had an 


excuse to wear a feathered cap, this is it. 


For, almost without exception, each new statement shows a 
gratifying gain in circulation. 

Well, we're going to do it again. Add another feather, that is. 
For the latest ABC statement dated June 30 shows an 
increase of 2,514—the greatest six-month circulation gain 


we've had since the end of World War II. 


THE TOTAL PAID CIRCULATION OF 
ADVERTISING AGE IS NOW 39,430! 


The main reason we bring up the subject of our continuing 
growth is to point out how this can influence your growth 
when your sales target is the advertising-marketing world. 
If you sell space, time, products or services to this influential 
group, Advertising Age can take your message to more people 
and more important people than any other publication in the 


field. And every week these important readers act! 


More and more of them are looking to Ad Age every week, 
over 145,000 of them, for news, trends, developments——and 
specific information from advertisers—to help guide their 


market and media decisions. 


As publishers, this growing response is mighty gratifying 
to us. As an advertiser, it can, and should, be mighty 
important profitwise to you. 


impotteuit to importouit people 
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WHO ARE 
THE MEN WHO 


BUILD AMERICA? 


(They purchase 

or guide the purchase 
of over a billion dollars’ 
worth of construction 
every week!) 


| many complaints.” 


Flamboyancy of False Drug, Cosmetics 
Ads Increasing, Better Business Bureau Says 


New York, Oct. 1—The num- good will which these advertisers 
ber and flamboyancy of false drug| have thus earned is in danger of 
and cosmetic advertisements has/|being dissipated by the strident 
been increasing at an alarming|and flamboyant advertising of 
rate, reports the latest news bulle-|their unscrupulous competitors 
tin of the National Better Business| who create a disturbance out of 
Bureau. ali proportion to their numbers.” 

The bureau is receiving four| Declaring that the policing of 
times as many inquiries concern-|these unscrupulous advertisers 
ing drug and cosmetic products |should not be left solely to the 
advertising as it did two years ago | government, NBBB calls for the 
\“and, lamentably, ten times as | cooperation of both media and ad- 
vertisers to combat these opera- 

“Already subject to more severe | tors. 

\federal regulations than manufac-| “Advertising media can exer- 
lturers ef most other commodities, |cise more discrimination than many 
the great majority of drugs and of them have in determining the 
cosmetic advertisers are scrupu- acceptability of copy submitted to 
lous in their obedience to the|them. Media have the right to re- 
law,” the bulletin reports. “Many |quire that advertisers substanti- 
exhibit greater regard for the|ate their claims before they are | 
public interest than the law re-|permitted to publish or broadcast 
| quires. them; where the public health is 
involved that right becomes a 
confidence and/duty,” the bureau says. 


s “The public 


WTIC—TV 
LANDSLIDE! 


s “In addition, legitimate drug 
and cosmetic companies, and the 
agencies that prepare their copy, 
should take a hard look at their 
own advertising to be sure that 
they are setting a good example. 
Bad advertising is contagious and 
there are some established com- 
panies who, goaded no doubt by 
unscrupulous competition, are 
making claims today which they 
would have avoided in years 
past.” 

Exploitation of the drug phenyl- 
propanolamine hydrochloride as a 
“no diet reducing wonder drug” 
has been practiced in various false 
promotional patterns by many 
companies, NBBB says, outlining 
several of them in the bulletin. 
Among the companies served with 
Post Office fraud orders or cita- 
tions in this connection are North 
American Stevens Corp., Alle- 
ghany Pharmacal Corp., Fisk Re- 
search Inc., Wonder Drug Corp., 
Drug Research Corp., Lloyd-Owen 
Drug Co, and Rhodes Pharmacal 


| CO» according to the bulletin. 


Time 


WTIC-TV 


7—17:30 41.3 
7:30—8 38.8 
8—8:30 39.1 
8:30—9 38.9 


Network 
Station “A” 


5.5 


10.1 


8.6 


6.1 


Network 
Station ““B” 


6.3 


7.1 


8.6 


9.2 


s A “hit-and-run” type of mail 
order promoter was described who | 
‘introduces a new kind of obesity 
|jremedy, for example, with exten- 
|sive advertising and backed by 
|pseudo-scientific claims. Head-| 
‘lines read something like: “The 
most powerful, yet safe, reducing 


Network 
Station “C’”’ 


Total 
Sets in Use 
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or “Just released for sale without 
prescription by U. S. Govern- 
ment. First no-diet reducing won- 
der drug used successfully by 
thousands of physicians.” 

Numerous imitators promptly 
spring up “using the same phony 
evidence to support progressively 
extravagant claims.” 

“It is very difficult for law en- 
forcement agencies to render ef- 
fective protection to the public 
against this hit-and-run-type of 
promotion in which the mail order 
advertiser can blanket the coun- 
try with false claims and sell hun- 
dreds of thousands of dollars 
worth of merchandise before the 
Post Office Department can take 
corrective action. By that time, the 
promoter has often exhausted the 
market for his product and is 
quite willing to enter into an affi- 
davit of discontinuance, agreeing 
to go out of business,” says the bul- 
letin. 

“He may already have launched 
a similar false advertising cam- 
paign for another product, or the 
same product under another 
name. Meantime, many newcom- 
ers have appeared, copying the 
tactics of the originator of the 
scheme and multiplying the prob- 
lem of law enforcement. And so 
the pattern continues.” + 


Barr Joins Bearden-Thompson 
Robert Barr has been appointed 
vp of Bearden-Thompson-Frankel 
& Eastman-Scott, Atlanta agency. 
Mr. Barr will be general manager 
for the agency’s operation in the 
Carolinas, with headquarters in 
the Wright Bldg., High Point, N. C. 
Mr. Barr recently resigned as re- 
sident manager of Mitchell Wer- 
Bell Advertising, Atlanta, and will 
continue to service the clients he 
represented with WerBell. 


BIG JOB 


Rules! Postal laws! Daily mail count! 
Screen entries! Choose winners! 
Investigate winners! Protect client 
against litigation!—Judging contests 
is a big job. We know how. There is 
no obligation for our consultation. 


Bruce, Richards Corporation 
250 4th Ave., N.Y. 3, GR 7-8500 
Specialists in Contest Planning 


and Judging @ Direct Mail 


5.5 58.6 |drug ever released for public use” 
4.9 62.7 

9.8 67.6 
14.6 71.0 


Results of Special ARB Television Rating Survey—Metropolitan | 
Hartford Area—7:00 to 9:00 P.M., Monday, September 23, 1957 


For details call Irwin Cowper, WTIC-TV General Sales Manager, 


or your nearest Harrington, Righter, & Parsons man. 


HARTFORD, 


WTIC-TV 


CONNECTICUT 


TELEVISION COMMERCIALS 


245 W. 55 ST., N.Y.C. / JUDSON 6-1922 
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é NEW POLITZ STUDY REVEALS: 


ay 


More 7 bide 


subscribers 
han 

both 

other 


papers 


NEWSPAPER DISTRIBUTION 
TOTAL HOUSTON CITY ZONE 


C ALL 3 PAPERS 


CHRONICLE 
AND PRESS 


CHRONICLE 
AND POST 


POST ONLY 
37.8% 


23.7% 


SUNDAY 


THE NEW COMPLETE POLITZ 
STUDY OF CHARACTERISTICS 
OF THE HOUSTON MARKET 
1S AVAILABLE THROUGH THE 
CHRONICLE GENERAL 
ADVERTISING DEPARTMENT 
OR YOUR BRANHAM 
REPRESENTATIVE 


THE HOUSTON CHRONICLE 


JOHN T. JONES, JR., President 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, General Advertising Mgr. 


THE BRANHAM COMPANY — National Representatives 
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Parade | is part of the 


local newspaper in more mar- 
kets and in more exclusive 
markets than the other two 
leading syndicated Sunday 
magazines combined. That’s 
why more than three in every 
four advertisers using two or 


more of the “Big Three” start 


—$—— 


—————— 


with | Parade |= 


ranger Golf—with your foot’ 


A salute to the Air Force 


Parade...The Sunday magazine 
section of 59 fine newspapers 
covering some 2800 markets...with 
16 million readers every week. 
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Opinions expressed her~ are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 
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Looking at Radio and Television ... 


Agency 15% on Packages Justified 


By The Eye and Ear Man 

The subject of the relation of agency 
commission to package television shows 
seems to be a popular subject of discus- 
sion again. The popularity of the polemic 
prompts this reprise of the reasons why 
the subject is scientifically misreported 
and why the intelligent use of agency 
services makes it virtually impossible to 
relate media and commissions. 


® The advertising agency is a misnomer. 
The function is sales counseling. Mer- 
chandising, research and top level advice 
on business and product decisions are 
commonplace. All of these functions are 
paid for by the over-all commission an 
agency receives. If the income of an 
agency is reduced, the quality and quan- 
tity of these services must be reduced 
proportionately. 

Now to the cynic who feels he has no 
need of advice from an agency in fields 
other than the strict placing of adver- 
tising and the writing of ads, there is a 
more detailed answer. Almost complete- 
ly unpublicized are the activities leading 
up to the buying of a package show and 
the supervising of the program. 

The chronology of the work goes some- 
thing like this: 


® October to January: 

Agency production people supervise 
daily production of existing series. New 
York production experts travel to Holly- 
wood for film shows and move in on 
problems. Hours of time-consuming meet- 
ings determine polishing of programs or 
major surgery. 

Agency new-program departments have 
extensive meetings with current produc- 
ers and talent agencies to discuss future 
plans. The end result is composite think- 
ing, leading to better pilots or prototypes 
of new ideas. 

Agency researchers analyze early re- 
turns and warn of unfavorable trends. 
Producers prepare alternate plans in case 
ratings continue to be disappointing. Ne- 
gotiations are begun with producers and 
networks to expedite a bailout in cases 
needing immediate action. 


® January to March: 

Production problems continue as the 
last cycle films are completed. Where 
new approaches are necessary for the fol- 
lowing season, plans are discussed in New 
York and Hollywood. Final research fig- 
ures are now available for a reprisal of 
specific shows and the medium in general. 

The first pilots appear and the struggle 
for first position for time and program be- 
gins. Here the advance planning begins 
to pay off. The agency that has been alert 
to advance planning, and has reported the 
best projects to prime client prospects, 
gets first crack at the best new pilots. 

During this cycle and the next it is not 
unusual for agency personnel to screen 40 
pilots a week and listen to even more pro- 


gram ideas from top packagers or their 
agents. 


® March to July: 

All details of the summer replacements 
are being set. Contract negotiations, tal- 
ent negotiations, foi.uats, commercial 
lead-ins and signatures, title clearances, 
and all the endless detail necessary to 
consummate a deal. 

The same details are concurrently be- 
ing handled in more intensive negotiation 
with the toughest negotiators in business, 
the talent agents. Check lists are used to 
be sure no detail has been overlooked. 
Publicity and promotion plans are laid. 
First scripts must be approved and poli- 
cies and patterns set for an entire series. 


For those who haven’t reached a deci- 
sion, there are endless additional screen- 
ings of pilots and conversation. Last- 
minute negotiations are speeded in order 
to make air dates in the fall. 


® July to October: 

The scene shifts to the studio or the lo- 
cation of the first shows in the new se- 
ries. Then comes reading and debating on 
the first 20 scripts, followed by watching 
and discussing of work prints and daily 
rushes. Last minute deals and bargains 
are studied and recommended. 

All this plus press tours and ironing out 
last-minute sticky details and policy 
problems, integrating commercials, mak- 
ing deadlines and attending to inevitable 
errors that make opening night seem im- 
possible at times. 

Too many advertisers, seeing only 
culled recommendations involving many 
man hours, seem to think that a network 
comes up with a program and handles all 
the details—and that the agency just 
drops in the commercials. Either the 
agencies are too modest or too busy to re- 
fute or correct this false impression. 


® The time for modesty is gone. The 
agency television executive is one of the 
most harassed and plagued of all execu- 
tives. He must pass judgment on what the 
vast public wants. If he were ever 100% 
correct, he would be a billionaire in show 
business. He is blamed for mistakes, even 
if the time period or competition had 
much to do with the clinker. If he hits it, 
he gets credit for luck and a good time 
period. 

Every week is opening night and every 


ngeeee 


Is the Wall-Less Store Ahead? 


Agency 15% on Packages Justified 


week after the show comes a horde of 
diametrically opposed opinions from with- 
in and without the agency. The press 
pokes fun at him for mediocrity, and 
the volume of words he must approve al- 
lows him nothing else but the luxury of 


From an Art Director's Viewpoint... 


Andy Armstrong Comments on Art 


Bedell Changes Things Around 


meeting deadlines. 

Woe betide the client who tries to dup- 
licate the agency function of picking 
package shows. He can do it, of course, 
but he will just have to give up manufac- 
turing and selling his products. + 


Has Coke 


By Andy Armstrong 

Remember when Reggie Gardiner made 
noises like wall paper? It took you back 
to the time you had German measles, 
when the patterns moved constantly in 
nightmarish rotation behind the drawn 
shades. The printed roses, the stripes, the 
fussy little witless inventions of tired de- 
signers swam like gurgling fish through- 
out the slow hours before twilight. 

Well, here we are again. Not quite with 
German measles this time. Rather, a 
chronic, low-grade malaise. Brought on 
by those magazine back covers for Coke. 


® Picking weakly at the coverlet—or the 
back-coverlet, if you prefer—we pine for 
Coke’s old sparkling corn-fed strength. 

Where is that vigorous world of Haddon 
Sundblom? Where are the fresh-cheeked, 
lusty-busted gals, the vibrant-muscled 
guys? Where is that hot light and cool 
shade that bounced among the ochres and 
umbers and vermilions on Sunny’s loaded 
brush? What’s happened, anyway, to that 
tonic we used to draw from Coke’s cor- 
rugated bottle? And from Coke’s adver- 


Pe ee eer coke 


npwoks many 


In Venice, too... Sign of Good Taste 
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‘Pottered Out? 


Awe 
Hare @ Cole. Bo gent to tan 


joyed iy reere than 100 comet re 


SIGN OF GOOD TASTE 


tising? 

Gone. Vanished into a bloodless mosaic 
of dibbled and dabbled monotone. Lost in 
pale patterns surrounding pale people. 
Thinned to a trickle. “Pottered” out. 


® We know why, though. We’ve heard the 
rationale. 

Vigor went out when Lightness came in. 
Pepsi got svelte and sassy. Coke felt it, 
and went brittle. And this is the new 
America, no more a Haddon Sundblom 
world. Iowa and Minnesota, even New 
Jersey, where once the Americans lived 
in ruddy-cheeked simplicity, have all gone 
under—sunk beneath a glassy sea of Light, 
Light, Light. The Light beer, the Light 
smoke, the Light lunch. Watercress and 
Tomato Madrilene. 

Now Coke has lost its guts. And 
strength. And color. 

All we have left is that low murmur of 
wallpaper in our sickroom upstairs, and 
the fragile rattle of the teacups down be- 
low. Art direction, oblivious to our cries, 
is holding one of its effete-est after- 
noons. + 
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Direct Mail and Mail Order... 


What Are Characteristics of 


Successful Mail Order Media? 


By Elon G. Borton 

In a previous column I spoke of certain 
magazines and publications which are 
dominated by mail order advertising. It 
is interesting to analyze some of these 
publications to see how much of this ad- 
vertising they carry 
and to try to figure 
why they are success- 
ful with it. 

In a recent month, 
two mechanical month- 
lies carried respective- 
ly 163 and 285 mail or- 
der display ads as 
against 59 and 79 gen- 
eral advertisements. In 
addition they carried 
13 and 14 pages containing respectively 
717 and 900 classified advertisements 
calling for replies. A home magazine 
presented 137 mail order ads as compared 
with only 66 non mail order ads. Some 
general magazines which ordinarily do 
little with mail order ad copy carry at 
certain periods of the year several pages 
of small ads of schools appealing for in- 
quiries for catalogs and pamphlets. 

On the other hand, a successful business 
news weekly showed 43 general adver- 
tisements and only five mail order ads. 
One of our most popular weekly maga- 
zines had 64 general ads, but only four 
mail order ads. A woman’s home mag- 
azine had only two mail order ads. A 
popular Sunday weekly carried only one 
mail order ad out of a total of 18. 


Elon G. Borton 


® Any experienced mail order man will 
shy away from publications like those 
described in the preceding paragraph (ex- 
cept maybe to re-test them occasionally 
when some change in them suggests that 
possibly they will now “pull results’). 


Salesense in Advertising ... 


He knows that they are not result-get- 
ters for his type of offer and he doesn’t 
even bother to listen to their “reps.” 

On the other hand, he will recognize 
certain other publications as probably 
good even before he tests them. He judges 
that they are good mail order publica- 
tions by looking at their characteristics. 

I assume the same general rules hold 
for radio and television stations as good 
or poor for mail order advertising, but 
I have had little experience with them. 


@ What are some of the characteristics 
of successful mail order media which the 
expert looks for? 

First, he wants a publication or sta- 
tion which carries lots of mail order ad- 
vertising—and even better, ads for prod- 
ucts in the same general field as his own. 
It is on somewhat the same principle 
attributed to Marshall Field, who tried 
to get other department stores to locate 
close to his. Similarly, five and ten cent 
stores tend to locate in the same neigh- 
borhood. You get more prospect traffic 
that way. 

He knows also that a large number of 
mail order ads in a publication means 
that the readers are in a habit of reading 
and answering such advertisements and 
are thus more likely to answer his. He 
knows also the opposite—that a publica- 
tion with few or no mail order ads will 
probably not pull for him. 

Other desirable characteristics of a 
publication for mail order are that it go 
to your logical prospects; if possible, that 
its editorial content be related to your 
proposition or at least not too far from 
it, and that its space rate and methods 
of getting circulation be right. 

A later column will dwell on these 
points more at length. # 


‘The Struggle Gets Longer, 
Lonelier, and Losinger’ 


By James D. Woolf 
Advertising Consultant 

*Assertions I Find Hard to Believe” was 
a title of mine in an article in the Aug. 26 
issue of Apvertistnc Ace. The point I 
sought to make was that statements which 
put a strain on the reader’s credulity 
(even a slight strain) 
weaken the advertise- 
ment in question. Typ- 
ical of the examples 
quoted were these two: 
“Viceroy (cigarets) 
has the smoothest taste 
of all!” and Chester- 
field’s “It’s the smooth- 
est tasting smoke to- 
day!” 

This article has 
brought me a batch of letters from read- 
ers, some pro and some con. Typical of 
the letters of approval is this one from 
Robert J. Franklin, advertising director 
of Dant Distillers Co., New York: 

“One of your recent ADVERTISING AGE 
columns, which dealt with difficult-to- 
believe advertising assertions and slogans, 
was right up my own ad alley. 

“T have often been called the rebel of 
the liquor industry and the ad profes- 
sion (I serve both with equal heart and 
vigor), because I can tolerate neither the 


James D. Woolf 


cliches nor the unreal superlatives. 

“We profess only that our bourbon and 
other products are every day in every 
way as good as any other. Secondly, we 
utilize fact as the basis for our advertis- 
ing, and this is why we permitted, and 
permit ourselves to say, that our J. W. 
Dant is the world’s largest selling bonded 
bourbon. It is a statement of fact—not 
fancy. 

“We take the position that advertising 
is a business for ‘men’ who regard sales 
as the effect of advertising; it is not a 
game for boys who wish to play (at the 
client’s expense) with cute, tricky or 
unrealistic copy approaches.” 


= Letters of disagreement mostly made 
two points: (1) use of superlatives and a 
certain amount of exaggeration are ex- 
cusable and legitimate puffery; (2) su- 
perlatives are used by only a few adver- 
tisers and are the exception rather than 
the rule. 

I don’t care to argue about the first 
point, but I want to say that I disagree 
emphatically with the second. Support- 
ing my disagreement is a letter from 
Stephen B. Botsford, president of The 
New Yorker, as follows: 

“On looking at your piece in the Aug. 
26 issue of Apvertisinc Acer, I am prompt- 


The Creative Man’‘s Corner... 


from the movies in droves. 


us of that opportunity. 


what Jeanne Crain loves. 


HOW can we make clear just how DELIGHTED we are to learn that 
JEANNE CRAIN LOVES LUSTRE-CREME SHAMPOO—good old LUSTRE- 
CREME that never dries it beautifies thick and creamy ... blessed with lano- 
lin! needs no after-rinse! of course, it leaves hair more manageable! No won- 
der it’s the favorite shampoo of 4 out of 5 top Hollywood movie stars (no 
period, just a few exclamation points). 

This is not only a quick message (40 words) but a meaningless one. That’s 
what we like about it. It’s so much like so much other advertising we find 
before us in various magazines and newspapers we leaf through, 

First of all, we don’t care what Jeanne Crain loves. And we can assure 
Colgate in advance that we are definitely not going to love Jeanne Crain co- 
starring in THE JOKER IS WILD—a Paramount Release Filmed in Vista- 
Vision. As a matter of fact, we—Colgate’s public—have been staying away 


In addition, we have been living recently with an ICBM over our heads 
and we have lost a lot of interest in the world of make-believe. We don’t 
want to look like JEANNE CRAIN. We’d like to learn how to solve this god- 
dam East-West problem, before the detonation of a hydrogen bomb deprives 


Meanwhile, however, we’d like to be considered as having graduated from 
the advertising of a quarter century ago. As we said, we don’t give a damn 


We know what we’d love. Not to be JEANNE CRAIN. Just to be allowed to 
be OURSELVES. For a FEW MORE YEARS. You understand, COLGATE? # 


ty oe ad 
* 


never dries 
it beautifies 


thick and creamy... 
blessed with lanolin! 
needs no after-rinse! 
of course, it leaves hair 
more manageable! 


HO HORSES (TO THE FerORUTE BHAMPO® OF 
4 OUT OF 5 7OF mtLLr OOS wore Srene 


ed to send you a copy (enclosed here- 
with) of a booklet which The New York- 
er got out a year or so ago. 

“You will be chagrined, as we were, 
to know that the booklet got a lot of 
congratulations and, so far as we can see, 
virtually no results. But we fight on.” 


® In Mr. Botsford’s booklet I find the 
following: 
“The New Yorker for over 30 years 
has been waging 
a long, lonely, and losing struggle 
against the obvious exaggeration 
the unprovable claim 
the meaningless superlative 
in short— 
the hyperbolic spiral. 
“The struggle 
gets longer, lonelier, and losinger 
all the time. 
“Recently, 
in order to check on the success, 
if any, 
of this stubborn crusade, 


we had our Mrs. Pemberton make a 
survey 

of our own pages for a six-month peri- 
od. 

She found 

312 ‘finests,’ 

281 ‘world’s bests,’ 

and 58 ‘America’s onlys,’ 

together with 

47 other bits and pieces of improbable 
nonsense, 

“If we flatly refused to print any of 
this sort of stuff, 

we would soon go out of business 

—a step we can ill afford. 

If we protested each of them individ- 
ually, 

we wouldn’t have time to do anything 
else 

—another step we can ill afford. 
“Hence this foolish 

but hopeful document: 

a plea for 

the still small voice of calm 

the cloud no bigger than a man’s hand 
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will publish times a year 


Now you can double your sales calls, sell more, sell faster in the one magazine that reaches and influences the chemical 
engineer exclusively—wherever he is, whatever he does. Here’s how to get, and keep the largest concentrated audience 


of key chemical engineers in industry on your side of the buying decision twice as often. 

INDUSTRY GROWTH INSPIRES IT 

In the chemical process industries, an unprecedented rate of growth and technological advance. Most dramatic: Pharma- 
ceuticals, plastics, petrochemicals. CHEMICAL ENGINEERING’s solid technical coverage of petrochemicals and petroleum 
refining, for example, was a factor in the discontinuance of Petroleum Processing. By far the preferred engineering magazine 


in these fields, only CE’s broad scope can anticipate and meet their expanding requirements. 

MORE EDITORIAL...FASTER COMMUNICATION 

Biweekly frequency means 28% more editorial content, faster communication of engineering techniques, intensified service 
to readers. Greater emphasis will be placed on growth areas like petrochemicals while maintaining the broad editorial base 
that has made CHEMICAL ENGINEERING—consistently—the 3 to 1 choice among chemical engineers in all industry. 
READER INTEREST UP...CIRCULATION, TOO 


In January (with a new circulation high of 44,000 paid), CHEMICAL ENGINEERING will offer the engineer greater 
value for his reading minute. The chemical engineer holds many different titles, does many different jobs . . . administration, 
production .and plant operation, design and construction, research and development, sales and purchasing. CE has always 


been the busy engineer’s primary source of product information and of brand preference. 
SELL MORE...CLOSE SALES FASTER 


Recognized by advertisers as the industry’s top “‘sales engineer”. . . this year, as a monthly, CHEMICAL ENGINEERING 
will carry about 4,500 pages of advertising . . . more than any other magazine serving any 
part of this market. Now you can reach CE’s powerful buying audience with a timeliness and 


repetition impact never before possible. Wire immediately for complete details. 


..+ Lo sell the engineer, whatever his function 


A McGRAW-HILL PUBLICATION (ABC-ABP) 330 WEST 42ND STREET, NEW YORK 36, N.Y. 


ane Be ser ee — ree ee A ees 7: ee Se ae. Gen eg ce: i a ee. rime erie Seamer Cr Re Party oo aN. ia 7 ae: 
ee ee eee eT ene Le ee . oe Se eee Me eee ee a eee allies Vt ae 
ee. . : t= Fixe a Pe ye eee 4 d TS gee eee eget ae hrm hl 50s er” at Se 2  peesblts em os Cae eee Geer ‘ eet (ere te ald aoe ‘same 
oe Pa ee a Pa hous: oe eee i fete er ae cs ee A ieee aeons 38 ca aa er ee cay 
—- See ee Sales is ; <i Paes: il aie eo eek oe a ee a ile : : eee oe a. 
; ‘ : - . 52: oy ied e ; See iy 
Tere es ae ; 
; a Pe ae iets oe 
i . ier, pty ame 
a, 5 ie 
e+ 7 
ie: . 1 av 
be ay ¥ 
: os ae 4 ; 
uae | ; 
ica (—  — 
aha ry 
aes 3 , .. edt oc ws 
ee Be oe ; os aa 
ig a : - te aS i — 7 
Epes ent See A 
> io 2 PAL eae Bas 2 ee 
oe Bite eee "ene 3 me 
7, 4) 5 Sa: See eee 
* 5 a “ me, ci) a ; ae 
" Xa Se ee oe a 
es 3 i 4 b vs - £ —_ ¥F i é ee 
: N ay” 4 oa 
“ - e ‘ Beg ey 
“a ¢ = Rage ac 
; - ogy 
v . < bunt yinates Leal oe 
. , A ee he tew sa 
F . —_ be 
——E 7 . — = -~ , ke 
: Pate 
Avp Co Te - 
j rs ean 
5S we oe 
See: fae = 
" es — 
i 
V, y a : 
Seme tees Ca) 
: ey 
4 Ss 
cay 
s bi 
3 
Effecti e anuary 1 Pia 4 
V Z a . 
rs e- . aii | 
s y 2 a, a 
Chemical nesriny s ie 
: : ? : ‘i 
; sey ee 
4 aft a 
* is Pe = 
—— 
so Sid 
y ee Boe ose! 
7 ta Pe 
ds Hee 
ita ee 
eee 
: Poe 
, - 
: 
: ee 
, oe. 
‘ ae < 
ta a 
ee 
| : . 
yaa = 
v ae 
j Ecoles 
a 
q - - iy 
} sai 
? ec: 
= ' ia oa % 
4s ex % 
ome Meee 
P Pees 
‘ ae 
* { a 
\ & 
is pa 
gr Jats We 
" Bee ot 
tea 
“ 
ui if 
S | 
Be ae 
: ha ee 
i 4s oe the a 
ee 
‘ 
ire 
? aa 
Es a 
. in e. 
es ‘ i 5 
— ‘ — 
— ee. 
an a 
_ Bai " 7 4 : . “ ae eae ; . : ex? 
wane ero: oiee 5 Er a Ee coy Sere 3 pe De eS ceage ae ie eae Oe, Sash lu. cae ee see ee ed! a ee Nee sn 9 ee a i aie = or eer ae aed 
ee tame ~o aay Fis: a eg. ee = ae Ra % ae : Se aera ey ac ee oe caer Sr gene ee a ee ee i a aa eee ee oe ee a 
eo Ee is "es. Si ee eS Reet oe We re ee eae ee a en eee Pres EP pibyn re eeaa pumice. Soe eee oe 
tp ME BF ps he oe ee ae = ee. Seem ees 8a. ieee Pil Geta ee ee cas pe iga Lie St hail cn Weg? ate 
oe oe ne ee ete | ie ene: ee ee ee ee ee eee FR prelate lig ad al a maaan el he ay rr jamella Tees ee Oe ee 


the not with a bang but a whisper 
the don’t shout, I can hear you. 
“In all humility 
and all seriousness 
we ask your help.” 


s I replied to Mr. Botsford’s letter in 
part as follows: 

“You’re so right: “The struggle gets 
longer, lonelier, and losinger all the time.’ 
I've been flailing away in ADVERTISING 


AcE for more than ten years on the sub- 
ject of the hyperbolic spiral, but some- 
times I fee] it’s a losing struggle.” 
ca * co 

Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for 
permanent reference. Price $5.95. Write 
Advertising Publications, 200 E. Illinois 
St., Chicago 11, Ill, for “Salesense in 
Advertising,” available on five days’ ap- 
proval. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 

Will the class please come to order? 
Our object lesson this morning involves 
much advertising on which many people 
waste much money. There are a thousand 
examples in national to be seen every 
month, but our illustrations are from re- 
tail. 

At the left is a professionally-selling, 
competent, but timid ad. It is too conven- 
tional for the avant garde, and perhaps 
too stereotyped and timid in appearance 
for today’s papers. If it were a little 
bolder, more sure-footed, and easier-to- 
read, as in the revision at the right, for 
one instance, perhaps it would be a better 
ad. But it’s a good ad as it is. 

Listen to the copy: “Spring begins for 
the fashionable woman with her Town & 
Travel cashmere coat. Slip into this 
creamy softness . . . feel Einiger’s pure 
cashmere luxury poured around you— 
and spring is here! Brilliantly styled by 
Country Tweeds with a classic beauty that 
captures all eyes. All-weather Milium 
lined to safeguard that beautiful, light- 
weight warmth of precious cashmere.” 
Then comes styles, sizes, prices. 


s This is excellent copy and helps the 
reader weave the dream and visualize 
possession. This store not only knows 
fashion, it knows selling. 

Vertical, in the middle, is a great store’s 
total copy for a full-page ad, reduced 
same proportion as ad at left. 'The ad at 
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left tells much more in its tiny space, 
about a single coat than the big one told 
about four great new fashions in coats. 

Whole magazines are published on 
fashion. It is of intense interest to myriad 
women. Newspapers run endless features 
on fashion. Women talk fashions. So do 
radio and tv. But some of the world’s 
great stores are too bored, or blase, or 
uninformed, or unaware of how selling is 
done, to talk interestingly to women of 
fashion, although they live by it! They 
say simply: “We got fashions.” 


8 This vertical copy, with its indifference 
to communicating a fashion story inter- 
estingly to women, and though it says 
little, consumed more valuable space than 
the entire ad at the left. The full page 
ad was an ad for artists by artists, not 
by sellers—not by servers of the consum- 
er. 

Management in the left-hand case is 
close enough to the floor and to selling- 
advertising response to know that words 
as a means of communication have in- 
estimable value to a good store. So copy 
here is creditably and effectively done. 

The store that ran the sterile, inert, 
big type copy is very large. Management 
is far removed from the tenuous links be- 
tween ads and the people who do not 
respond on the floor—so management in 
its ivory tower accepts the verdicts of 
arty ad people on what advertising for 
“the new age” should be like. As long 
as sales in general are good, advertising 
response doesn’t have to be as good as it 
could be, ad by ad. 
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There is nothing in the advertising 
world truer than the fact that advertis- 
ing which is created to serve the warm 
hearts and passions of artists will not 
equally serve customers—for whom, pre- 
sumably, the advertising is run. 

Within the borders of every ad, ad 
creators experiment with such disciplines 
as they can command (in many cases, 
they are few) to provide ads with interest 
impact, persuasive power, and utmost 
communication qualities. All three are 
vital in all ads that must work their way 
in the world. 

Masterfully combining these three is 
a consummate blending of truth, beauty, 
and goodness—of the scientific, the moral, 
and the spiritual—of energy, reason, and 
faith. These three sets of realities inter- 
twine and overlap in all creative work 
well done. However, roughly speaking, 
truth is largely the contribution of ex- 
cellent, complete, service-rendering copy. 
Beauty comes from verisimilitude, from 
an integration of the ad’s elements, a fit- 
ness and integrity, and a cosmic belong- 
ingness to the here and now and to the 
store and to the public. And goodness 
comes largely from imagery, suggestion, 
atmosphere, and art—all of which con- 
tribute more than may be seen. Hence the 


Advertising Age, October 7, 1957 


truly good ad has spiritual or faith-ful- 
filling and faith-establishing qualities 
that leave the printed page and walk up 
and down in the “middles” of readers. 
Complete advertising is the fruit of the 
complete man—or woman; it can never 
be the work of the fragmented or unful- 
filled person. 


# In few big stores is there intimately 


enough associated with advertising crea- 
tion (a) sufficient wisdom and (b) suf- 
ficient business judgment, to keep the 
store from getting short-changed in two 
or three of these vital components of good 
advertising. It has been cruelly said that 
only a depression will lead to many per- 
sons’ appreciating their jobs. It is safe 
te predict that a depression would wring 
a lot of the inordinate wastes out of ad- 
vertising. 

Meanwhile, in both retail and national 
fields, advertising remains in many cases 
the preoccupation of narrow dilettantes, 
while practical, intelligent men who run 
businesses, and the moral stalwarts who 
provide business its integrity, cannot be 
bothered with the funny little erratic, 
irrational people they presume (some- 
times justifiably) their advertising per- 
sonnel to be. + 


What They Were Saying 25 Years Ago... 


Henry T. Stanton, vp and Chicago man- 
ager, J. Walter Thompson Co., speaking 
before the Chicago Advertising Council 
(AA, Oct. 8, 1932): 

“(Advertising| must be right for the 
given problem and there must be enough 
of it for the given problem, otherwise the 
loss is complete. There is no half-way 
ground. If we promise something we can- 
not fulfill, there is bound to be a day of 
reckoning. Advertising has come to its 
present position on a formula of success- 
ful operation. Every one of us understands 
that within the limits of our knowledge 
of how to administer advertising, the for- 
mula is fixed. There can be no new di- 
mension. We must continue to use our 
advertising tools as we have learned to 
use them. We cannot go beyond their 
capacity. We expect to make progress, 
yes; we must learn to be more effec- 
tive; we must continuously expect to give 
greater value through better performance. 
But advertising must be rightly done, or 
not done at all.” 


On the Merchandising Front... 


S. H. Giellerup, Marschalk & Pratt, 
speaking to the Direct Mail Advertising 
Assn. in New York (AA, Oct. 8, 1932) 

“The advertiser who relies on his own 
judgment or on the judgment of one or 
more advertising men is taking a bigger 
gamble with his appropriation than if he 
took it out to the race track. The man who 
stakes his money on untested advertise- 
ments hasn’t even a dope sheet to go by. 
All judgment isn’t worthless, yet luck will 
be a bigger factor than skill.” 


Copy Cub’s Rough Proofs column (AA, 
Oct. 15, 1932): 

“One of these days there’s going to be 
an advertisement in which a cup of coffee 
won't look like a cup of ink.” 


Oscar Vogel, merchandising director, 
Pabst Corp. (quoted in AA, Oct. 22, 1932): 

“Brewers are prepared to spend from 
$10,000,000 to $15,000,000 in advertising as 
soon as beer is legalized.” 


Is the Wall-Less Store Coming? 


By E. B. Weiss 

Are stores without walls on the way? 

We already have stores without doors— 
the so-called “air curtain” door is making 
the store door quite unnecessary during 
store-open hours. Now the air-curtain 
principle is being ap- 
plied to the entire 
front of a building—a 
building over 40’ wide. 
And, at the time of 
writing, negotiations 
are under way for an 
air curtain 108’ wide. 
Moreover, whereas the 
height of these air cur- 
tains has been con- 
fined to about 9’, an 
18’ height is currently being built and 
this is by no means the limit. 

In brief, the air-curtain principle ap- 
parently makes practical a store with a 
minimum of outer wall. And this devel- 
opment comes exactly at the moment 
when retailing, as described in one of my 


E. B. Weiss 


recent AA columns, is going outdoors, 
as evidenced by the enormous volume 
that is being done these days in parking 
lots. In other words, just as retailing 
finds that modern versions of the medie- 
val bazaar type of “open-air” retailing 
fits into this drive-in self-service retail- 
ing age, the air-curtain principle comes 
along to make this development emi- 
nently practical by modern standards of 
shopping. 

In this connection, we tend to forget 
that the modern shopping center is sim- 
ply a 20th century version of the bazaar 
or fair of the middle ages—and a 20th 
century version of the age-old oriental 
bazaar which persists in many nations to 
this very day. And, of course, both in the 
medieval fair and in today’s oriental ba- 
zaar, retailing is done out in the open. 
Where there are stores, the store-front 
is entirely open. This is true, too, in 
many Central American and South 
American nations. 

What is more, the modern techniques 
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PRINTIN 


Good feeling helps to create good printing, 

and Clement people feel “like part of the 

family.” They work in the right atmosphere, and 

few ever leave. They know the door to advance- 
ment is always open ... it's a management policy. 


Many spend their working lives here. They take spe- 
cial pride in achievement, and it shows. Another reason 
why leading businesses* depend on sharp, sparkling color 
printing by Clement. Ask any Clement sales office for details. 
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*37% have done business regularly with Clement for 20 years 
or longer; 43% are 5 to 19-year ‘’veterans."’ 
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of self-service and self-selection retail- 
ing, with their open display of merchan- 
dise, really mesh neatly with the concept 
of the wall-less store. All retailing today 
is aiming to open up the store interior to 
the street—to bring the outdoors inside, 
and to bring the inside to the outdoors; 
to make the entire store one great show 
window. This is the reasoning back of 
the so-called visual store front. 

But the visual store front still inter- 
poses glass between the customer outside 
the store and the merchandise inside the 
store. It still necessitates the extra ef- 
fort required in opening the store door in 
order to walk inside, and this can some- 
times be both a psychological as well as 
a physical block. Clearly, from the visual 
store front to the air-curtain store front 
is a logical step—and now that modern 
technology makes practical a completely 
open store there is every reason to expect 
that retail walls will crumble. 

And this will mark the ultimate de- 
parture of the window display—a de- 
velopment that has been taking place 
before our eyes for some years, although 
some display fanatics have refused to 
see it. Here, too, the development is 
logical. The modern customer does less 
and less window shopping; indeed, there 
is less and less reason for the shopper to 
do window shopping as well as less time. 
Why, then, interpose a window between 
the shopper and the merchandise? 


® From the retailer’s standpoint, the 
open-front store (and maybe open sides 
as well) offers the following advantages: 


e 1. The most valuable space in the store 
is put to selling use, rather than merely 
display use. 

e 2. Display costs are eliminated or re- 
duced. And display costs have mounted 
enormously. 

e 3. Greater flexibility in merchandising 
can be achieved; seasonal merchandise 
can be given still better position. 

e 4. From 5% to 15% more selling area 
can be added at a modest expense. In 


Tips for the Production Man... 


this era of high square-foot costs, this 
offers decided economies. 

e 5. New developments in fixturing be- 
come practical—fixtures that will sell to 
passing traffic. Street traffic or mall 
traffic may now become as valuable as 
in-store traffic. The great gulf between 
in-store traffic and outside traffic will 
be greatly shriveled. 

e 6. New uses for the vending machine 
will be found under this setup. 


e 7. The “line of march” from store 
counters to the parked car will be simpli- 
fied—the stop-gap electronic eye door 
will become unnecessary. 

e 8. The rear of the store, when it faces 
a parking area, will achieve larger vol- 
ume per square foot, when it, too, is 
opened up to the great outdoors. 

e 9. Drive-in shopping will be stimu- 
lated. 

e 10. The public’s growing desire for in- 
formality in shopping will be still better 
appealed to—this is the great lure of the 
whole “bazaar” concept. 


= Yes, the trend of the times favors the 
front-less and even the wall-less store. 
As it comes, it will compel some changes 
in packages to conform with new fix- 
tures; it will lead to new forms of display 
to take the place of window displays; it 
will lead to new forms of bazaar-type 
merchandising and promotional events. 
It may even lead to new sizes in sales 
units because the size a shopper picks up 
at an open store front may be somewhat 
different from the best-selling size inside 
the store. It will encourage a new form 
of “outpost” merchandising—and many 
manufacturers have developed ambitious 
plans to cultivate outpost merchandising 
in its existing form. 

With or without the blowing of horns, 
the walls of retailing are about to tumble 
down. This involves a change of consider- 
able magnitude. Every great change in 
retailing has provided alert manufactur- 
ers with new merchandising opportuni- 
ties. This one will be no exception. + 


Copy-Fitting the Easy Way 


By Kenneth B. Butler 

The high cost of composition is educat- 
ing production men, more and more, to 
see that copy is prepared to fit the num- 
ber of lines provided in ads and promo- 
tion matter, including catalogs. Various 
copy-fitting guides help to take the 
guesswork out of this chore. Since a large 
share of an ad department’s work falls 
into the category of standardized format, 
one additional tool is necessary. 

That consists of some kind of special 
copy paper that can make it easy to type 
manuscript line for line, quickly compute 
measurement, and at the same time pro- 
vide for variations in text width. 


= One of the slickest copy sheets we have 
seen is that used by our sister publica- 
tion, Advertising Requirements. The 
sheets are standard 8%x11” size, and 
printed on ivory colored stock of substan- 
tial weight, antique finish for easy era- 
sure. 

There are spaces at the top for head- 
line copy, for copy identification, and 
typesetting instructions. 

This publication found that 95% of its 
copy fell into five standardized catego- 
ries: single-column text and double-col- 
umn text—single-column cut captions, 
column-and-a-half captions, and double- 
column cut captions. 

Right-hand margins were ruled off 
with vertical lines, to indicate where the 
typing should stop to achieve a line-for- 


UNIVERSAL COPY SHEET—-A lot of good sense 
went into the design of Advertising Re- 
quirement’s copy sheets. There’s little 
room for error. Vertical ruled lines pro- 
vide for five kinds of text copy. Inch 
measurements by half-inches along the 
left margin make it easy to tally (in 
inches) the total count of one copy take 
or a series of copy blocks. Devised for 
publication use, this sheet has a useful- 
ness for the lion’s share of the copy 
turned out in the average ad department. 


line space count. Solid rules were printed 
for denoting the margin for text copy; 
broken line rules for typewriter stop for 
caption copy. 

Thus a stock of copy paper is nearly 
universal, and gives an accurate count 
even when copy is prepared by a staff 
consisting of a number of writers. 

This system enables writers to mini- 
mize widow lines, and makes it easy to 
write caption copy to fill last lines flush 
both left and right. 


s AR’s copy sheet contains another in- 
teresting innovation. This pertains to a 
system for indicating type designation for 
a special bold face heading or lead-in 
style which involves a change in type 
family. 


95 


Instead of requiring a lot of markings 
to indicate these style variations (all of 
which can make a copy sheet messy and 
often hard to follow), the AR copy sheet 
requires the markup editor to circle in 
red such material as is intended for the 
special treatment. The printed instruc- 
tion at the top interprets this marking 
for the typesetter. 


s The very existence, in an office, of a 
standardized copy sheet which sets the 
stage for copy fitting and line count, is 
bound to instill habits of neatness and ac- 
curacy into the human word mill. 

After all, who wants to be called on 
the carpet for obfuscating the story- 
length tally just because he did a lot of 
xxx’ing out all through his copy? # 


Eye reflects emotion, aids message 


The advertising eye, part 2 


TAKE OuT THE CUCKOO, 
: CLOCK, THE CLIENT WILL THINK + 


WE'RE REFERRING To Him Pas 


In developing a visual concept of an ’ 
advertising message, or in communi- = # ~"*** . ee 
cating a visual idea to the art depart- 
ment, it may help to consider some 
further ways in which the eye can 
express feeling. 


eee 
e® 


I'VE DONE THAT 
OVER FOUR TIMES 

SINCE NOON / WHEN 
ARE YOU GUYS GONNA 


This study may be effective for you MAKE UP YOUR MIND? 
a 


in continuity strip writing, movies, 
tv storyboards, or wherever a se- 
quence of pictures tells the story. 


Remember, these eyes are your indi- 
cation-of-ideas only; they should be 
clear, but not necessarily neat or skil- 4 
fully done. 


FEELINGS “4 

/ OF INADEQUACY 

. HAUNT MANY 

“ose (GPU AT 

“ TIMES, AND 

/ THE TOWERS WE 
BUILD To HIDE 

+ THEM REACH 

., TO THE SKIES... | 
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“ How's THIS FoR * 

THE HEADLINE ?: : 

"“WETRIEDTO -: 
WRITE THis AD 

. WirHour THE. : 


| Like THE FIRST 
ONE BETTER: 
"WE BOUGHT A 
Ht-Ft INSTEAD OF 
A DISHWASHER” 


Next Lesson: “The Advertising Ear” 
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Chrysler Registrations Rise lof 1957 compared with the first 

A 26% increase in registrations | seven months of 1956, W. C. New- 
of Chrysler Corp. passenger cars | berg, vp in charge of the corpora- 
in 100 metropolitan centers was /tion’s automotive group, has re- 
recorded in the first seven months | ported. 


m = Priceless... 


... is the word for perfection. 
And perfection is what you 
search for in your advertising. 
That's as it should be. Nothing 
short of perfection can produce 
maximum sales. And, to achieve 
maximum sales in the vast 

Los Angeles market... sec- 

: ond largest market in America... 
you must reach the One-Million-Plus 
readers of the . 


eee eet 


Pe Los Angeles EVENING 


HERALD-EXPRESS 


Represented Nationally by 
MOLONEY, REGAN and SCHMITT, INC. 


IN AGRICULTURE 
>. what it means 
in selling to 
farmers ie —— 


LESLIE A. WATT 
President and Publisher 


May . 
a Business: m 
President and pane 
FARMING IS ABUSINESS 


A brief, factual analysis of the 
farm market ... showing changes 
brought about by the revolution in 
agriculture .. . showing how these 
changes affect advertising cost 
and advertising waste in farm 


Piss 


FOR LITTLE DOLLS—Packaging for Lentheric’s new Tweedie Toiletries 
for little girls will picture Tweedie, the paper doll, and her ward- 
robe. Seven different packages will be featured. 


Paper Doll Package 
Aids in Bow of Kids’ 


Cosmetic, Tweedie 


Cuicaco, Oct. 1—The Lentheric 
division of Helene Curtis Indus- 
tries, which puts out the Tweed 
fragrance line, is entering the 
children’s cosmetics field with 
Tweedie toiletries for little girls. 

The new line includes five prod- 
ucts—toilet water, bubble bath 
packets, bubble bath liquid, dust- 
ing powder and “soap on a rope.” 
Prices range from $1 to $2.50 plus 
tax. 

The line will go on sale Oct. 15, 


backed by a heavy pre-Christ-| 


mas publicity campaign. Adver- 
tising will begin after the first of 
the year, handled by Gordon Best 
& Co. 

Tweedie is not just the name of 


=~, 


Sandstone Building 
Cullman, Ala. 


ew York 


advertising. 


WATT PUBLISHING CO. 


Mount Morris, Illinois 


Palo Alto, Calif. 


|the line; it also is personalized as 


a paper doll on all the packages. 


Each product has its own package | 


and shows “Tweedie,” a paper 


idol], in a variety of activities— 


shopping, traveling, partying, 
swimming, bathing, watching tv— 
with wardrobes appropriate to 
each occasion. Seven different 
packages are being featured. = 


D'Arcy Statt to Teach Ad 
Course at U. of Missouri 

For the first time in its 50-year 
history, the University of Missouri 
school of journalism has enlisted 
the aid of advertising agency spe- 
cialists in the teaching of its be- 
ginning course in advertising. A 
special 12-week lecture series is 
being offered this semester by 
D’Arcy Advertising Co., St. Louis. 

The talks, by members of the 
agency’s creative copy and art 
departments, researchers, account 
executives and administrative per- 
sonnel, are given at the classroom 
level to more than 200 students 
enrolled in the school’s required 


course—“Advertising Principles | 


and Practices.” The lectures are 
correlated with regular assign- 
ments in the text used in the 
course, which is taught by Prof. 
Donald H. Jones. 


Daystrom to Use ‘LHI,’ 
‘American Home’ for Line 

The Daystrom furniture division 
of Daystrom Inc., Buffalo, will 
promote its line of kitchen and 
dining room furniture in two mag- 
azines. Junior four-color spreads 
will appear in the October issue of 
Ladies’ Home Journal and the No- 
vember issue of American Home. 
The ads will promote Daystrom as 
“Elegant ... custom-built ... and 
at a youthful price.” 

Featured in the ads is the Day- 
strom swatch book, which lets 
women choose the style, color and 
covering which they want in the 


stine & Osborn, Buffalo. 


Daystrom furniture. The account| 


| 


} 


is handled by Batten, Barton, Dur- | 


Ad-Graphic Arts Club Elects 
Thomas Kennedy of Kennedy- 
Ceglia has been elected president 
of the Advertising-Graphic Arts 
Club of Delaware Valley, Trenton, 


N. J. Other officers elected are | 


Frank A. Bailey, Trenton Printing 
Co., vp; Olive Mummey, Prince- 
ton Polychrome Press, secretary; 
and Earl Livingston, R. W. West- 
ervelt Co., Princeton, treasurer. 
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Hottman Markets New Cheese 

J. S. Hoffman Co., Chicago, has 
started marketing a new 12 oz. pre- 
packaged chunk of Super-Sharp 
cheese. The cheese will be adver- 
tised in food trade publications and 
in newspapers. Ralph D. Gardner 
Advertising, New York, is the 
agency. 
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“Are you still looking, Mr. Weaver?” 
DON’T JUST LOOK . . . DO SOMETHING! 
TAKE A PEEK AT WHAT YOU'LL GET BY 
ADVERTISING IN 


Bs - 


WORLD'S LARGEST SELLING GOLF MAGAZINE 
611 Davis St. «© Evanston, iil. 


(iat) WRITE FOR MARKET DATA 


Advt. 


REVISTA 


men with the POWER TO BUY! 


46% are presidents, owners, partners 
... 63% own homes... 64% own one 
or more automobiles... . 72% are 
heads of families ... 89% are in busi- 


gets you to the 


* One of five top- 
readership international 
editions that get you to 
the men with the power 
to buy in Latin America, 


ness or professions ... 74% have pur- 
chasing authority or influence in com- 
pany business and 82% purchase 
equipment that originates in the U.S.A.! 


POPULAR mecuanics Sadotmalianal EDITIONS 


Chicago, Illinois 


200 East Ontario + 


France, Western Ger- 
many, Sweden and Den- 
mark. 
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The exclusive readership of 
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Advertising Age, October 7, 1957 


October Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U. S., Canadian and Foreign Publications Reporting to Advertising Age 


Pages , 7 Lines — 
Sept. Sept.  Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.- Jan.-Sept. 

1957 1956 1957 1956 1957 1956 1957 1956 

Weeklies, Bi-Weeklies, Semi-Monthlies (September) 

Se EE ty epee 65.0 848 633.7 701.7 27,885 36,393 271,837 301,005 
Commonweal ..............++ 14.5 8.7. 1448 1288 6,090 3,654 60,816 54,096 
UTES occ cncceuccsas ox 376 36.0 3543 3165 15,792 15,134 148,806 132,916 
i anda tendo cknsinatess 25.2 243 2254 261.7 25,221 24,291 225,384 261,734 
«ROE a 394.0 398.0 3,120.0 3,290.7 267,920 270,642 2,121,601 2,237,671 
AE! EES co. 109.4 986 1,218.3 1,094.4 74,399 67,034 828,451 744,192 
ro | IER 483.6 502.6 3,161.5 3,210.6 207,456 215,598 1,356,266 1,377,364 
tNewsweek .............0.5 348.5 275.7 2,476.3 2,333.3 146,370 115,794 1,040,046 986 
*Presbyterian Life .......... 15.2 20.3 89.0 109.8 6,382 8,524 37,412 46,136 
TED cnncancsedsres 10.9 48 1005 126.7 4,597 6,222 42,189 53,222 
The Saturday Evening Post .... 346.4 335.1 2,489.4 2,571.9 235,549 227,877 1,692,798 1,748,884 

$Saturday Review ............ 115.4 822 656.2 590.6 48,472 34,524 276,295 248, 
Sporting News .............. 29.8 23.0 2648 2265 32,352 24,925 287,291 245,772 
Sports Iilustrated .......... 159.0 139.9 1,180.3 788.7 68,197 60,039 506,206 359,816 
aa ac s'y pace ee ness cad 342.0 277.8 2,458.0 2,506.0 143,628 116,597 1,032,386 1,052,542 
SE wip 354045 woh Some 578 611 3959 290.7 10,520 11,120 72,054 52,907 
U.S. News & World Report... 258.5 278.3 2,304.9 2,314.2 108,566 116,874 968,052 971,953 
ee PCS Tei28 Ze6l2 21,2735 20,8628 1,368,018 7 355,142 10,967,800 10,868,248 


§ Classified directory omitted, effective Sept. 22. 1956. ¢ Five issues in September 1957; four issues in September 1956. 
t Four issues in September 1957; five issues in September 1956. * Two issues in September 1957; three issues in Sep- 
tember 1956. 


— .¢ Lines — 
Oct. Oct. dan.-Oct. Jan.-Oct. Oct. Oct. Jan. -Oct. dan.-Oct. 
1957 1956 1957 1956 1957 1956 1957 1956 
Women’s 
§Bride’s Magazine ..........- 138.0 126.6 677.1 595.6 87,216 80,011 427,864 376,419 
Everywoman’s Magazine ....... 23.9 40.1 213.1 321.1 10,273 17,216 91,473 137,805 
Family Circle .........-..-. 48.2 69.7 443.9 554.1 20,678 29,901 190,434 237,709 
Good Housekeeping .......... 175.0 1785 1,248.3 1,265.6 75,079 76,578 535,542 542,931 
Ladies’ Home Journal ........ 127.8 127.7 1,044.1 1,017.9 86,883 86,802 709,977 692,149 
i a See 113.9 115.4 852.8 764.9 77,472 78,488 579,922 520,113 
§Modern Bride .............. 106.1 99.8 574.2 526.3 67,055 62,073 362,294 331,621 
{Parents’ Magazine .......... 114.9 95.0 667.5 588.5 49,516 40,930 287,430 253,290 
se eewee ere o00<e 102.8 1078 1,178.2 1,205.4 69,898 73,340 801,203 $19,663 
Western Family: 
Southwest Edition ........ 24.9 25.4 201.5 236.9 10,667 10,915 86, 101,636 
Mountain Edition ........ 23.7 22.8 184.2 217.9 10,171 9,779 79,011 93,493 
ZtNo. Calif. Edition ....... 24.4 23.9 192.1 225.9 10,461 10,242 82,436 96,921 
Northwest Edition ....... 24.1 24.3 191.4 235.8 10,342 10,423 82,100 101,167 
Woman's Day .............. 47.6 62.1 361.7 484 3 20,408 26,631 155,181 207,777 
The Workbasket ............. 53.5 44.8 387.4 349.3 10,489 8,795 75,953 68,482 
eee T0766 10929 78498 T9099 585.634 “591,680 4303,718 4,289,595 
§ Published quarterly in January, April, July and October. ¢ Includes Shopping Scout Section linage. # Not included 
in totals. 
General 
American Artist ............. 32.5 28.8 249.8 247.0 13,632 12,095 104,840 103,726 
American Forests ............ 46.0 43.2 190.0 182.0 19,320 18,144 79,800 76,454 
American Legion ............ 15.0 21.7 151.4 191.2 6,310 9,106 63,585 80,299 
BED - écccaveceseveseses 66.6 64.8 615.4 600.3 19,551 19,036 180,846 176,362 
BE. 02 ca6beesad er ees ees 26.4 27.9 203.8 193.8 11,418 11,987 87.444 83,151 
REE atenekhsetceeeveess 56.0 46.7 327.4 3145 23,548 19,630 137,539 132,108 
Christian Herald ............ 49.7 40.4 384.5 352.0 21,308 17,336 164,985 151,021 
GEER dicacecesscceasece 12.3 10.8 72.6 67.0 5,195 4,574 30,499 28,152 
GHIITE. Sdc ns ccceccevecccce 43.0 28.0 367.0 257.0 7,740 5,040 66,060 46,260 
CIEE cvcnccvdcscvcics 27.9 26.2 238.2 206.1 11,960 11,261 102,167 88,420 
Eagle Magazine ............. 117 11.9 75.4 82.4 4,915 5,015 31,684 34,605 
Suna heeeattdessss00 74.7 744 649.0 621.4 50,841 50,649 441,363 422,561 
Elks Magazine .............. 20.3 23.9 134.4 143.1 8,718 10,253 57,678 61,404 
SEEN “GsRUAWevdeperevcese 77.0 78.8 615.8 631.1 52,311 53,652 418,432 428,743 
DE bags eakeccscccce 22.2 22.1 168.9 175.7 15,281 15,237 116,216 120, 
EE eer 48.7 38.0 293.0 269.0 20,904 15,973 122,677 112,581 
EE, Saseeccceccecs 58.4 49.3 323.7 291.7 25,747 21,776 142,755 128,651 
Harper's Magazine ........... 45.3 43.5 326.9 323.5 19,016 18,284 137,320 135,891 
high Fidelity ............ 125.0 1146 768.0 714.9 52,500 48,132 322,560 300,258 
DEED. BENEAweGe5scecceese 100.3 74.7 874.2 728.4 68,179 50,780 594,455 495,327 
Improvement Era ............ 22.7 28.4 241.3 267.5 9,534 11,918 101,350 112,354 
DL win snacvenees oder 38.8 41.7 275.5 260.2 26,537 28,570 188,461 178,037 
Motor Boating .............. 108.8 1049 1,326.0 1,276.8 63,974 61,667 779,371 750,792 
National Geographic .......... 49.5 40.5 430.2 399.5 11,781 9,639 102,393 95,070 
eee 20.7 8.8 la 28.1 8,675 3,710 46,672 11,830 | 
Popular Photography ......... 89.9 78.2 827.0 812.3 37,758 32,844 347,340 341,166 
ER 6 6000600ddd 00006 36.7 30.2 215.8 216.0 15,691 12,949 92,585 92,714 
Reader's Digest ............. 48.0 39.0 449.0 313.0 8,736 7,098 81,436 56,966 
ixtatn as op tedetesesee 13.8 11.0 126.4 85.3 5,908 4,712 54,259 36,619 
err 38.3 32.0 304.2 254.5 16,433 13,732 130,510 109,172 
DD sccdbbsedctsrrcese 8.1 12.3 89.6 76.4 3,420 5,148 37,677 32,160 
SE Dan vecdddbadenisececes 11.6 10.5 64.9 58.7 4,992 7,113 27,979 675 
DD -HGarthistectevess 10.0 20.2 94.1 oe 4,126 8,349 36,379 
Town & Country ............ 108.5 109.9 635.8 657.4 68,597 488 401,802 415,472 
RS See 41.0 38.0 302.1 270.7 17,590 16,317 129,613 116,140 
ME notascbevinercceces 87.5 90.4 1,127.1 1,108.3 51,450 53,420 662,735 651,919 
Re OD evctccteseve 1,567.9 1,451.1 12,7915 11,9619 761,096 716,502 6,309,916 5,946, 
§ Published bi-monthly; figures shown are for September-October issue and are not included in the totals. ¢ Formerly 


Christian Advocate (weekly); changed to Together (monthly) in October 
line page in May 1957. Not included in totals. 


Home 
American Home ............ 81.0 100.3 640.1 769.0 51,212 63,367 404,554 486,006 
Better Homes & Gardens ...... 142.0 180.0 1,243.0 1,401.0 89,769 113,607 785,546 885,369 
 { Sr 29.7 25.5 475.4 500.8 12,496 10,698 197,835 209,093 
House Beautiful ............ 187.3 196.8 1,027.9 1,087.2 118,359 124,382 649,682 687,085 
House & Garden ............. 138.8 137.1 736.9 794.5 87,750 86,677 465,733 502,166 
SE 4 cbse¥epeneesccece 254 — 42.0 1.1 406.9 11,826 18,028 155,331 174,548 
Living For Young Homemakers . . 134.3 128.2 711.2 756.3 84,900 81,009 449,480 478,025 
Popular Gardening .......... 28.8 26.5 432.5 430.1 12,099 11,354 181,669 180,656 
Sunset Magazine ....... 136.8 178.7 12245 1,449.2 57,469 75,065 518,506 609,454 
Wee. BOGE ccc ccceccocccs 904.1 01ST 68326 7,595.0 5. 584,187 3,808,336 4,212,403 
Fashion 
EMER hc a eccccceceve 93.6 99.5 972.5 1,021.1 40,153 42,688 417,248 438,041 
EPC CCTCCTTT TTT E 83.4 95.1 920.8 956.3 35,807 40,839 395,062 410,257 
ET Biss ccccedcee 125.4 1414 10069 1,034.9 79,309 89,424 636,349 654,097 
GEE, Deddccscccceces 88.6 92.2 992.2 1,080.2 38,010 39,552 425,620 463,449 
WE. SEN ehae cc ccecccccecee 206.9 195.9 1,547.6 1,495.6 130,735 123,831 978,088 945,220 
WIN, gown csscseces 5979 “6241 S4400 SS5881 “S24 014 “336334 FES2367 ~F9i1,004 
Movie-Romance-Radio 
Deli Modern Group: 
Modern Romances ....... 35.6 35.7 312.7 305.4 15,268 15,336 134,142 131,047 
Modern Screen ....... 25.2 29.0 254.9 299.3 10,829 12,437 109,348 128,373 
Sereen Stories ............ 20.6 20.3 199.9 232.5 8.846 8.711 85,832 99,777 
Fawcett Women's Group: 
Motion Picture ........... 21.1 16.7 178.2 166.1 9,043 7,161 76,427 71,260 
True Confessions ........... 30.6 29.5 255.4 217.7 13,129 12,652 109,581 93,412 
Hillman Romance Group ...... 29 12 16.0 16.7 1,249 556 7,005 7,317 
Hillman Women's Group ...... 21.2 18.0 203.8 167.3 9,102 7,709 87,619 71.928 
Ideal Women's Group: 
Intimate Story ..........5+ 20.0 18.4 162.8 160.9 8.578 7.910 69,795 69,041 
SEEN TEED cccvesccccvcsse 27.9 20.4 208.1 184.1 11,966 8,762 89,249 78,995 
Movie Star Parade ......... 27.8 20.4 205.6 184.3 11,924 8,748 88,246 79,085 | 
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_ Pages ~ + Lines ~ 
Oct. Oct. dan.-Oct. Jan.-Oct. Oct. Oct. dan. -Oct dan.-Oct. 
1957 1956 1957 1956 1957 1956 1957 1956 
Personal Romances ........ 19.9 18.4 161.9 160.2 8,548 7,889 69,498 68,695 
. 2. Seen 19.7 17.3 158.4 139.6 8,450 7,419 67,984 59,903 
Secrets Romance Group: 
Revealing Romances ........ 18.8 20.3 175.6 160.0 8,058 8,728 75,328 68,655 
{Confidential Confessions .... 18.7 20.5 93.4 85.5 8,030 8,777 40,184 36,696 
DEE pat6besiccbookecan 18.8 20.9 177.2 160.3 8,084 8,969 76,040 70,960 
Co ere 13.3 13.5 138.7 120.6 5,701 5,773 59,538 51,755 
True Story Women’s Group: 
Sa ee 43.8 43.2 385.4 411.8 18,786 18,524 165,324 176,659 
True Experience ........... 144 24.7 164.8 241.5 6,161 10,606 70. 103,618 
True Love Stories .......... 14.3 23.9 164.1 238.3 6,129 10,248 70,416 102,237 
True Romance ............ 14.2 23.8 162.4 239.5 6.095 10,206 69,666 102,747 
.. b . Beetroot cree 70.4 65.0 642.2 603.3 30,211 27,894 275,513 258,828 
TV-Radio Mirror .......... 12.1 23.1 138.7 228.9 5,200 9,916 59,506 98,201 
Total Group .........+.... “SIs “Saat T5002 ZS Bios “Wiss “2029, 189 


NOTE: Figures for each publication in the Dell, 
by the group as a whole PLUS additional advertising carried by each individual publication. ¢ Published bi-monthly; 
alternates with Screenland. Figures shown are for October-November issue. t Published bi-monthly; alternates with Daring 
Romances. Figures shown are for October-November issue. 


Magazine Linage Trend _ ‘ioe: in thousands 


re ~ 


1957 
SEPT. | 1,368 
AUG.[ 914 e 


1956 


BUSINESS 
1957 


SEPT. 
AUG. 


1956 


WOMEN’S 
9987 


SEPT. 


| $Business (October) 


tDun’s Review & Modern Industry 113.9 89.5 819.6 743.4 47,847 55,121 344,223 457,961 
PED 5.05 c06ébusdsccnsone 225.3 208.4 1,840.3 1,652.8 142,358 131,722 1,163,038 1,044,538 
Nation's Business ............ 715 59.3 534.6 455.9 30,698 25,497 229,734 195,970 
Tota! Group .............. 4107 “3572 Biss BZEZT WOSHT “22340 1736995 “1,698,465 
§ Because current month linage figures for several publications are not yet available this group is broken into an October 
section and a September section. ¢ Changed from a 616-line page to a 420-line page in November 1956. 
— Pages —~ + Lines — 
Sept. Sept. dan.-Sept. Jan.- Sept. Sept. dan.-Sept. Jan.-Sept. 
1957 1956 1957 1956 1957 1956 1957 1956 
Business (September) 
PONIES. 650.00 cnascunevuses 81.6 68.8 710.2 696.2 53,557 45,140 465,877 456,733 
{Business Week ............. 533.3 6165 4,533.3 4,350.6 223,973 258,913 1,861,982 1,827,244 
| Financial World ............. 55.4 47.2 513.7 475.7 23,269 19,826 215,758 99,794 
ee a eee 61.5 54.2 605.0 544.4 25,810 22,725 253,997 228,600 
Total Group .............. S1S “786.7 6,362.2 6,006.9 326,609 346,004 2,797,614 "2,712,371 
t Five issues in September 1957; four issues in September 1956. ¢ Four issues in September 1957; five issues in Sep- 
tember 1956. 
— s — Lines . 
Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. dan. -Oct. dan.-Oct. 
1957 1956 1 1956 1957 1956 1957 1956 
Youth 
, SF wre re ee 32.9 25.3 288.3 265.7 14,118 10,859 123,702 113,993 
SPP 29.3 29.9 281.5 282.7 19,864 20,343 191,362 192,254 
0!) Re ree 2.4 2.1 116 15.4 1,010 881 4,977 6,589 
Scholastic Magazines ........ 55.8 52.8 316.1 302.2 23,426 22,256 132,778 126,923 
GED GD so cacesscssns 9.4 7.3 45.6 40.4 8,257 6,383 40,020 35,417 
errs ere 128 1174 ~ S431 ~ 9064 ~ 66,675 ~ 61,222 ~ 492,839 475,176 
Mechanics & Science 
Mechanix Illustrated ........ 78.0 76.2 675.5 666.9 17,478 17,058 151,310 149,387 
| Popular Electronics .......... 74.6 61.1 601.3 465.5 16,710 13,686 134,691 104,272 
| Popular Mechanics ........... 149.9 162.2 1,166.8 1,308.1 33,570 36,330 261,374 293,006 
Popular Science ............. 114.5 130.0 1,085.3 1,233.2 25,649 29,115 243,112 276,238 
| gScience & Mechanics ....... 90.9 90.6 431.8 457.7 20,353 20,286 96,729 102,524 
. |. Peer 417.0 “425 S59 3673.7 ~ 93,407 ~ 96189 ~ 790,487 
# Not included in totals; figures shown are for September-October issue. 
Outdoor & Sport 
American Rifleman .......... 63.7 67.3 532.8 575.0 27,357 28,878 228,572 246,707 
| Field & Stream ............. 85.4 85.3 720.1 724.5 36,643 36,590 308,935 310,831 
| Fur-Fish-Game ............. 23.8 23.0 188.5 188.2 10,198 9,856 80,823 80,755 
SD. stiue nthe nce hess vant 32.9 38.8 265.1 289.2 14,114 16,631 113,728 124,067 
OS "eee 85.1 82.3 718.5 725.4 36,490 35,286 308,227 311,191 
ff fee: 72.0 64.5 612.0 620.3 30,907 27,669 262,546 266,129 
|. Pee “29 Bir Bos370 Biwze 5.709 “154510 1302831 1,339,680 
Detective & Fiction 
OP ep eee ore 13.7 13.8 122.6 130.3 5,873 5,915 52,598 55,886 
| Dell Men's Group ........... 9.0 12.0 96.1 116.0 3,869 5,134 41,233 49,727 
| Thrilling Fiction Group ...... 12.5 48 87.7 64.1 2,804 1,070 19,658 14,480 
rT 35.2 30.6 306.4 310.4 12,546 12,119 113,489 120,093 
Newspaper Sections (I) 
(Nationally distributed with Sunday newspapers.) 
The American Weekly ........ 65.4 64.3 609.9 563.3 55,579 54,638 518,439 478,750 
Family Weekly .............. 56.5 40.3 460.1 298.9 48,079 34,261 391,284 254,042 
Pere 4 - — — 608.0 572.6 643,679 606,820 
This Week Magazine .......... 97.6 109.0 854.9 822.9 82,990 92,632 726,669 699,452 
We Gee a ciracabuesccess 219.5 213.6 1,924.9 1,685.1 186,648 181,531 1,636,392 1.432.244 
2 Not included in totals: Parade linage for October was not available as this issue went to press. Cumulative totals 


| are for January throwgh September. 
— Pages ap We Lines — 
Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. dan.-Sept. Jan.-Sept. 
1957 1956 1957 1956 1957 1956 1957 1956 
Newspaper Sections (Il) (September) 
(All other newspaper sections and comics) 
# Chicago Tribune Magazine .. . 162.1 129.5 1,223.3 1,123.1 137.814 110,087 1,039,808 954,618 


(Continued on Page 100) 
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— Pages — Lines — 
Sept. Sept.  Jan.-Sept. Jan.-Sept. Sest. Sept.  Jan.-Sept. Jan. -Sept. 
1957 1956 1957 1956 1957 1956 1957 1956 
First 3 Markets Group ....... 488 489 4176 427.9 41,438 41,565 354,918 363,673 | Reader's Digest: 
New York Times Magazine .... 389.4 294.4 2,111.0 2,106.0 331,015 250,281 1,794,350 1,790,083 — sheen 
Total Group .............. 2 3353 bg ees. S Sizsss “Pee Zire “Disses | sreemime 
# Not inctuded in totals as it also is a member of the F 3 Markets Group. Australian ......... 
Belgian eeeeteeeeeee 
—_ Pages a pee Lines , in seebGatians 1 
Oct. Oct. Jam-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct. —_ Jan.-Oct. a... 
1957 1956 1956 1957 1956 1957 1956 ae ynapeebapariaee 
Comics Magazines Flenic a asks 
American Comics Group ....... 7.0 7.0 70.0 70.0 2,646 2,646 26,460 26460 | French .......----- 
tArchie Comic Group ........ 8.5 5.8 37.3 28.8 3,193 2,173 14,092 11,035 Paeth Gals ....... 
National Comics Group: German ........... 
ap ES 7.0 8.3 68.1 69.0 2,646 3,119 25,772 amo | @eantuns ....... 
Ns sic icns kan 7.0 78 63.1 66.0 2,646 2,930 24,012 24,884 St. ...0...c cee 
ED 5 in. s taveo neue Wo Br Mt MO Tse 5695 76,244 ‘ GHEE were seiccees 
+t Not included in totals; figures shown are for September-October issue. reer 
Canadian National Weekend Newspapers (Rotogravure Linage) Mexican .....-...- 
; 3 739 6306 G01 69,327 73,890 630,619  690,rac | | Military Overseas 
610 69.0 5765 6186 60,805 69,279 576,503 618.678 | -uowesian 
97.9 948 744.6 648.9 85,682 90,059 649,870 615.001 | putmuse 
123.1 133.7 1,027.0 985.1 120,059 130,330 1,001,406 960,500 iin... 
315 S74 ZC @D54Z7T BSS “SEI5Se TES 39s “Tees325 Southern Hemisphere 
+ Changed from a 950-line page to an 875-line page in November 1956; figures shown are for September 1956 and SE incense ne 
1957. Four issues in September 1957; five issues in September 1956. Total Group ........ 


Canadian 


Advertising Age, October 7, 1957 


“Termes [e856 524c1 02T “swe ie 
§ Because current month linage figures for several pubthentinen are not yet available this group is broken into an October 
section and a September section. 7 Not included in totals; cumulative totals are for June through October in 1956. 
+ 1967 pages and lines for Military Overseas edition de not include 78 pages of advertising in the Japanese Troop edition, 


r Pages —— Lines 
Oct. Oct. dan.-Oct. Jan.-Oct. Oct. Oct. Jan. -Oct Jan. -Oct. 
1957 1956 1957 1956 1957 1956 1957 1956 
<eswes 36.0 47.5 340.0 503.5 5,868 7,980 55,660 83,013 
Ss sinetes 68.0 61.0 498.0 496.0 12,376 11,102 90,636 90,272 
wry 63.0 54.0 539.0 527.0 11,466 9,828 98,001 97,234 
pqeees 53.3 69.3 4778 631.5 9,692 12,603 86,852 114,933 
Sceecs 52.0 48.5 363.0 396.5 12,600 8,487 67,026 69,407 
dongee 95.5 94.5 677.5 790.5 17,763 17,577 125,922 146,933 
eenees 80.0 1025 7iL5 779.0 14,560 18,655 129,493 141,186 
envece 52.5 54.5 454.8 399.5 8,925 9,265 77,307 68,086 
ceenee 16.0 27.0 156.0 174.0 2,976 5,022 29,016 36,200 
Se suke so 38.0 —_ 416 —— 6,916 —_— 
ovdeses 144.0 136.0 947.5 422.0 25,200 23,800 165,812 74,850 
avives 20.5 32.0 218.5 234.5 3,588 5,600 47,510 41,038 
Spdees 118.0 8=6115.0 836.0 961.0 21,476 20,930 152,152 173,888 
oe dbok 27.0 35.0 255.0 264.5 4,914 6,370 46,410 48,589 
cpteat 71.0 56.0 679.5 532.0 12,922 10,192 123,669 91,736 
‘epee 72.0 59.0 541.0 398.0 13,104 10,738 95,914 72,436 
esusee 113.0 106.0 807.0 749.0 436 18,232 139,254 127,118 
ere 42.0 37.0 386.0 376.0 7,056 6,216 64,848 63,168 
Secees 6L5 83.0 483.5 579.5 11,193 15,106 90,363 108,815 
Geseee ‘so — 357.0 _ 10,192 67,340 _—_ 
wha se 31.5 32.0 313.0 283.3 5,733 5,824 64,066 51,552 
peace 45.0 55.0 373.5 399.0 7,650 9,350 63,495 65,830 
Prery 87.5 103.0 749.0 866.0 15,313 18,025 131,074 151,550 
oo¥sees 92.0 1035 830.5 933.0 16,468 18,526 148,569 159,894 
ebetve 30.5 51.0 314.5 3745 5,551 9,282 57,239 68,159 
daeeee 52.0 62.5 338.0 444.5 9,672 11,625 69,968 78,556 
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Camdian Homes & Garders’.... © 55.6 S74 «4265 463-437-780 39,000 29.904 susigg? | which was replaced by the Military Overseas edition in March 1957. Cumulative totals shown for 1956 are for the 
SE oink ecccivss oes: 68.1 706 4179 436.6 46,335 48,025 284,150 296,913 | ‘irst six months; Paris and Provincial editions merged in June, 1956 to become the French edition. 
SEIBS Eiticapsos vcs 0 36.4 as 301.1 3116 ©=-:15,616 17,441 ~=-:149,172 154,001 Pes Lines 
I Sed ES TL Be ccee'e cee 105.9 1236 9252 954.7 71,990 84,056 629,163 642,403 “re ah . 
SE ee i e ! 4 ’ \ Sept. Sept.  Jan.-Sept. Jan.-Sept. Sept. Sept. dan.-Sept. Jan.-Sept. 
Sevtaly poses 57.9 57.6 352.2 110 39,340 39,160 239,496 279,805 19571956 1957 1956 1957 1956 1957 
English Edition ........... 1123 1028 «827.5 += 835.5 = 20,429 Ss«18,700 »=-:148,738 ~=_ 152,051 | Foreign (September) 
French Edition ............ 125.3 a8 836.0 877.3 22,795 19,474 154,016 159,839 | ‘ite International: 
Revue Moderne .............. 31.8 7 235.8 229.2 21,592 22,236 160,344 155,837 English Edition 92.5 74.7 624.7 610.6 62,985 50,915 424,915 415,310 
Revue Populaire ............. 25.3 37.2 1942 2566 17,716 26,027 135,948 179,640 Spani Seer 582.4 : Y : 
eS Ga 30.3 39.7 oa oan 21,249 27,832 183,879 253,614 oo eae ares esonays = = eS SS 
Saturday Wight ............ 346 40.0 . 2 14575 16,837 102,084 146,061 ific 
#Time-Canadian ............ 2349 2494 14346 1,778.7 98,595 104,720 602,490 747,005 neo — ROR ch 9 o3 Hy ae? sane ie amas yn) 
Total Group ............ 7259 “T06 53759 5863.1 “360,956 393,794 “2717844 ~ZOSE BEA | Semana .................... 438 587 4095 5155 18,410 24,640 171,990 208,110 
t Figures shown are for September issue. Two issues in September 1957; three issues in September 1956. 2 Not included | Time-International: 
in totals; figures shown are for September issue. Time-Atlantic ............ 137.8 109.0 731.6 570.5 57,820 45,780 307,230 239,575 
Time-Latin American ....... 154.1 105.1 7h ss 87,395 “ae 319,725 372,120 
Time-Pacific ...........+.. 107.9 945 8 . 45,255 39,65: 32,840 318,850 
‘Foreign (October) Valens 
Popular Mechanics: Visao (Portuguese) ........ 1443 1185 10488 8915 60,520 49,770 439,410 374,430 
Mecanica Popular (Spanish) 26.0 26.5 281.0 245.5 5,830 5,946 62,935 54,997 Vision (Mexican) ........- 21.7 178 139.7 115.5 9,100 7,490 59,660 48,460 
Mecanique Pupu'aire (French) 34.5 34.3 260.0 261.3 7,728 7,672 58,240 58.520 Vision (Spanish) .......... 74.7 598 587.7 5223 31,360 25,130 246,820 219,310 
#Populaer Mekanik (Danish) 13.0 110 75.8 55.0 2,912 2,464 16,975 12,320 NE hisn 3k stuacseh 999.2 6378 68311 64024 483,000 390,250 2892855 2914465 
#Popular Mekanik (Swedish) 90 @§©613.0 84.3 47.8 2,016 2,912 891 10,696 | + Cumulative totals are for March through September in 1956. 
rs. He reported IAA has 
International Ad 2 dey rome Seatawn Sends 
— = = -— = approved plans for monthly round | Pybjications Co. 
oe sane = Group Broadens Its __|*2ble luncheon meetings in every) Southern Trade Publications Co 
city outside of New York “in 4 


St. Paul. 
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You've got TWO to WOO 


AT THE HEAD-OF-THE-LAKES 


Superior and Duluth are separate 
markets, just like Minneapolis an 
In fact--Superior and Duluth 
are in separate states...and to woo the 
$282, 000, 000 northern Wisconsin market, 
you have to use the paper that people read-- 
The Evening Telegram! 


Evening Telegram 
SUPERIOR, WIS. 


& Mahoney--Natl. Reps. 


% 
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Activities Outside N.Y 


New York, Oct. 1—The Inter- 
national Advertising Assn. has 
crossed the 1,000 mark in mem- 
bership and is planning to expand 
its services. 

James L. Gilbert, exec vp of 
the IAA, presented a glowing 
progress report here last week at 
the group’s first fall luncheon. 

“Six years ago this month we 
had 300 members,” Mr. Gilbert 
pointed out. “Now we have more 
than 1,600. Of this number, be- 
tween 400 and 500 are located in 
over 40 countries outside of the 
U. S., and besides we have mem- 
bers in over 20 states of this 
country.” 

Membership in the IAA is on an 
individual basis. The association 
has added more than 200 mem- 
bers in the past year alone. 


s The IAA is planning new ac- 
tivities for its expanded member- 
ship outside of New York. Mr. 
Gilbert noted that an all-day 
workshop meeting will be held in 
Chicago Oct. 14 for midwest mem- 


To reach the ENGINEERING BRAINS of America, use... 


The Magazine of the Registered Professional Engineer 


American Engineer delivers your message 
to over 43,000 men who control processes, 
methods, equipment and materials 


The American Engineer delivers over 43,000 Professional Regist- 
ered Engineers. These men control the purchase of your products 
and services. These are the men who control your sales. 

Reach your market through the one magazine that delivers over 
43,000 Professional Engineers with each issue. 


*Official Publication of the Notional Society of Professsional 


Engineers 
Engineer. 


Membership requires registration as a professional 


2029 K STREET, N.W. ° 


WASHINGTON 6, D. C. 


Get full market and media information from 


NEW YORK, N. Y. 

Austin LeStrange Company. inc. 
420 Lexington Avenue 

Murray Hill 5-3277 


CHICAGO, ILL. 


LeStrange Company, inc. 
185 North Wabash Avenue 
Dearborn 2-0248 


BEVERLY HILLS, CALIF. 
Houston & Walsh 

111 N. Cienega Bivd. 
Oleander 5-8326 


which we have five or more mem- 
bers.” There are 31 of these cities 
in this country and abroad. 

In Europe, the IAA is planning 
to hold four workshop meetings 
a year, at four different locations. 
Mr. Gilbert also said that the Eu- 
ropean convention—inaugurated 
in Zurich in 1955 and repeated 
last month in the Netherlands— 
now has become a regular part 
of the IAA program, on a bi- 
ennial basis. 

“Several European’ countries 
are already bidding for the next 
convention in 1959,” he reported. 
A regional convention for Lat- 
in America is also under consid- 
eration. 


s Mr. Gilbert told the luncheon 
meeting that the IAA has in- 
creased its headquarters space at 
the Hotel Roosevelt and has add- 
ed two fulltime employes. 

“This will enable us to carry out 
plans which we have had in mind 
for a long time for increasing 
our library,” he said. # 


Northeastern Broadcasting 
Formed; Buys 2 Stations 
Northeastern Broadcasting Co., 
Bangor, Me., has been formed in 
the wake of Federal Communica- 
tions Commission approval of the 
sale of Aroostook Broadcasting 
Co. to the new company. The FCC 
authorized Aroostook to sell sta- 
tions WAGM-AM-TV, Presque 
Isle, Me., and WABM, Houlton, 
Me., to Northeastern for $525,000. 
Northeastern, a fully-owned sub- 
sidiary of Community Broadcast- 
ing Services, Bangor, is headed by 
Horace A. Hildreth, former U. S. 
ambassador to Pakistan. 


Heinz Promotes Ashcraft 
John M. Ashcraft, formerly 


Greensboro, N. C., has been 
formed to publish four trade mag- 
azines. The company has ac- 
quired the assets of the Allen W. 
Hill Publishing Co., Atlanta, and 
will take over three Hill pub- 
lications—Southern Appliances, 
Southern Plumbing, Heating & 
Air Conditioning, and Southern 
Industrial Supplier. It also will 


publish the recently acquired 
Restaurant South. 
The publishing offices will 


move from Atlanta to Greensboro 
soon, according to Emmet Atkins 
Jr., president of the new company 
and publisher of the four maga- 
zines. He was formerly managing 
editor of Southern Textile News. 


- Moves a Side-line © 
“Wpte a New Factory 


former ‘side-line’. 


sales manager of the Salt Lake 
Co., 


motion for hotel and restaurant 
products in the company’s mar- 


ters in Pittsburgh. 


City sales branch of H. J. Heinz! 
has been advanced to the| 
new post of manager of sales pro-| 


keting division, with os 


~“KMERICAN | 


Billy Bullet 
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“This business about a year 
ago, purely as a k time filler-in 
for our regular 


“Thanks to our RIFLEMAN adver- 
tising we are now in a brand new 
building, for exclusive use by our 


(Name on Request) 
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IFE 


N ESPANOL 


FOCUS ATTENTION around the world on your 
company and its products. Present them at their best to the 
people who matter most—in LIFE INTERNATIONAL and LIFE 
EN ESPANOL. 

With their large page size and superb reproduction, both maga- 
zines are unique in their ability to picture your product appeal- 
ingly in every overseas market. 

LIFE INTERNATIONAL, published in English around the 
world, and LIFE EN ESPANOL, printed in Spanish for Latin 
America, deliver a combined net paid circulation of more than 
635,000 every fortnight. 


With an average of 7 to 8 readers per copy, these magazines 
reach an estimated combined audience of 5,000,000 of your best 
overseas prospects—important people in the worlds of business, 
government and the professions. 


That’s why, through the first nine months of this year, adver- 
tisers have increased their dollar investment in LIFE INTER- 
NATIONAL and LIFE EN ESPANOL by 10%. 


Key people everywhere respond to LIFE’s International Edi- 
tions—as you'll discover when you advertise in their pages. 
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WOQRX Summer Sales Soar ‘Times Herald’ Names Lovell 


Summer business at WQXR,| James V. Lovell, formerly as- 
New York, was up 15% over the | sistant to the general manager, has 
same period last year. The up-| been appointed assistant general 
swing for the June 15 to Sept, 15| manager in charge of advertising 


period followed an alltime high|of the Dallas Times Herald. Mr. | 


in sales for the first six months of | Lovell has been with the newspa- 
1957. | per since 1928. 


Advt. 


want a COOKED 


Smithfield Ham 


this Christmas 


te 3 
: — 
~ en 


Gwaltney 


OF SMITHFIELD, VA 


and all YOU have to do is send us your list... 


we will mail the hams direct. 
Average size 7 to 10 Ibs. cooked. 


GWALTNEY peanut-fed 
SMITHFIELD Hamsare aged, 
cured, seasoned by secret proc- 
esses handed down to us from 
Colonial days. Long, patient 
smoking over hickory and apple 
woods, rare spices and herbs, 
have made their goodness fa- 
mous with gourmets through- 
out the world. A Cooked 
GWALTNEY SMITHFIELD 
HAM will be the most delight- 
ful, most highly appreciated gift 


Each ha ull 
you ever sent! in thie. a — 


GWALTNEY 4gijt-package. 


Gwaltney oF smiturieto, va. 
BACON Gin'siaost” 


Unusual? Sure! And Virginia-cured for 
an my heart _— Excep- 
Senet wet inexpensive. Average weight 
7 to 10 pounds. . 


P.D. GWALTNEY, JR. & CO., INC. 
BOX 105 
SMITHFIELD, VIRGINIA 


Dole Broadens 
Marketing of 
New Products 


Net Dips Sharply 
in ‘56-'57 Despite 
Highest Sales Volume 


San Jose, CaAL., Oct. 1—One of 
the most intensive advertising and 
merchandising campaigns ever un- 
dertaken by the Dole Hawaiian 
Pineapple Co. will back up the 
introduction of a series of new 
Dole products in selected midwest- 
ern and western markets. 

Hal M. Chase, Dole’s marketing 
director, announced that the mar- 
kets scheduled to receive the new 
Dole products—all resulting from 
the company’s diversification pro- 
gram—are Detroit, Minneapolis- 
St. Paul, Denver, Salt Lake City, 
Spokane, Seattle-Tacoma, Port- 
land, Northern California, South- 
ern California, Arizona and Ha- 
waii. 

In each of these areas, the in- 
troductory campaign will be 
backed by big-space newspaper 
advertising and saturation radio 
spots. Mass couponing also will be 
conducted in some markets and on 


REDESIGNED—Dole products are 


stepping out in new dress this year. 
Major change is that the brand 
name has been moved to the top of 
the can and placed against a white | 
background. 


certain of the new products. 

The campaign was developed by 
the company’s agency, Foote, Cone 
& Belding, San Francisco, under 


the direction of Hal F. Griswold, | 
Dole ad manager, and J. R. ten 


Bosch, merchandising manager. 


® Dole products scheduled for in- 
troduction in the Twin Cities and 
in Northern California are the new 
frozen pineapple-orange and pine- 
apple-grapefruit juices and the 
new Patricia Collier Recipe ready- 
seasoned green beans, 


beans. 


Detroit will receive Dole peaches | 
The new pineapple- | 
citrus juice blends were introduced | 


and pears. 


there during the summer as part 


of Dole’s market-by-market ex- | 


pansion of the juice distribution. 
The frozen juice blends, sea- 
soned green beans and tomato juice | 


peaches, | 
pears, tomato juice and cut green | 


ae | 


Cooney Shafer 


Advertising Age, October 7, 1957 
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+ 


Griswold Chase Peterson 


HUDDLE—Here, Dole and FC&B planners review campaigns to be 
used in Dole Hawaiian Pineapple Co.’s introduction of new products 
during October. Dole executives are Hal M. Chase, vp and market- 
ing director; John Shafer, general sales manager, and H. F. Gris- 
wold, ad manager, Foote, Cone & Belding men are Charles Cooney, 


account supervisor, and Roy 


will be launched in Southern Cal- 
ifornia, Arizona, Portland, Seattle- 
Tacoma and Spokane. Denver and 
Salt Lake City will receive the 
pineapple-citrus juices. 

The Dole brand will be further 
supported during the campaign, to 


vertising for the annual Dole Ha- 
waiian Harvest promotion of pine- 
apple products. 


\s Dole had the highest sales vol- 


jume in its history in the fiscal 
lyear ended May 31. But earnings 
were off, as a result of (1) the 
lcosts of its diversification pro- 


start in October, by national ad-| 


Peterson, account executive. 


gram and (2) lower prices and 
profit margins resulting from 
competitive marketing conditions, 
Henry A. White, president, said in 
the company’s annual report. 

Sales for the 1956-57 year were 
$81,521,042, compared to $71,808,- 
562 for the preceding 12 months. 
Sales for the previous year includ- 
ed only six months’ sales of two 
new subsidiaries, F. M. Ball & Co. 
and Paulus Bros. Packing Co. Had 
sales of these been included for 
the full 1955-56 year, sales would 
have been about $80,000,000, the 
report states. + 


ADVERTISE 


ROANOKE? 


Number 9 of a series 


Realistic merchandising by the 
ROANOKE NEWSPAPERS insures 
og support of your product 


| 


< 


Results: 


© alert editorial support 
© advance dated bulletins 
to merchants and chains 


@ follow-up calls through 
the entire market area 


Your dealers have the time and the interest to 
* profit from tie-ins, displays, and prometions. 


16 counties.. 
a completely ~~, 
dependent market 


in 


Roanoke—Your ‘key market in western Virginia 
is covered exclusively by the 


poanoey 
“ROANOKE 


<> TIMES AND WORLD NEWS 


For full information write Saw yor+Ferguson> Walker Co., Notional Representatives 
! 


ROANOKE NEWSPAPERS NOW OFFER SPOT COLOR 


onvainguez les leetours Onn nents 


du Ohat— ils en parleront aur autres / 


EVEN IN FRENCH IT’S: “Sell the POST f\ INFLUENTIALS —they tell the others!” 
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Miller Free Beer | Drive for Instant Broth Set 
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\cials on six New York stations are| BBDO Adds DuPont Export Sutton Names McDermott 
Romanoff Caviar Co., New York, being used. There also is a); E. I. du Pont de Nemours & Co.| Sutton Publishing Co., White 


Offer Spurs Fans has launched a 13-week advertis-| heavy consumer sampling sched-|has appointed Batten, Barton, |Plains, N. Y., has appointed James 
load campaign to sell MBT instant|ule through store demonstrations.|Durstine & Osborn to handle its|R. McDermott editorial director of 


MILWAUKEE, Oct. 1—The ex- 
travagant adulation of Braves 
fans for their entry in the Na- 
tional League race of 1957 was 
matched by the radio sponsor, 
Miller Brewing Co., in the cam- 
paign just brought to a successful 
conclusion. Miller gave away an 
average of eight cases of Miller 
High Life per game in a “lucky 
listener” contest devised by E. G. 
Ball, Miller advertising manager. 

Miller used two local radio sta- 
tions for its baseball broadcasts. 
Blaine Walsh, for WTMJ, and Ear! 
Gillespie, for WEMP, worked as 
a team, however, rather than at- 
tempting to compete for the fans’ 
attention. 


® A case of beer was given away 
immediately after each key hit or | 
defensive play. The announcers | 
had 250,000 names from which to | 
choose, as the result of Miller’s| 
invitation to fans to register for 
the contest. 

Interest in the Braves, free beer, 
or both, is not confined to Wiscon- 
sin. Thousands of fans from ad- 
joining states attempted to regis- 
ter for the contest. George F. Gill, 
assistant advertising manager of) 
the company, was given the as- 
signment of advising these un- 
fortunates of their ineligibility and 
of extending them a cordial in- 
vitation to visit the brewery on 


| 


their next trip to the city. + 


Brooke, Smith Names Two, 
Moves L. A. Office 

James O. Thompson, formerly 
copy chief of Stromberger, La- 
Vene, McKenzie, Los Angeles, has 


joined Brooke, Smith, French &| 


Dorrance of the Pacific Coast, Los 


Angeles, as copy chief. The agency 
also has named Jean Replogle, for- | 
merly media director of Johnson & | 
Lewis, senior media buyer in its’ 

The agency, as part of an ex- 
pansion plan, has moved its Los | 
Angeles office to larger quarters at | 


Los Angeles office. 


1741 Ivar Ave., Hollywood. 


Fisher Appoints Weiner 


Robert A. Weiner has been! 
named an account executive and | 


new business manager of M. M. 
Fisher Associates, Chicago. Mr. 
Weiner formerly was public rela- 


tions director and an account ex-. 


ecutive of Kuttner & Kuttner. 


STRATEGIC 
ADVERTISING 
COVERAGE 


OF THE WORLD-WIDE 
$38,000,000,000 
Military Market 


The six world-spanning Army 
Times service publications are 
the mass circulation medio read 
most by the militory. Write or 
coll for full information. 


ARMY TIMES + AIR FORCE TIMES * NAVY TIMES 
The American WEEKEND - MILITARY MARKET Magazine 


The ARMY-NAVY. AIR FORCE REGISTER 


ARMY TIMES 
PUBLISHING CO. 
2020 M St., NW * Washington 6, D.C. 


U. S. OFFICES: Chorieston, S$. C., Chicago, Hono- 
tuly, Los Angeles, Miami, New York, Philedel- 
phia, Son Francisco 
FOREIGN OFFICES: Fronkfurt, London, Poris, 

Rome, Tokyo 


protein broth as a broth and as a|Paris & Peart, New York, is the|export advertising. Robert Otto &|Electronic Equipment. He was 
flavor booster. Spot radio commer- | agency. Co. is the previous agency. ; with McGraw-Hill Publishing Co. 


a > Sar Denver, Colorado . . . 67,242,000 
a # a5 ge 
ee i Br, i . rie Reach and sell San Diego — Young Giant Market 
we pre, , of the West — through the 83% saturation coverage 
oe ¥ pc Re ‘ of The San Diego Union and Evening Tribune. 
sags “a te Sales estimates copyrighted 1957 Sales Management Survey of 
- ere Buying Power. Further reproduction not licensed. 
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VED SAN DIEGO- 
\ YOUNG GIANT MARKET 
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1956 Gasoline 
> Service Station Sales: 


_ $77,128,000°° 


With 1956 gasoline service station sales totaling 
more than $77 million, San Diego ranks 19th among the 
nation’s 262 Metropolitan County Markets . . . 


bigger than— 


Seattle, Washington . . $74,285,000 
Cincinnati, Ohio . . . 73,515,000 
Atlanta, Georgia . . . 73,342,000 
Dallas, Texas . .. . 71,983,000 


/ i ae K 
f Se, A “The Ring a) of Truth” 
3 iw COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California — 
Northern Illinois — Springfield, Illinois — and Greater Los Angeles.. . 
Served by the COPLEY Washington Bureau and the 

COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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cy, started his business 18 months 
Albie Thomas Advertising Co.|ago in his Honeoye Falls, N. Y., 
has opened new offices at 154|home. He was formerly advertis- 
East Ave., Rochester, N. Y. Al-|ing and sales promotion manager 
bert H. Thomas, head of the agen-'of the McFarlin Clothing Co. 


Thomas Opens Office 


xk * 


HENNESSY 


HOLIDAY 


84 PROOF COGNAC BRANDY Schieffelin & Co., N. Y. 


His salary jumped 
overnight from 
$8 500 to $13,750 


... He did it with a single 
classified ad in Advertising Age 
at a total cost of $12.50 


Incredible? Not when you know the basic facts. Over 
40,000 copies of Ad Age are distributed each Monday 


Goodman Book 
Blasts Admen as 


Clowns of Commerce 


New York, Oct. 4—Welcome, 
Walter Goodman, to the ranks of 
the Madison Ave. muckrakers. 

Mr. Goodman, a Redbook editor, | 
is the latest to put Madison Ave. 
in a rotisserie and baste it well on 
a slow-turning spit. 

His book, “The Clowns of Com- 
merce” (Sagamore Press, $4.95), 
will be published next Tuesday. 
It is billed as “an irreverent in- 
vestigation into the motives and 
morals of the professional per- 
suaders.” 

Leading off with a dig at Ap- 
VERTISING Ace (“a publication 
which stands in debt to America’s 
advertising industry not alone for 
its revenue, but positively for its 
raison d’etre’”’), Mr. Goodman goes 
on to explore various aspects of 
the Madison Ave. scene-—brain- 
storming, testimonials, toothpaste 
advertising, trading stamps, mo- 
tivation research, the lipstick war, 
McCann-Erickson’s molding of 
Bill Lundigan into “a mechanized 
version of a centaur” selling 
Chrysler. 


s “The Clowns of Commerce” is 
a disconnected series of articles, 
many of which have appeared) 
previously in Commentary, The 
|Nation, New Republic and The} 
Progressive. Mr. Goodman strings | 
them together on a_6 satirical | 
sword, finding that the comical,” 


ing world at its best is “comical,” 
at its worst “pathetic” and “dan- 
gerous.” 

Mr. Goodman tries valiantly to) 
keep his “irreverent investiga-| 
tion” on a light, whimsical keel. | 
He wants very much to find the) 
whole spectacle laughable. In the | 
end, though, his laughter is 


to key advertising, selling and marketing executives in 
the United States and Canada. 

And one of the best-read, most-used features in every 
issue is the ADVERTISING MARKET PLACE. 

That’s where buyers and seller put their heads together 
for fast action. That’s where a single “Position Wanted” 
or “Help Wanted” ad hits home with a bang. 
So—whether you're “buying” or “selling’—you'll get 
fast action in the ADVERTISING MARKET PLACE. 
Try it by using this handy form today. 


Use This Space to Print or Type Your Classified Advertising Message 


Classijied Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


| am enclosing $ 


My Name 
Street 


1___State 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


Clip and mail 
this form to: 


“edged with bitterness.”’ Consid- 
jering the adman as a clown, he| 
concludes: 

“The tricks the admen work at 
|so hard never quite come off. And 
the ultimate failure is always the | 
same; the game is not worth the | 
candle. No matter how careful the | 
planning, how scrupulous the at-| 
tention to detail, a tube of tooth-| 
paste will never be important) 
|enough for all the paper lavished 
jon it, all the color, all the man- 
‘hours, all the talent. 


|= “The new model car cannot rise 
to a salute which in previous ages 
| would have been reserved to 
jreigning monarch for all its won-| 
| ders; the latest musical extrava- 
_ganza must wilt under praise fit 
'for the Almighty. And so every 
brainstorm session becomes a par- 
| ody of itself. 

“While all clowns are funny, no 
‘clown is just funny. This rosiness 
of his world free of mundane 
troubles is only apparent. Upon 


|sorrowful knowledge, with bitter- 
‘ness and, at its highest, with trag- 
|edy. Chaplin has drawn our tears; 
|Lear’s fool has touched our souls; 
Mencken has pricked our fat seat 
of contentment; Shaw has turned 
our values upside down. 

“But the admen take them- 
selves and their work and their 
\world far too. seriously; 
/would never consciously risk jar- 
ring anybody’s values. Like their 
ancestor, Malvolio, that ‘affec- 
tioned ass,’ they are ‘sick of self- 
love.’ 

“Each time they put a match to 


a cigaret whose campaign they | 


|planned, they become Promethe- 


|investigation, the joke turns out) 
\to be discolored, streaked with a) 


they | 
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expose of the motivation research advanced student, for a two-year 
world, has hit the spot at the training program as copywriter. 
point of sale. |The agency had four seniors on a 
The book is currently in its|two-month training program this 
eighth printing, with sales ap-|summer, and will accept seven- 
proaching the 100,000 mark. It|month trainees as soon as they 
has been on the best-seller list for|are available, according to Prof. 
18 weeks. For six weeks, it was|Wesley H. Maurer, chairman of 
No. 1 on the non-fiction list. | the journalism department. 
It is a Book Find Club selection, | 
and Pocketbooks Inc. has bought | Tandy Gets Joy Dog Food 
the reprint rights. | Tandy Advertising Agency, 
David McKay & Co., the pub-| Pittsburgh, has been appointed to 
lisher, has been surprised by this handle advertising of Joy dog 
response. The company told AA|food. The manufacturer is Best 
this week, “This is a market we|Feeds & Farm Supplies Inc., 
didn’t even contemplate.” # Washington, Pa. A test campaign 
is being launched in 22 markets. 
U. of Michigan Trainees |Television, radio, newspapers, 
Named for Fall Work |outdoor and direct mail will be | 
The University of Michigan's | “Sed. 
department of journalism has 
announced continuation of its|Lynge to Chapman-Nowak 
training project for advanced stu-| John E. Lynge, formerly an ac- 
dents on newspapers and in ad-|count executive with St. Georges 
vertising agencies. |& Keyes, has joined Chapman- 
Campbell-Ewald, Detroit, has|Nowak & Associates, Syracuse, 
accepted Culver Eisenbeis, an|N. Y., as public relations director. 


Color means 
SO much... 


Yes. Color in your newspaper ads means so much 
MORE ... in attention nalue and sale! And color 
advertisers, in this newspaper, have increased their line- 
age by more than one-fourth during the past 

twelve months. There must be a reason. 

There is! It’s results You can do 
the same. How? Schedule your 
newspaper color in the . . . 


* 
—— 


Los Angeles EVENING 


HERALD-EXPRESS 


Represented Nationally by 
MOLONEY, REGAN and SCHMITT, INC. 


i 


wow! REACH AMERICA’S 
RICHEST MARKET 
WITH ONE PHONE CALL 


" OXford 
5-1600 : 


. 
NEW YORK CiTy . 
. 


\ 


7 2 MILUION *, 
+ PASSENGERS A DAY ° 
_-——".. ON 2,400 BUSES | - 


SURFACE TRANSPORTATION ADVERTISING INC., 
wholly owned subsidiary of Fifth Avenue Coach Lines, 
Inc., now offers car card space in 2,400 buses carrying 
2,000,000 passengers daily through the richest 

market in the United States—New York City’s 
Manhattan and Bronx, and Westchester County, 

highest per capita income county in the country. 


jus. Such is the stuff of pathos, | 


|and in the fraternity of clownship, | 


|pathos is as high as the admen 
|have reached.” # 


“HIDDEN PERSUADERS’ 
-NEARS 100,000 SALES 

| New York, Oct. 4—“The Hid- 
iden Persuaders,” Vance Packard’s 


* e 
@CALL: Charles A. Livingston . 
e Executive Vice President . 
ad Surface Transportation Advertising Inc. ° 
4 116 West 32nd Street, New York 1, N. Y. * 
:  OXford 5-1600 : 


i 2 ih ae ey RS is 5 SS aeee ae Bhd ee Wicca cn ple te. nw) GE ar a ods oa Pe ve ee Be ge a 2 ‘ Peri. fos oc RR eS Se 3 A ay 
a ee ‘ PR I gi Oe ge cele eae ke. cea a ee. ee coe oun ia Sa ae 5 igs oe a a eo ey So RN Sd et sag cae pe pce 
she ep ae, oe eee + — ae eR er eee ie. a a i a as eres Nie, a Re ie ec Es rom Pegs ch ad ee pe a Se a on se ies 
em : d z ee aii | Ae. ee ae 3 _ raped * at es : tedes q : ui a ae 6 sey a a ae = Ses Been.» > epee AR aga 3 inns nee ‘ 
seat : ae Bar as —— § in ae ise Sot aban, Bg ae : So eee Ser Le gp, ead fe ere ee Pe 22 Seana * 2 a aati Bot a Fr aa < 
a is i ae aie ee - ee. Tae Oy Uae = Sie. it ee ee ae a5 ol | eae a alas is ew ee a, ee a: ae ae bie a ie 
|| : 
| ee 
; BO RRS Sos SE a 
2 Se 
= Wd — ao 
: . ww , BS | . 
: V Ai! &: | 
: “/) af eS | 
: ap r/ y 
: yi) |e ° / iff : 
af) i t 
; rh) \ tf > 
bay y - / 
; the Sasson! 
+ Fs | 
; CR, , Vy 4 of i 
AWS; : 
2) ‘ Re, yor. i h hy £3 | 
: Ee Give them a happy . | 
ie te, to 3 | 
: Oe Sto” af _ e | 
ti %, ~~ ae E ‘ 
. / Po 
7 ~~ — H 
ge . % i 
. see : 
x x a a . | 
. Ree, | 
Ss | 
’ 
Be. —— 2 
4 oe ' 
* i fo et ai 
: | Soe 
i is 
a , , 
: OS pega ele alae ‘ . : 
| 1 a a 
fe “ss ‘ 4 - : : 
a | 
i 
oh 
é es x 
x bl >> - x 
ra Po . 
al \ a ‘ ; 
4 tou «| 
. a ve. : 
+5 7 
7 . 
ae | 
;% 
a 
=: 
. 
os 
ia 
: eo oF 
r 4 y 
. e 4 e? ee @ « e 
: a i ° « 
. 
a ‘“ : 
a . 
i 
9 \ . 
oe rT “ “< 
cr) - | | \ . : 
= ae ve te = Sh cg 
sf |e. =~ ae ,o9™e 7, 
e\- -\h eerie. . 
ioe Ww 2. ’ SS ° < . bd 
z j q) F ‘@ — . » 
ae \ ; ili ° a 
a —_$_$__—— eo 
3 ———— ee 
naee 
Ps ie “ir, 
B nl aa . . : 
= ee se le ED te @® : 
®eeeeene ® 
—_—_—_—_—_—_—_——— 
a 
—_—_— ‘“ 
ay 
SSS 
_— i 
NS ee 
——— — ——— Z 
sh Se Pp 
a ‘a 
ee ete eeeeeeeseeeseeseseeeese, i, 
SS a a i ee : 
; ; | yd a ae | 7 
z > ; 4 
eo a RIES i oui arias eri, baal eats pie atu a ie eae eis. : batt: ahaa : Saaanniraceainia : ; 
a aa a a mE NE ey. ane ee Ran el hee . 
_ actescegs ieee pers; pee ioe ae as Se os guess = s ee A ig ea hie ea ae yet rae ua: Poa PRE Pte so = fe BA fr ae a ee fy a 
ii SCS RR CRIS oe Tepe HM cea. 1 ee re es le Tce Ranked oe : ; : : Be ae ‘ ao - sli, : Aig! 2% : eisiplatatn weit oe 
Sage A Weg I RR re SP ee eee ee ee ee ea ee yt eae eee ia Sse ee a9 ak ai aaa Os ur eR Shain eB bea ioe ae ame: ehh, pepe eva ; hg pin ae at Ea 


Advertising Age, October 7, 1957 


L. A. Discounter Sets 
Ad Push, Aiming at 
1,000,000 ‘Members’ 


Los ANGELES, Oct. 1—La Brea 
Sales Co., which calls itself the 
largest discount house in | 
ern California, begins its first ad- 
vertising this week with a $300,- | 
000 ad budget, the major share of 
which will go into television, with 
some radio also being used. 

All Los Angeles tv stations and | 
several radio stations will carry | 
schedules on a five-days-a-week | 
basis. 

La Brea has 410,000 courtesy 
card memberships issued through | 
labor unions, clubs, church and 
fraternal organizations. The ob- 
jective of the ad campaign is to 
increase membership to 1,000,000, 
according to Norman Lamoreaux 
and John Batts, who head the or 
ganization. 

Established in 1947, La Brea 
has a 120,000 sq. ft. outlet in Los 
Angeles, a 40,000 sq. ft. building 
in the Vernon manufacturing dis- 
trict of Los Angeles, a 75,000 sq. 
ft. outlet in Fullerton, and a 100,- 
000 sq. ft. outlet in Whittier. 


® The outlets have departments | 
for major appliances, including 
television and hi-fi, small appli- | 
ances, furniture, carpeting, jewel- 
ry, sporting goods, housewares, 
gifts, toys and clothing. They also 
sell insurance, airline tickets and 
new cars. 

Company officials would not re- | 
veal sales figures, but they assert 
that they sell more white goods 
than Southern California’s major 
furniture chain. 

Tullis Co., Los Angeles, is the 
La Brea agency, + 


Pennsylvania Publishers Elect 
David M. Turner, co-publisher 
of the Towanda Daily Republican, 
has been elected president of the 
Pennsylvania Newspaper Pub- 
lishers Assn. Other officers elect-| 
ed are Stewart Townsend, pub-| 
lisher of the Sharpsburg Herald, 
vp; Richard A. Swank, publisher 
of the Duncannon Record, re- 
elected secretary-treasurer. 


Pheoll Promotes Two 


Jack Lewis has been named 
general sales manager and Pete 
Lindsay merchandising manager 
of the commercial division of 
Pheoll Mfg. Co., Chicago. Both 
positions are new. Mr. Lewis pre- 
viously was technical sales man- | 
ager; Mr. Lindsay was advertis-| 
ing manager of the commercial 
division. | 


| 
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Cary MATIC | 


59 E. Ilinois St., Chicago 11, Il. 
Whitehall 4-2930 


| STANLEY A. LOMAS has formed his 


| Publications, 205 E. 42nd St., New| was said by ABP to be $496,000,- 


own agency, Stanley A. Lomas Co., | 
with offices at 350 Fifth Ave., New 
York. Mr. Lomas was most re- 
cently at McCann-Erickson, where 
he was a creative group head. 


ABP Publishes ‘Fast Facts’ 

There were only 10 business | 
papers in 1850. There were 800 by | 
1900—and 2,029 in 1956, accord-| 


ing to the 1957 edition of “Fast|295% and tv (1949 to 1956) by 
Facts on Business Papers,” pub-/|2,071%. Business paper ad vol- 
lished by Associated Business | ume (including production costs) 


goortt — PULSE NiELse,, 


NUMBER ONE RADIO BUY 


SAN FRANCISCO - 
Kos KOBY Kosy 
See Petry 


See Fore 


York. Business paper advertising|000 in 1956, and ABP forecasts 
grew by 595% between 1940 and that 1957 volume will be $545,- 
1956, the booklet says, while ra-| 600,000 and in 1958 it will be 
dio increased by 162%, newspa- | $600,100,000. The 24-page booklet 
pers by 305%, magazines by |is available for 10¢ a copy. 
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EVEN IN CHINESE IT’S: “Sell the POST 


INFLUENTIALS — they tell the others!” 


Donald Klauber, Station Sales Manager of Associated Artists Productions, Inc., tells: 


‘““‘Why Popeye had to race to Texas!”’ 


“Kids were clamoring, advertising sponsors waiting! A 
big TV station's popularity — and profits — were at stake ! 

"As usually happens, when KDUB-TV in Lubbock, Texas, 
finally signed up Popeye—one of America’s hottest daytime 
programs —they needed those films in a real hurry ! 

So we raced Popeye there — via Air Express ! 

“But launching a TV cartoon series is only a small part 


of our story. We use Air 


for our full-length feature films — with only 600 prints ! 


CALL AIR EXPRESS 


“We could not run this business as economically without 
Air Express ! 

“A 15-lb, shipment, New York to Lubbock, Texas, costs 
only $9.47 with Air Express — $1.36 less than any other 
complete air service. 

“What's more, Air Express uses radio-controlled trucks 
to rush many of our shipments co and from airports — and, 
whenever necessary, a private wire system to trace shipments 
instantly. It really pays to use Air Express regularly!” 


—_— @& Air Express 


Express for 50,000 theater dates 


—_y— 


30 YEARS OF GETTING THERE FIRST via U.S. Scheduled Airlines 
. .» division of RAILWAY EXPRESS AGENCY 


a a “Ae ee a! ee —- eae So 5 Seine agi ae Cs ss aa Bi sa) a : es Se ie ee ie nc hy ae nr ig els ee é. 
a eee a oh ee + eee eee eee an le ar ; cee ey) eae nn Dae ee eer “tt te Pires) tino Par Bai cs ys Se Sa eae ana Ted aie ; i 
Oe es ie IS, ca) ie ee ae pee a r rarer ee a EN ean Seri. pee ee Pe mee ie er ee ce oe 
eet Milage ae Bae eee Tae 2 erate ot “nak eee Dee ROE Coane eek ac SE 2a i Mai geo oye) aa aes ae Pa ay 3 Ad Ng a Se cee bee = Ol ai ST La i i or ia etd a 
ae SE, paate n : a as : agit gate ape ai WES an Sr oe ice sou Tees ty ei tor irl <a a pit tne ea. 
ig ee ee yore: =e Coa al oe eee Seine coh ap age ee ee eee =e REESE. Tine ES nS pan Ft EINE SRT 
Mae Eb eee j ‘a ee sis vA * = ‘aaa es sii Se” isd eae ae oe Bees o2ey at) 24 ; Te <a . — 
eS = 4 a <i sa f " a 2 eae ae r " i ; . ee | Se ae 7 = ae en Ree “Na i c 
{ og 
Shiner 
eC 105 Tom 
i] Rest ui oe 
a ee 
ee ‘1 == 
/ ‘ 
mines Aa 
ae aie 
! ‘ 
' F DENVER 
&. ‘J ala 
" oe 53 
é fee 3h, 
| ch 
' 
. | 
; | LL LLL, 3 
> al s 
he 4 ns ge Wet 
7 ye! 
ee = 
Or ee 
ae 
oe ae. 
P makhted 
| AO 
fe. 
oad 
fi : Py 2 
a ta 
— — ee - we mi 
Bei 
+s 
r ts 
ieatincmncnesiniiienindail Se ee ee a Se ee mes 
$$$ 5 oe 
i 
” é - * . . . * ~* 7 me ¥ 
F “4 . ” aes © es q hy 7 Sh Sie oa fhe ‘ ee (ania : « : “de i gC lhce a Fi: 5 
: are 
a ‘ . " i " * P ae 7 ue 
4 Beenie, ah ats 4 . , wes 
vy a : 
y & : 
‘ arch 
A A ea aes R mn 
; mie aa: é a i 
er ae — CN aarp 
3 a Roe Se ae nae 
x Sa ) a eg Saga et tentin a ae 
rhe: ca. | ree ye nt ee eae 
i . sid cite aes pie ae eg ieee : he 
. > i ear ale “, of 2. ea ae (ee 7 ee 
w a art: rg . : Q oie Seren een Seti * Bot St ath 4 mig 
The nag # At P ay. a ee 2 EE a ee 
x coe ei abd EO BS eT cee Bee ee ee ge pe 5 wee a 
; oe y ; % ia Saeed pone Tee ne) no AE 
# *. ~. Bd Set  — Reet ee a re i _ ES eae 
E ae ER e ye, cy) eee eee st 5 ea ana lk me ee 
ry re R yoo oe Wiiet ¥ 4q oN. mate om ie oe ae Pa Ficase i es gst 
“ : ee : Tae aS a he ae ) ill 
A a | ‘c: =, a IE Se mk esa AS," Ps 
. “s oe & = , ae es ce ene ge oe ae ee Se 4 
“<< : “L sie a al 3 Beso) ne aor , ze 

Ps, -. =, : i < se * i, “er Wire Paty Bai An Tose ed \ Ce 
F ae. “ Pe: ‘ 5 R “a ae = SE my oe 
« = aN 5; ‘ ng é na : dials pe 
i we. a Che ms = bait tee sat, 2 ae 2 ae 
; ig ral : he, D Eien ee se ome ree 
pe 4 ee a ee ee Peli L 

: ar? Aaa ad z 3) <i Plt ‘ 
: , ae ; ; sl Nie en a 25S eee, hes 
f ‘ 8 : i F a te aS Bae 
"ae ee a 4 Nan “ goes —e ~ an fa ’ ‘ Be 
pit a ae a2 ia a ee ay alee: . a 
ae OF hes i ic las ; * Bag SR ME oe oe a tae 
0 SS ik Ha ; are: ep wis — ' ot 
é . : Ga ie eee a 8 i el Oe, ee er a eee Me ‘ Se 
‘e a! aii hy Samaras a a a ae ¥ a al ah a * 5 ‘Cy 
, ae i oe Be n Ieee * Wipe caesar GAS a 4 Bae. 
4 an \ —— Cl ( tl E AR Scene oe 
£ “ee __ a ¥ ae ‘| 3 q eure en ee gery Mga Br laemcatan caret ges 

; 3 a en” wee = “tae im isin i tae ne mar 
4 : gf r aa +i ee ae: ce a aie ki rete - 

. be \ P g Fos aaa m4 ees 

’ , - Ses 4 ey 7a vy ; 

yi - =i oar ie “ 2 

; ‘ ; & 12S oa TAP S 7 a oats ee 
: ’ ‘ ; ieee 3 2 ia a lg et 

= ‘ Sia = se ae Lies Sige be mele ux 

i : , a A: 7 ee BME Sect. SAM Te aA. 

, “ere a ? ae oe aan eons 

' j j Ba 7 Sete i ee oe ee as aa. 
anes = Le pele af ps ee) ot eee ee 

i ee ee ee SE ie 

: ee eee ha 9h eat 

; 7 ee i citi fe i “ ‘ ae 

‘oe is ark ky Allama 5 8) PERRET EAE teal OS ie NS ng eye ae aan ae 
; | a. : ‘ . eee Ee) et ee i hay eas erg 
Le Oe —— ES Sieg eee ays 

i I a — * ae al foes ee Fa . “ee a Ne gaat ns ee ena tal fea So. ac Ae epee 
ae rete at ee z = eter” eas ct WRT EGE 22 eae Bt: 

i ' at 4m. ‘ fis sr at EO ees : i eta = 7 ca 

‘ poet : = sa a A Es “ a 
a ; ee Re ey ’ dy; r “ ye = re i > a 
a | 2 ee eee NG RR ee . : ae, rrr) 
. os Ce. = Mee ae a ee a is dl is a pas 

, BR a é ; "Wie eee ig eee ; 

: ‘ | : ee, ufo _ eats 7 eed ee ee 
song nV leh ; é , " eae Es ede : : Pt See ce eo ae ea ee Sire 
i e in Ae Bee ee. ;  - ete ieee eae ea 

ee a 5 r aie an age ae vie 

in | . ¥ 4 eee y teAY pa ’ a gam Pais a oe peer oft oe 
ook : a i i aa ihe me to (oat i Wet 
eae ee oh - } pet Be ea” De. , e 
E EES ae a 2 2 i’ 
; . largest PEELE REL Ube oe PPE Eg LT eas aan a ie 
. graphic 
ie Ata aK enn 4 ee 3 
4 KJ 02, low prices . 
: Singleweight Quantity 5x7 8x : 
glossy 25 $ 2.75 $4 
prints 50 4.50 6 
: 100 8.00 9 | “ai 
5 250 17.50 22 : 
a 500 30.00 om ONE 
iii 1000 55.00 75 = 
Negotive 1.15 1 ees 
Po re 
\ ont 
= fi she 
= } wus 
‘ acsspamiasiebesiciinadttiaiiny An fre 
‘ tout 
: Po ee ‘ 
it 
“i ae be eS a= " t baa) is f . re 
ee il aay alana, ; i a IR etc “ff eK enna oP non. ie i al iia is ge 2 ge RR a a oe ri eo eid 
ee ; ie. ete es oT J eee Yeeeah af ot ag ee eee Peter eT. ae ems PO ee a Se 
eee és Rie eo ee Nee ye ys s 5 z Leet % Sh mies et oc a2: oe ea eee Ae AN Pa i “ss : 
je ge iy > GG See. a Pe ai a 5 ally : Ry ies 2S a ee pee ae i ; ioe 
eS: toc) See ie etre pee | ER: aS Tis wale ee tl i ae aa eS oe ee eee eae ke Same mi Ne : Bm ey 


¢ 


106 


| WBKB Gets Two New Clients | Air Express to Boost 


Two Chicago companies—Okla- 
homa Oil Co. and Community 
|Builders (both handled by Mary- 
lland Advertising)—both heavy 
lusers of local television, are spon- 
|soring full-length feature films on 
|WBKB, ABC’s Chicago affiliate, 
this fall, Community Builders be- 
gan Oct. 1 and Oklahoma Oil on 
Oct. 3. 


“THE MOST 
EXTRAORDINARY | 
CHRISTMAS 
CARDS IN 
ee AMERICA 


"Send 41 for 5 useable sempies 
or write for illustrated folder 


KOEHLER CARDS 
DOPERSBURG 2,PA. 


* 


HOUSE ORGANS 


This form of advertising can make sweet 
music. But the copy must SING! Need 
not be expensive. (J publish one on a 
blotter). Pree copy! Phone HA 17-9187 


“Hat Flr Bott’ 


Leo P. Bott, Jr., 64 E. Jackson, Chicago f 
ASO ATRL TS LCE: 


News Weeklies Ads, 


Cut Business Papers 


New York, Oct, 2—lIn its 
$500,000 campaign for next year, 
Air Express has decided to step 
up its volume of advertising in the 
news weeklies, while cutting back 
heavily its use of business publica- 
tions. 

Henry Riegner, assistant gener- 
al advertising manager of Trans 
World Airlines and chairman of 
the advertising sub-committee for 
Air Express, said that beginning 


in business papers would drop 


Jan. 1 the Air Express schedule | 


|by Mr. Riegner as the reason for 
paring the heavy business paper 
schedule. While circulation in the 
news weeklies was averaging $4 
a thousand, Mr. Riegner said 
many of the trade publications now 
dropped cost $16 to $20 a thousand. 

The committee has decided to 
|discontinue the testimonial cam- 
|paign it has been using the last 
few years. A new copy theme, 


used, Mr. Riegner said. 

While the testimonial campaign 
had excellent readership, Mr. 
Riegner said, “Too often in the 
playback there was confusion in 
identifying the advertiser.” 

Burke Dowling Adams Inc., New 
| York, will handle the print media 


along with a new logotype, will be 
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from 15 to five publications. He |campaign. Dickie-Raymond Inc. 
said Air Express would extend its | Will handle direct mail and dis- 
use of Business Week, a Bhs advertising. # 

Business, Newsweek, Time and . 4 

U. S. News & World Report, and | Thorsen Joins ‘Good House 
in addition would run a schedule| Sig Thorsen, formerly Chicago | 
in the Wall Street Journal. 


* 
a 


representative of Electrical Dealer, | © 


duplication of audience were cited 


High cost-per-thousand and the | has joined the Chicago sales staff | 7 


|of Good Housekeeping. 


Here’s an Old Timer’s Secret 


How come you get greater response from advertising 
in MICHIGAN FARMER? Because 9 out of 10 Michigan 
farm families read it regularly. Why the statewide pop- 
ularity? Concentration on Michigan agriculture alone 
—more than 100 years of it. 

What about farm income? Right up there. Michigan 
is a top-third state. And Michigan farmers diversify 
more than those in any other state. They keep the 
dollars rolling in steadily all year long. 

Why not include the prosperous states of Ohio and 
Pennsylvania, served by THE OHIO FARMER and PENN- 
SYLVANIA FARMER? All 3 papers are published twice 
each month, gravure printed in 4 colors to save you 
the cost of plates. Write 1010 Rockwell Avenue, Cleve- 
land 14, Ohio, for more facts. 
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THE OHIO FARMER, Cleveland 


PENNSYLVANIA FARMER, Harrisburg 


i. 


CIGARETS?—Prize-winner at the “I 
|\dreamed I went .. .” party of the 
Women’s Advertising Club of Chi- 
cago was Delores (Dee) Malmsten. 


Trendex to Offer 
Data on Sponsor 
Identification 


New York, Oct. 2—Television 
Advertisers Report, a new supple- 
mentary service to Trendex Inc. tv 
ratings, will be issued for the first 
time Nov. 22. The service will pro- 
vide depth information on network 
audience characteristics, Trendex 
announced. 

Data in the new report will in- 
clude: 


e 1. Sponsor identification index- 
es, with percentages of viewers 
who correctly identify, misidentify 
or don’t know the sponsor of a 
program or any of his products. 


e 2. Audience composition index- 
es for daytime and evening view- 
ing, broken down into time periods 
and individual shows (indexes will 
show averages of men, women, 
children and total viewers per 
set). 

e 3. Program selectivity indexes 
for evening programs, pointing out 
who in a family chose the particu- 
|lar show being watched. 


e 4. General average table of all 
network programs by type, show- 
|ing rating, sponsor identification, 
audience composition and program 
selectivity averages over a two- 
month period. 

Data in the new report will be 
based on telephone interviews in 
the 15 Trendex-surveyed markets. 
The report will be issued every 
two months. # 


Katz Agency Names Three 

Katz Agency, New York, nation- 
al advertising representative, has 
made three additions to its sales 
staff. Don Staley, formerly Pacific 
Coast manager for Weed Television 
Corp., radio-tv station represen- 
tative, and Andrew K. Leach, for- 
mer sales service representative 
for NBC-TV, have been added in tv 
sales. Clifford Hahne, formerly as- 
sistant station manager of KIXL, 
Dallas, has been appointed in radio 
sales. 


| Sacramento, California _ 


... the highest rated © 


Pi 


station in the West 


GEOL OIE IEE 


Ce oe Pee cn SS Sie ee ee ee 5 = ak Saha ee I Te SS Ui i i er eS ies il Sana! ea i Dy ee, fal Se Fe lg ae me Oh ae x. ee ee be Tee HF AO ee te a 7 Oe er Sa a ee 
4 hh ae ee eet Lie tate aoe i 5's Beet Rs Ohl * oes SS eee *.. wares eiar ts Sacey ie as, ae | i; ny _ Ta ee Nee oe 0, apie ir ae epee” ee ek 
“i ‘ ates De ee Poe et oe ae ee igs ee ss, a5 ae a are tee gaan es a gm, cc Sol a RM IR | Nn oe oe 5 em 
Pe: ks ae ee por "Se eee aE a ia i all eth i ee al gs Ly shia! pei sa Ai) wi ene peice, aha i | : sae ae | ia a ng eee, aia aa f a oi 2 *, : 
ra pei Can mam Tas ara eS Be we OS e De ory? areca Ss cece ‘chara é <i: eee Bela (nn pees 24 ae a ae a dee, Sede icaad By he ae MEE S.: 2S (kee gg ical Ne aa SMe ke sis © 
< Sn 6s (0 Se ie TRIE ge 50 ya Say ieee Se Bi Sea een Seek tS Rng ee ae Vie. eee Bien ae ie em ee a iy Cem ure Be cet Pee 
Bio. Cees ee ee oe eee ers el a. oe laa ete cn a eal sa 2 a: ; 7 — LE eM. ee eae ee et es es 
ee 
a PO ? | 1 
> im « a 
: /f ea 
‘ Psy 
7 “+ ie ‘ 
eee 
Sy TO pay, 
, f Pe 3 . 
TE ————————V— 
& 
gt, ‘ , 
press *s an g:i2 ." —— 
¥ eel Gin al es 
’ ¥ re Re. eee a a 
* “ ee ic: ee 
. aE Re 
; bi x rm i he ee ae ee fF . 
: , f 5 is eet ree ‘ 
2 ey ? : PR Fe 
bi [pre Saami 
‘ fo Maia be —_— 
; FOC a = Se 
BF s b b> oan ” 
? cn 
" eg 1 @ 
. a wae ‘ 
. ’ - < i 
‘ é eS bs re Bee f 
‘ |) ee a i " — | . 
a pe 
52 > ee | fi 
2 
te . . : LS a M 
. en 7 K 4 
- heeds “ | 
<A a | |e 2: 
ot ; RAS K “ fear er on Mi cha 
e: "a Ae - 
: iz SS <p P ea Pi as 
. as 2 Ei = Est aed 
. " ay ; : * Ris eS ; a fa 1h . 
ae oe * r . 
. Bin. z ee " * ih ” 7 : al — = ——e 
: gat ee at oe a eo ye 
. eee OE ene (a: eo ee » 
De fie. ee a ee ae 
ce ST at aaa em ee ati 2 < clas ee ae eee a oy Ow , 1a ee AR ee “= r | 
= EAS “ gh a ee aac re ae : eer ca ce SS ie an 
hee 2 ke eerie ee ai 8° ee, 
- ee eee ee eee 
os es; oan oe ee es: 5 onc em 
a ees SERENE 5 OR eee ene eo 5 ee PS aieeee A ay lie me 6 tel “ed -_ | 
ct ee See. ee REN cas 5 SO ie eee oh ip tie 2, ce 
= : cs a egeee Sot he a 5 oat trae pithy echecaaal ae ie oe a ess ee i. Se aa a : 
& bam ea aes Pi yore hice kk aN oOo, : Ee - 
i oe tS i gc 9 al ; e : 1% J Z 4 
as: agar ny, are ee Sclreey ta ae ee he al | 
ytesa) ae Le § ee atest Pao) a? = ae ; " WN ane “ eer a 
x bee Ror ae ay 2 Gaia a ee ele 1h a ee eesti ape : = 
Sere . ee A es i Sees Caer Be ter tin hy et Ae at a NSS Mee — > 
is My age ot Se ae Aiea : me - ot eae ee cy Shee bo ou ui 
ay > oad ie ae OR Se 2 > i ips cen SS eye rs ote to, e 
om Oke ram apm hve Br 7 oe The DG ORs eon ae i ie 
om = Seale Cae a iene tT cee Nee Dia oo Pe, eae past ae nd : a 
ee oy ao gage eS Oe) ie CO a 
ae A citar * sate a or reaats rT i Pleo te sings Ese ani oa gee au Peer ee ae il FR’ ‘ 
"a Bees ee Po pet ERR ey pee er ere fea eel ae ae, ‘ 
ee : : MRA A Sie a A 5 Seat era ee ae ee UME ‘ 
me : ae ce ee Seg ey ae hin Rie foe ret: ie lla bom i 
i 2 ee a ee: F Nb amen yt ah be ee og P oe Oe ae 
, rE : “ g 6, ee se 4 t=” eo | 
ye - cae bets, ‘1 
5 ; se, is ’ | 
¢: ; a ee : eae aR ST reg rail " | 
i eee ag » se ‘ 
eis hea ie ae ee Jie eee aga ey Erale ye vl aka a Aig = . 5 7 | 
a) fon sh RO Oa ie eS oy eh ee eee Naa). som "ted ; : 
i NS pe ES a Me ae 8 : 
- Fin db ai ae cara Te NE ee nee oe 
aid ages yee aes EC Ta cease hema ued Oy s,s eae ‘ 
: . as rane eget LS rs ae) Pe ee gly eh * a 
ry tae aes ee, vies fee a eee eS +See : f | | 
ee * ae ee i va . 
gebian-. 7 i | 
tee : ' 
; q ji Z ¢ . af 
: , : 
ee tla ie tal, ie al 
oe ae i ee 5 i i ; L 2 Gil ae Tea a Kee. 7. bias : * 
oy a am ae ES $e Sit mors eh ., i a ee e ie ; ig) af 
gy ier ee eee , rs pease : ‘ 1 gia Bae a pees { 
by: abi hs Fe ee i en eas Lg lS a ar glee ae Ms es ae 
4 i eae 5 ae eae Sie tee Bee. ey ee eS 
er Pc ae eit Ye ae = 4 - i as aed oe ar ” 
é el a Pe es ai se ele Aa ee OA ee aoe i a 
1 i aio te A ee eae ie = eS «| ee ae . ow a a 
| a :. or, yy — 
ie forme ne cud rly drab, anys 4 gla tesa teats x © | Fy e _— i eae 
4 Be alge . ie 8 eee E 5 ea a Se oe 4 . 3 
ee fo eee ewe Co ee es a Zu ates Ge Be. es 4s 
+, ee ee alle ee MMS ond dg lien ‘ ; 
ae: oe, tee gee oe ea Sa ee, es as oe <. 
ae ae Ga a: oo > oe a od a ewe ge ‘ 
aoe es at, se 3 ee CY sd ey a 
= “ik ies tees eat see aS Se ee ha : ie : 
a r ee seule pee Si i SS a en) se > 
ag ee ee > ey tenia, Gy Roeene! ee ‘ ‘ Sti 
ran : : aot De So i = ren. . . 
ibe aut ite ; eee ghee ae rah a d ie 
; Pog cS cca RES Sepia ag. FS 2 iam eo ie. P 
: Z Fi ‘toa ; aaa ie : vad 
7 4 ‘eehae, oie ae Fy. eet Bes a ae, 
F aes oe : conn Moe nes yee ne : a 4. 
ee seuet } ees ee ae 6 ae 
s es oa Bee es eG 4 he i 6» 
ce at -— Peele da ee ee eee ee ; 
‘ 5 Gee 4 : an 4 ye Ses a co oP Bs ae é 4 
ed aoe: Rohs ee ie ee Me oe ae F ‘ 
. mene i oammeree Te - z 
: pore fe, oa See a a ; 
ai oe md Leer {- oe ee oe ee + 
es te A a ee 
Ad x nn a oe 
Pe Mais Pike ~ 3°: , me a. > a : 
nel oan - : ae we ¢ ‘ mie 4 ies. aa 
4 hid . 
er ‘a 
E pal 
ee | 
: is 
see i 
: Heer eee ee ee ee : 
* . . | 2 
. YS . ie 
. f e i 
¥ ° . ing 
i . ‘ . 4, 
ms . ° 
he e : 
. ad ag 
. $ a 
** TOETETITICT TTT 4 KCRA:TY CLEAR = i 
so. es | a OC >> : " 
el | ‘ ee - 
oa ee |= ‘6 \) és 
“ a ¥ rg %: 
as : | : S| ' . 
SN 8 csnecnencnmcancansinsce 
si A | ate sb ya a : Mr or ‘ wie as te ae oul cia i F eee ee eee ee ee ee 
. Ogi i » font in rae rp REM ne GRD Se a Ms nag a nadie nen ° = ¢ Se ee = E See ee . ts er ae gtd 
ee rer Seen NT ee ee rr er ne a eh We RET Sage RN pen. She nM De eee ke aP LES ta a Le an eerie = 47 ce gee u One 
: Sie a ie ERE AE SEES se Lia ae ie sae ae We er Pi! ae = See Le iG Ear ar ah eee POS ges ios si Beir oF — sis i ear de SA page geo eae ro 
eee i Ue ETS Bi Tee Na cpt ya gst hts SY ope ee ont ne Foe ea eS ee Pe ae He tmnt en ane rare et or Seren et ere belo hy 
ae sy ig 0 eat NE ES I a ea ar eee Peewee ce ares Pe edge eet Je Ree Wace TT hs ae i ie Eon ea ease on) ot RE eters gt So Ue 
ace t eee ee in| re a. ee ree CRN a ain a ad Rp § CS Re) 2 0 ie anne Bb iY Comore ta Na — i et Se Ie rma PEE oT Pap Fh Eo Pail De Mee ts - ee ° : 7 
ee 2 t 3 3) MONT, Sas eM uate, NS 2! Ce meres ot tae ah on eee ea 6 Mae he td: tS Rs Mn Ree pee cab tt ea SP BREF Lot cas SA iam MeRe eT E iclNN rae eS Sie RTA s ¢ 


Advertising Age, October 7, 1957 


September Pages and Linage in Farm Publications 


Current and Year-to-Date Figures for U. S., Canadian and Foreign Publications Reporting to Advertising Age 


Farm Magazines 


Capper's Farmer 


Farm & Ranch—Southern Agriculturist: 


Southeastern Edition .... 
Southwestern Edition ... 
Average 2 Editions 
Farm Journal: 
Central Edition 
Eastern Edition 
Southern Edition 
Western Edition 
Average 4 Editions 
Progressive Farmer: 
#Carolinas-Va. Edition 
3Ga.-Ala.-Fla. Edition .. 
Ky.-Tenn.-W. Va. Edition 
#Miss.-Ark.-La. Edition .. 
it Texas Edition 


Average 5 Editions Lage deee 
Successful Farming 


Total Group 


Not included in totals. 


Monthlies 


Agricultural Leaders’ Digest . 


American Fruit Grower ..... 

American Poultry Journal: 
Eastern Edition 
Midwest Edition 
Pacific Edition 


Southeastern Edition 

Southwestern Edition .... 
Average 5 Editions ...... 
American Vegetable Grower . 
Arkansas Farmer .......... 
Better Farming Methods 

Breeder-Stockman 
Breeder's Gazette 
Broiler Growing .......... 
California Citrograph 


California Farm Bureau Monthly 


The Cattleman 
Cooperative Digest 
County Agent & Vo-Ag Teacher 
farm Management 
Florida Grower & 
Georgia Farmer 
Kentucky Farmer 
Mississippi Farmer 
+Missouri Farmer 
National 4-H News 
National Life Stock 
Nation's Agriculture 
New Jersey Farm & Garden . 
Poultry Tribune: 
Eastern Edition 
Midwest Edition 
Pacific Edition 
Southeast Edition 
Southwest Edition 
Average 5 Editions 
Southern Livestock Journal .. 
Southern Planter 
Tennessee Farmer 
Turkey World 
Western Dairy Journal 
Western Fruit Grower 
Western Livestock Journal: 
Mts. and Plains Edition .. 
Pacific Slope Edition 
Wyoming Stockman-Farmer .. 


Total Group 


& Homemaker 


Newspaper Monthly Farm Sections 


tlowa Farm & Home Register 
Rural Gravure 
tTexas Ranch & Farm 


Total Group 


-—Total Advertising, in Pages——, ———Total Advertising, in Lines———, 
Sept. Sept. Jam.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. 
1957 1956 1957 1956 1957 1956 1957 1956 
67.4 55.9 566.7 572.3 28,934 23,993 243,118 245,539 
36.7 32.0 343.7 317.1 15,761 13,724 147,458 136,017 
39.0 32.6 367.2 341.6 16,731 13,979 157,518 146,550 
37.6 32.2 352.9 326.6 16,139 13,823 151,381 140.125 
81.6 103.0 849.7 949.1 35,017 44,171 364,529 407,176 
83.3 79.0 861.2 921.6 35,732 33,885 369,448 395,385 
745 73.0 790.1 882.8 31,943 31,311 338,941 378,737 
94.3 108.0 894.9 755.2 40,452 46,316 383,922 323,985 
83.4 90.7 849.0 877.2 35,786 38,921 364,210 376,321 
79.1 86.7 834.0 846.0 53,764 58,927 567,117 575,153 
82.8 86.0 839.5 856.0 56,281 58,457 570,854 582,072 
74.1 80.7 779.6 802.5 50,387 54.867 530,132 545,730 
76.7 78.5 790.1 799.8 52,155 53,356 537,249 543,878 
78.7 84.6 819.3 830.3 53,505 57,518 557,090 564,595 
78.3 83.3 8125 826.9 53,218 56,625 552,487 562,285 
95.1 87.4 773.8 813.9 42,814 39,311 348,229 366,240 

“FEL 349.5 3,354.9 3,416.9 176,891 172,673 1,659,425 1,690,510 
lll 188 99.2 123.5 4,780 8.095 48,389 53,064 
15.2 165 276.4 281.7 6,558 7.118 119.426 121,703 
26.6 27.9 255.9 295.7 11,386 11,962 109,857 126,852 
30.2 26.6 255.6 268.2 12,955 11,386 109,636 115,093 
25.6 28.7 255.4 275.9 10,968 12,331 109,576 118,446 
29.4 29.0 261.6 285.5 12,592 12,450 112,228 122,538 
25 —— 224 —— 12,218 108,315 
28.1 28.1 256.1 281.3 12,024 12.032 109,923 120,732 
15.2 13.7 236.9 2024 6,558 5,907 102,342 87,455 
11.2 166 147.9 211.3 8481 12,474 111,858 159,751 
31.1 36.1 293.0 325.0 13,351 15,474 125,703 139,411 
77.6 80.0 532.5 576.5 32,662 33,600 223,930 242,156 
15.2 143 1416 165.2 6821 6,444 63,713 74,444 
408 39.8 346.6 368.6 17,494 17,053 148,679 158.138 
27.2 24.4 203.8 199.8 18,298 16,394 137,290 134,296 
144.2 13.0 1188 1203 10,673 9,870 89,728 90,860 
96.9 112.1 732.1 842.6 40,677 47,072 307,431 354,196 
63 10.6 57.0 65.4 2,646 4,452 23,940 27,468 
27.7 19.7 242.0 242.3 11,880 8,454 103,859 103,911 
13.9 20.5 177.0 2003 5,889 8802 75,745 86,015 
29.3 24.2 251.5 246.0 19,908 16,558 171,125 167,532 
72 110 107.9 153.7 5482 8,392 81,589 116,221 
16.7 20.5 205.8 228.9 13,102 16,059 161.366 179,493 
81 107 1108 1548 6,172 8,121 83,753 117,061 
143 12.0 101.3 1259 6,026 8,277 65,939 %5,654 
18.5 22.2 168.2 173.1 7,749 9,319 68,722 75,678 
121 115 126.7 1421 8,840 8,374 92,229 103,433 
5.6 7.6 60.9 71.4 2,478 3,442 27,385 30,651 
34.5 39.1 420.4 458.6 15,512 17,607 189,231 206,355 
37.2 43.0 349.3 387.6 15,939 18,459 149,834 166,300 
42.1 41.2 343.8 346.2 18,081 17,673 147,498 148,522 
41.7 48.8 393.6 425.5 17,887 20,929 168,847 182,533 
40.5 45.4 378.1 387.0 17,378 19,475 162,187 166,037 
39.1 45.1 350.6 101.9 16,780 19,359 150,432 43,712 
40.1 44.7 363.0 385.7 17,213 19,179 155,759 165,483 
69.3 71.0 555.6 551.9 29,120 29,820 256,238 253,638 
22.3 27.9 225.2 272.9 15.616 19,554 157,606 191,033 
10.3 99 1313 141.0 8,021 7,747 102,600 110,543 
37.3 39.4 439.4 392.5 15,997 16.892 188,494 168,376 
38.0 40.6 309.8 336.5 16,271 17,451 132,914 144,405 
16.7 17.0 265.4 2618 7,014 7,140 111,480 109,959 
48.0 68.9 390.8 498.7 20,626 28,928 167,736 209,446 
76.8 76.2 822.2 949.6 32,973 32,687 352,799 407,382 
35.3 35.0 354.7 329.4 26,658 26,190 268,408 250,030 

1,005.9 1,102.7 9,614.8 10,506.1 488,108 536,008 4,774,463 5,228,644 

Not included in totals. tChanged from a 688-line page to a 420-line page in Sept. 1957. 
24.3 35.6 167.7 209.0 24,376 36,352 170,354 213,225 
5.8 8.0 52.9 785 5,827 7,965 52,966 78,599 
10.7 115 1314 174.3 10,654 11,709 131,405 169,120 
“S08 ~55.1 ~ 3520 461.8 40,857 56,026 354,725 460,944 


+tChanged from a 1,020-line page to a 1,000-line page in August 1957. {Changed from a 1,020-line page to a 1,000-line 


page in January 1957. 


-—Total Advertising, in Pages——. ———Total Advertising, in Lines——, 
dan.-Aug. Jan.-Aug. 
1956 


Aug. 
1957 


Semi-Monthlies (August) 


American Agriculturist ..... 
Colorado Rancher & Farmer . 
Dakota Farmer 
The Farmer ....... 
Farmer-Stockman: 

Oklahoma = Edition 

Texas Edition ......... 

Average 2 Editions 
Hoard’s Dairyman ......... 
Indiana Farmer's Guide 
Kansas Farmer ............ 
Michigan Farmer 
Missouri Ruralist .......... 
Montana Farmer-Stockman ... 
Nebraska Farmer 


Gite FUG ccccccccccese 
Pennsylvania Farmer 
Prairie Farmer: 
HIlinois Edition 
Indiana Edition 
Average 2 Editions 
Rural New Yorker 
Wallaces’ Farmer ........... 
Western Farm Life 
Colorado Edition 


29.1 
28.0 
50.6 
84.0 


Aug. 
1956 


RAK 
aArrn rene 


SRBSLERNRSES 
BUrKe UBwroarawon 


aRSSESR & 
wo 


r— 
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Jan.-Aug. Jan.-Aug. Aug. 
195 1956 


1957 


277.2 21,190 
319.1 21,217 
554.9 39,663 
712.7 65,817 


437.4 15,600 
414.0 13,477 
425.7 14,538 
440.5 35,376 
220.1 19,666 
420.9 22,785 
447.8 32,860 
418.5 41,801 
552.3 52,402 
709.6 57,527 
284.8 19,561 
549.2 42,867 
437.6 26,622 


780.2 63,221 
745.9 61,269 
763.1 62,245 
273.1 14,366 
815.6 71,968 
252.8 16,916 
107.3 4,501 


Aug. 
1956 


1957 


Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
Poultry, Classified Poultry, Classified 
and Livestock, and Livestock, 
in Lines -——Total Advertising, in Pages——, ———Total Advertising, in Lines-——, in Lines 
Sept. Sept. Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. dan.-Aug. Jan.-Aug. Aug. Aug. 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 

Wisconsin Agriculturist & Farmer 54.7 61.6 512.9 606.3 42,896 48,286 402.118 476,281 42,641 47,938 
Total Group .......... 934.2 1,015.5 6,222.9 9,163.4 712,246 774,756 6,269,138 6,991,855 637,520 688,205 
3 23,247 Not included in totals. 
28,09 24 -—Total Advertising, in Pages——, ———-Total Advertising, in Lines———, 
1 13 Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. 
—_ ry 4 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
14,896 13,209 | Semi-Monthlies (September) 
a2.gog | Colorado Rancher & Farmer. 39.6 39.0 308.5 358.1 29,958 29,501 233,837 270,991 27,809 28,682 
Soe seep | Dakota Farmer ............ 53.4 67.6 566.2 622.5 41,869 52,996 443,901 488,045 40,954 52,022 
34,699 so'o3e | Hoard’s Dairyman .......... 57.7 53.4 505.6 494.0 41,980 38,902 368,076 359,607 35,790 32,018 
_—_ as'oas | indiana Farmer's Guide ..... 24.0 29.2 197.9 249.1 18.825 22,748 155,147 195,319 12,303 14,040 
39,4 5 s7eag | Michigan Farmer ......... 55.0 618 464.3 510.3 42,254 47,941 356,572 391,883 36,873 42,920 
34,75 ’ Montana Farmer-Stockman 53.1 58.7 550.4 611.0 40,128 44,345 416,111 461,906 33,030 37,737 
307 | Nebraska Farmer .......... 102.1 107.55 776.4 817.1 77,231 81,326 587,079 618,040 69,888 73,493 
—_ jofpaed New England Homestead .... 49.0 50.0 313.1 334.7 52,914 34,963 219,193 234,293 23,982 25,352 
yon 53,490 | Ohio Farmer ...........00. 69.6 78.3 557.3 627.5 53,447 60,149 428,027 481,914 45,242 50,403 
sog7i sioz1 | Pennsylvania Farmer ....... 43.7 53.2 413.4 490.8 33,592 40,835 317,453 376,967 29,225 35,677 
7 , Prairie Farmer: 
51,832 a #lllinois Edition ...... 124.5 115.7 844.0 895.9 90,631 64,246 614,483 652,251 61,352 75,895 
pry cas Hindiana Edition ....... 119.5 113.8 809.1 859.7 86,991 82,880 589,053 625,894 77,712 74,529 
42, ’ Average 2 Editions ...... 121.9 114.7 826.6 877.8 88,811 83,563 601,768 639,072 79,532 75,212 
171,821 167,880 | Rural New Yorker ......... 248 33.3 231.2 306.5 19,405 26,157 181,196 240,337 16,879 23,536 
Wallaces’ Farmer .......... 114.3 124.3 848.0 939.9 89,576 97,478 664.093 736,907 79,994 84,006 
Western Farm Life ........ 26.4 241 252.0 276.9 20,706 18,943 198,604 217,167 16,797 16,389 
Colorado Edition ........ 6.3 x ane 113.9 5,064 5,206 58,773 89,360 3,332 2817 
Wisconsin Agriculturist & Farmer 73.3 701.8 57,479 74,845 459,597 551,126 56,446 73,217 
4,780 8,095 Total Group ............ “ea.4 a — 8025.4 675.834 733,741 5,508,231 6,112,597 591,197 643,985 
6,469 6,876 | +Not included in totals. 
10,009 11,548 . 
uss 10,315 | Farm Linage Trend risues in thousands 
8,992 10,087 
11,016 10,817 
10,761 
10,466 10,692 MAGAZINES } MONTHLIES 
6,469 5,820 
7,816 11,495 1957 1957 
en | ee sepT.| 488 
5,974 4,410 
13.993 12257 | |AUG.| 230 _—i AUG.| 465 * 
a — 1956 1956 
16254 17.836 | | SEPT. GEAR ee ee 
2,646 4,452 | | cmendiial 
] 
5,889 8,802 
19.106 15.634 SEMI-MONTHLIES BI-WEEKLIES WEEKLIES CANADIAN 
-~ 1957 1957 1957 1957 
11,762 14,946 
5658 7.924 auc.| 712 ] | aue.[] 47 auc.| 168 aua.[ 260 | 
e338 | |auy[ao1 |] 7 0 (257 
re 3) ’ <r guy | |79 juty| |140 SULY | 252) 
2,478 3,442 1956 1956 1956 1956 
13.064 15.032 | | aye Ze aus. 38 aus. 168 AUG. 
12,594 15,924 
14,831 15,914 
12,531 15,405 mW 
13,077 16,251 Commercial Dis- 
13,059 16,438 play Excluding 
13,219 15,986 Poultry, Classified 
6.483 5,565 and Livestock, 
15,168 19,076 -—Total Advertising, in Pages——. ———Total Advertising, in Lines—-——, in Lines 
7,323 6,998 Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. dan.-Aug. Jan.-Aug. Aug. Aug. 
14.930 13.102 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
9,208 10,272 | Bi-Weeklies (August) 
7,014 7,140 tCalifornia Farmer: 
cams 180 #Northern Edition ...... 52.9 416 446.2 434.3 39,949 31,483 337,310 328,393 37,822 29,977 
15,595 16.081 #Southern Edition ...... 47.6 38.1 418.3 420.6 35,949 28,798 316,282 317,989 33,793 27,383 
23688 22 264 Average 2 Editions ...... 50.2 39.9 432.3 427.5 37,949 30,141 326,792 323,191 35,808 28,680 
. 2 | Dairymen's League News .... 118 10.6 113.4 1164 8,648 7,778 $2,782 85,007 8,212 7.118 
S34 BO 365522 | total Group ......--..+- Si “S05 ~S4S7 “5435 W657 “37519 “TOS574 “GORI W020 ISS 
+ Three issues in August 1957; two issues in August 1956. Not included in totals. 
Weeklies (August) 
23,769 35,334 | Iowa Farm Bureau Spokesman 38.0 32.6 217.2 221.1 38,540 33,120 221,641 225,076 36,680 31,315 
tWeekly Star Farmer: 
10,374 11,144 #Kansas Edition ........ 104.3. 134.7 1,142.2 1,388.4 25,707 33,193 281,450 342,093 15,323 21,261 
Wis win Missouri Edition ....... 101.0 140.9 1,188.4 1,408.3 24,894 34,725 292,824 347,000 15,098 23,101 
, ¥ #Okla.-Ark. Edition ..... 89.4 116.3 1,051.1 1,277.8 22,024 28,648 258,979 314,842 13,455 18,882 
Average 3 Editions ...... 98.2 130.6 1,127.2 1,358.2 24,208 32,189 277,751 334,645 
Commercial Dis- The Poultryman: 
fey Custodh National Edition ........ 149 15.4 148.0 126.5 16,244 16,790 160,669 137,352 10,757 11,492 
pate Clensified New Jersey Edition ...... 28.9 40.8 268.4 306.7 31,382 44,336 291,270 332,797 23.592 33,711 
poy eh New England Edition .... 19.7 22.2 181.3 179.7 21,399 24,186 196,798 195,030 14.253 17,033 
At a §Dixie Edition .......... “49 —— 1555 —— 16,272 168,748 10,785 
an ois tWestern Livestock Reporter . 24.0 26.4 230.4 213.6 19.558 17,780 203,952 185,794 8,806 7,966 
1957 1956 eS a ererre “385 268.0 2328.0 2405.8 167,603 168,401 £520,229 (410.004 104.873 101.517 
+Four issues in August 1957; five issues in August 1956. 2¢Not included in totals. §Dixie edition not published in 1956. 
Dailies (August) 
19,390 19,683 | +Chicago Daily Drovers Journal 35.6 29.9 297.8 267.3 75,676 63,732 633,784 568,866 50,724 42,064 
19,614 25,707 Kansas City Daily Drovers 
38,989 43,137 ie eee .. 298 229 2828 267.3 63,432 48,732 601,916 568,866 47,518 31,407 
62,215 63,771 | +omaha Daily Journal-Stockman 33.0 27.3 315.8 298.4 76.328 58,162 672,106 635,036 51,376 42,273 
tSt. Lowis Daily Livestock 
a — | = i 24.3 16.0 217.2 203.6 50,740 34,221 462,357 433,409 39,653 22,961 
i5S00 inne | Teta! Grow ............ “T2z7 “S61 Tiss 10366 2016 BABI TI7163 T2617) 189.271 138,705 
1 , {Twenty-two issues in August 1957; twenty-three issues in August 1956. 
30,351 28,070 
14,589 19,422 
25,348 35,489 | Quarterlies 
29,110 30,447 | Farm Quarterly ........... — « ————s 169.0 2005 ——— ——— 80,105 §39—:95,053 ————-  —__ 
34,502 35,003 
a3 aoa Seioee | Canadian (August) 7 
14.479 12.356 | Country Guide ............ 21.2 27.1 293.9 295.8 15,290 19,460 211,610 213,016 15,290 19,460 
38.846 42.855 | tFamily Herald ........... 57.3 62.4 580.2 670.7 53,959 62,465 565,770 670,732 37,732 37,584 
23,181 23,299 Farmer's Advocate & 
Canadian Countryman 30.8 43.5 340.0 379.2 21,578 30,447 238,003 265.414 18,304 25,250 
55,676 56,450 | Farmer's Magazine ......... 13.1 135 1826 210.6 5,620 5,792 78,335 90,347 5,553 5,757 
53,724 $0.38] | {Free Press Prairie Farmer . 77.6 946 785.9 795.9 81,524 99,282 825,170 835,665 48.329 52,314 
54.700 53.415 | Le Bulletin des Agriculteurs as 41.0 464.3 442.3 28.681 28,756 325,114 309,792 28,481 28,556 
12178 16.422 | Western Producer .......... 47.9 53.3 415.7 448.2 51,297 57,006 444,828 479,614 25,124 30,911 
68,998 72,526 Total Group ............ “WES FISA 30626 3.2427 259,549 302,208 F68S,830 7504.580 178.813 199.832 
14,714 17,501 ¢Changed from a 1,000-line page to a 975-line page in October 1956. {Four issues im August 1957; five issues in 
4,501 3,482 August 1956. 


Lug SS eee ae pays, i ee ee ag oe aah ei, he aioe ee eee wf rare a ei ia. ane oS opty *) 4 Teel Me So Th ak aay Oe ree oS iS 
ee oe ST : ae me ns ee i ig gies eee eR ee : er eh, es - fi ‘eer oa hy Bi oe oe 7” West x es eee ee a “eran 
eee aoe, ae Se ee — ee eee Senate: as eae.” ce i Co ae ae ae ee Poste ste eae 
St eed _h SOR Ma occ Fe Riis note ee aes a eee AS Me ee ae Pt ok oe ae Wee er: = eae eee 2) alae” 30 ae Ap a 
ea ee eee a es MSY i ae eS ae este : sae Saag ne te ae sak ot ee 5: 
" ee ak 2 a Soar ee, bap : 3 hs ne , a ies i : is ee : . oe ve a se Scart " ae ox x ; ng, 
ie - ; ‘ : ah } ; ‘is Be ; # ; «oh *. 2 ang * oe ~ * a. eee : ait cele ag ae hie cae tae : i ee om ee i i € ras 
.— a 
b a baa asl 
~ gee 
; Fee 
2 ee 107 - 
te 
: Bt 
ot ae 
j eet 
. a 
. Pa 
—— 
; oy 
- Paras 
i Ba rvid 
as 
oe 
: are t 
z ais 
she ‘oo 
4 : a. e : 
igh 
ee 
" eo 
’ et 
ir 
mi ae 
f ‘ ade 
254.8 21,404 185,524 201,92 - 
268.9 27,394 203,879 241,49 j 
514.1 43,209 403,024 435,04 
693.9 67,170 544,033 558,74 
; 36.3 353.9 23,259 151,839 187,68 
31.4 332.1 18,921 142,489 177,62 i 
33.8 343.0 21,090 147,134 182.6! 
48.6 448.0 33,906 326,130 320,71 
25.1 173.9 25,264 136.322 172.5 es 
29.9 324.9 37,189 246.961 319,93 TS. 
42.7 409.3 34,272 314,318 343,94 se 
; 55.0 388.7 43,462 295,446 318.0 Ae 
; 69.3 497.3 61,831 375,983 417,5¢ ay 
76.1 674.3 60,450 509,348 536.7] my 
New . ia 266.1 16,861 186,279 199,3 
: 55.8 487.7 47.098 374,580 421.7% 
i 34.6 369.6 26,535 283,861 336.1 
86.8 719.5 64,371 523,852 568,00 ee 
i 84.2 689.6 58,302 502,062 543.0) pair 
85.5 704.6 61,336 512,957 555.5 S18 
“] 18.2 206.2 18.374 161,791 2142 ae 
2 91.8 733.7 78,106 574,517 639,47 sd 
‘ 21.5 225.6 19,127 177,898 198,24 Ra. 
5.7 68.4 3,482 53,669 84,1 Mare 
earn - ipa ieapecmnigmmammltges: ryan) ssete ye 8 ee ee ee a ee ee TE ee ee a ee 
eae oe ye : oe oo wengieer. fe ag Paes neers So oo oe tA eee “a ee alae! ee cares me aCe 2 Sa e. eee ie tg ei io ele 
ee a ee Lan ee Nn Ne ea ar Oa sd ee eee Te one th a Bes Ris te es a oe so a eee yh 
ae, en ESL agi pe Be dan tl dite enn nan ni Oe or AST LS eee Na ky ya ge re ee eet yi Ss. ky eee, Yee Baa A TUN troy 


108 


Selmer Issues Handbook 
on Band Promotion 

H. & A. Selmer Inc., Elkhart, 
Ind., has issued “How to Promote 
Your Band: A Manual of Public 
Relations for the Band Director.” 
The booklet, now being made 
available to directors throughout 


the country, was prepared to “fill | 


the absence of any basic and com- 
prehensive material designed to 
aid the band director in areas out- 
side his strictly musical duties.” 


The handbook also contains 
sample news and feature stories 
and a series of case histories sup- 
plied by band directors in differ- | 
ent sections of the country record- | 
ing successful pr programs. The | 
handbook was prepared for Selmer 


|by Philip Lesly Co., public rela- 


tions company. 


Columbus Outdoor Moves 
Columbus Outdoor Advertising 
Co., Columbus, O., has moved to its 


|own building at 1296 Dublin Rd 


ONLY the recorD and JOURNAL 
Garey 


Meriden + Wallingford, Conn. 


It's big, burgeoning, able-to-buy! Meriden- 
Wallingford industrial payrolls total more than 
$77 million yearly. Average weekly wage is 
$97.38 for men, $67.89 for women. And plant 
expansions? You bet! Over $9 million spent last 
year to provide more than 500 new jobs. Sell this 
worth-covering market now . . 
by The Record & Journal . 


. 97% blanketed 
. . Virtually untouched 


by Hartford and New Haven newspapers. 


The Meriden RECORD and JOURNAL 


Meriden*Connecticut 


National Representatives: 


Gilman, Nicoll & Ruthman 


ae F REACH THE RIGHT SPOT 


WHEN TYPESET BY WARWICK 


It's a fact! Be it a sales spot you want to influence, 


a publication spot you want to improve ...or a 
: hot spot due to a rush job... Warwick will 


St. Augustine Agency: 


“... 1do want you to know that I think your 
typography is tremendous, and am very satisfied 


deliver the right “words”. 


with the fast, excellent service.” 


Ft. Worth Agency: 


“Many thanks for your splendid cooperation — 
in producing ... copy and plate for Esquire 


Magazine. You got us out of a spot.” 


we Birmingham Agency: 


“...a little personal ‘thank you’ for the way 
you folks are handling our orders—especially 


the hot rush jobs.” 


What's your particular spot? Chances are the 


Warwick typographic craftsmen will help you 


“say” just the right thing in the right way on time. 
Call, Wire or Write about your next spot job. 


P. $. Ask for “Joe”. He'll personally baby 
your job through. 


sad TYPOGRAPHERS INC 


920 Washington Ave., St. Louis 1, Missouri 


*% OVERNIGHT BY AIR MAIL FROM MOST ANY SPOT IN THE UV. S. 


Advertising We Can Do Without... No. 25 


epplied on sound tire bodies or on your tires 


fh 1957 New car or 


iy) od 
| 
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trade-in price of $28. 

“The featured price of $41.15 is 
not a selling price, but rather the 
amount allowed to the customer as 
a trade-in for four tires if he pur- 
chases the Firestone Supreme at 
some unknown figure. 

“The tire at $8.88 plus tax and 
recappable tire, described as ‘Su- 
per Champion New Treads,’ is it- 
self a recapped tire, yet the only 
explanation to this effect are the 
words: ‘Applied on sound tire 
bodies or on your tires.’ Note that 
the word ‘new’ is employed six 
times in the presentation of this 
tire. 

“Several of the illustrations of 
tires are white side-walls, yet all 
of the prices quoted are for black 
side-walls. 

“Perhaps the father of this copy 
was a football coach during the pe- 
riod of ‘razzle-dazzle.’” + 


IN NEXT ISSUE: 
D CLIP AND 
PA SAVE IT/ 


For 6.70-15 © 


to 58.98 || 
for 6.20-15 | 


RAZZLE-DAZZLE—The Chicago Better Business Bureau says this ad is 
“literally accurate” but apparently designed to confuse. Read the bu- 
reau’s criticisms below. Are they being too fussy? 


BBB Challenges 
‘Razzle-Dazzle’ in 


Tire Advertising . 


Cuicaco, Oct. 2—The Chicago 
Better Business Bureau believes 
that a good deal of advertising of 
automobile tires uses “eminently 
confusing gimmicks” which tend to 
mislead the public. 

Typical, says the bureau, is a) 
Firestone Tire & Rubber Co. retail 
ad which appeared in this market 
last month. 

“If this advertisement is read 
word by word,” A. B. Johnson, vp 
of the Chicago bureau, wrote Ap- 
VERTISING AGE in suggesting the ad 
as a candidate for the “Advertising 
We Can Do Without” series, “read- 
ers will not be confused, because it 
is literally accurate. However, con- 
trary to the average reader’s first 
impressions, the tires as described 
are not available in all instances 
at the featured prices. 

“For example, the price of ‘Only 


| $16.80’ plus tax and recappable | 
'tire for the Premium Nylon ‘500’ | 

prevails only after a purchaser has 
| bought one tire at the regular no- 


Where there's 
Smoke, you know... 


... there’s sure to be fire! 
Drug advertisers should remember 

that the great One-Million-Plus market 

of this newspaper purchase more of their 
products than the entire state of West Virginia! 
And they can be effectively reached 
only through the . . . 


ond 


Los Angeles EVENING 


HERALD-EXPRESS 


Represented Nationally by 
MOLONEY, REGAN and SCHMITT, INC. 


WHO 


ARE THE MEN 


WHO BUILD AMERICA? 


(They plan, design, build or 
influence every major 
construction job in this 
country and in most 
of the world!) 
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Bread Wrapper Is 
Newspaper Insert 


in Famlee Promotion 


Satt LAKE City, Oct. 1—With a 
special budget of $17,900, Fisher 
Baking Co. made a splash out of 
the introduction of a new plastic 
wax wrapper for its Famlee bread. 

High point in the promotion 
was the insertion in three Utah 
newspapers of a “spread,” consist- 
ing of the bread wrapper plus a 
regular newspaper page. 

The new wrapper, the baker 
Says, gives the baker a better pack- 
age and a smoother wrapping op- 
eration, and gives the consumer a 
fresher loaf. It was developed by 
Pollock Paper Corp., Columbus, O. 

Fisher led into its campaign with 
teaser ads saying, “Better ’n ever? 
Naturally, better than ever. Watch 
for it.” Despite doubts on the part 


WATCH FOR IT! 


of the newspapers of the practi- 
cality of using wax paper in the 
newspaper run, three decided to 
try it—the Ogden Standard-Ex- 
aminer, the Logan Herald-Journal 
and the Provo Herald, 


® Fisher also is continuing a cam- 


ment to all other foods. 


new wrapper as follows: 


QA-sheet posters... $ 4,150 
Painted board ..........cccccceeee 65 
Bus spectaculars ..........ccsee 428 
Newspaper page plus insert.. 3,400 
Newspaper 4-color page ...... 2,661 
Newspaper 1-col. teasers ...... 1,160 
Reprints of color page .......... 320 


Grocer letter 


Television 


budget 


paign theme started several years 


three Utah dailies. + 


WRAPPED UP—Don H. Fisher, president and general manager of Fish- 

er Baking Co., Salt Lake City, beams as Maxine Owen shows him 

a display of the newspaper page and bread wrapper insert which 
introduced the new Famlee bread package in Utah on Sept. 17. 


ago—selling bread as a comple- | RCA Promotes Vaughan 


The baker breaks down its in- | named manager for West Coast 
troductory expenditures for the| marketing of defense electronic 


Ross Jurney & Associates, Fish-| pointed marketing director 
er’s agency, says that the wrapper | Caspers 
insert got attention as near 100% |cago. He formerly was merchan- 
as had ever been achieved in the|dising manager at Tatham-Laird, 


Robert O. Vaughan has been 


| products for Radio Corp. of Amer- 
ica. He formerly was manager, 
West Coast marketing programs. 
|'He will continue to work out of 
RCA’s Los Angeles office. 


Karzen & Associates Formed 


Karzen-Brody Inc., Chicago, 
advertising art and production 
‘company, has changed its name 


i\to Karzen & Associates. Max 
|Karzen continues a8 president, 
‘and the business will remain at 
| 230 E. Ohio St. 


Caspers Names Gorman 
Howard Gorman has been ap- 
for 


Tin Plate Co. Chi- 


Thermoid Appoints Scherer 
John H. Scherer has been ap- 
pointed vp and director of mar- 
keting and sales of Thermoid Co., 
Trenton, N. J. He succeeds Ray- 
mond F. Allen. Mr. Scherer most 
recently was general sales man- 
ager of the can division of Crown 
Cork & Seal Co. and previously 
was vp in charge of sales of Per- 
macel Tape Corp., a subsidiary of 
Johnson & Johnson. 


i 


That’s What Advertisers Reach in 


Che Sporting News 
National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male Readership 


Lorgest Newsstand Sole of Any Sports Weekly 


Published Weekly Since 1886—70 Continvous Yeors } 


sooo 


Chicago. 


A good time is had by all 


In fact there is no such thing as a 
bad time on WBNS Radio! Proof? 
Pulse clocks us first 315 out of 
360 quarter hours 6 a.m. to mid- 
night, Monday through Friday. 
The 1,707,400 folks in the rich 
Central Ohio market ave willing 
to pay for their pleasures with 
$3,034,624,000.00. Buy WBNS Ra- 
dio and be sure of a good time. 
Ask John Blair. 


WBNS RADIO 


COLUMBUS, OHIO 


PARTRIDGE & 


represents one 


of 


the oldest and most 


modern electrotypers. 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
PACOTYPES (copper duplicates of originals) 


ANDERSON COMPANY « 712 Federal Street, Chicago 5— Phone HArrison 7-3732 
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SaF 


_ = prevents blade slipping out* 
Low-cost PREMIUM! 


Now safer than ever, this new Kenworth 
“HANDI-CUTTER” is ideal for all kinds 
of cutting or trimming jobs at the en, 
shop, or home. In yy 


KENWORTH MANUFACTURING CO. 


12315 W. Lisbon Ave. — Milwoukee 10, Wis. 


oe 


Mainguy to Waldie & Briggs 

Waldie & Briggs, Chicago, has 
appointed D. Neville Mainguy copy 
director. Mr. Mainguy, recently a 
consulting vp of John Marshall 
Ziv Co., Chicago, also has been 
with Henri, Hurst & McDonald and 
J. Walter Thompson Co. 


McDonald to Transitads 

Tim McDonald has joined the 
Philadelphia sales staff of Na- 
tional Transitads. He formerly 
was sales promotion and public 
relations manager of General Out- 
door Advertising Co. of Philadel- 
| phia. 


Craddock Joins ‘Newsweek’ 


Thomas Craddock, formerly pro- 
motion manager of Moloney, Regan 
& Schmitt, has joined the adver- 
tising promotion staff of News- 
week, New York. 


Cute and 
Capricious... 


...c€an apply to buyers as well 

as kittens. Both can be tricky 
and fanciful. And both have 

to be constantly showered with 
attention. For you to shower the 
major portion of Los Angeles 
County's S11-billion plus market 
with attention (second largest 
market in America!) you must have 
the One-Million-plus daily readers 
of the... 


Los Angeles EVENING 


HERALD-EXPRESS 


Represented Nationally by 
MOLONEY, REGAN and SCHMITT, INC. 


and General Manager, CORY 
because there I can read it 


phone and office routine. 


“The format of your magaz 


are not satisfied. 


poe ee er 


Advertising Age, 
200 East Illinois Street, Chicago | 
Here is my order for a year’s 


My Name 


Short 
and 


Consider these kind words from H. G. Blakeslee, Vice-president 


Corporation, Chicago, Illinois. 


“Advertising Age is one magazine I have sent to my home 


without interruptions of tele- 


ine makes it very easy to pick 


out items of interest to our particular business. We at 
CORY get much of our first information on new items and 
advertising methods by reading Advertising Age.” 


Why don’t you, like Mr. Blakeslee, read Advertising Age at 
home without distracting interruptions? You'll find it pays off. 
Mail the coupon below for a home subscription NOW. For only 
$3 you may have 52 weekly is 


ssues, which breaks down to less 


than 6¢ a copy! Your money will be refunded at any time if you 


1, Illinois 
(52 issues) service of Advertising 


Age. Anytime I am not satisfied, my money will be refunded. 


__ Title 


Company ini 
Nature of business 


0 “Home or 
() Business Address_ 
City aa - 

(0 $3 enclosed 


aes 
C Bill firm 


State 


(0 Bill me 
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What makes simple dishes simply delicious ? 


sma Liquid Spice 


that makes food fiavors 


come alive! 


spicy—This color 
page in the No- 
vember McCall’s 
and April Ladies’ 
Home Journal 
will promote 
Brer Rabbit mo- 
lasses as “the 
liquid spice that 
makes food fla- 
vors come alive.” 
Batten, Barton, 
Durstine & Os- 
born is the agen- 
cy for Penick & 
Ford, New Or- 
leans. 


Conventions 


*Indicates first listing in this column. 
Oct. 7-8. National Business Publications, 
Chicago Regional Conference, Drake Hotel, 
Chicago. 

*Oct. 8-9. Third annual National Radio 
Advertising Clinic, Waldorf-Astoria, New 
York. 


*Oct. 10-12. Advertising Federation of 
America, Seventh District, Memphis, 
Tenn. 


Oct. 10-12. Midwest Advertising Agency 


Oct. 11-14. American Assn. of Advertis- 


ing Agencies, western region, Sun Val- 
ley, Ida. 
Oct. 13-15. Inland Daily Press Assn. 


annual meeting, Drake Hotel, Chicago. 
Oct. 14-15. Agricultural Publishers 
Assn., annual convention, Chicago Ath- 
letic Assn. 

Oct. 16. Associated Business Publica- 
tions, midwest conference, Drake Hotel, 
Chicago. 

Oct. 16-18. Audit Bureau of Circula- 
tions, 43rd annual meeting, Drake Hotel, 
Chicago. 

Oct. 17-18. American Assn. of Adver- 
tising Agencies, central region, Sheraton 
Blackstone Hotel, Chicago. 

Oct. 17-18. Market Research Institute, 
6th biennial meeting, Leamington Hotel, 
Minneapolis. 

Oct. 17-19. Advertising Federation oi 
America, Third District, Norfolk, Va. 

Oct. 21-22. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 27-29. Central regional meeting, 
National Newspaper Promotion § Assn., 
Faust Hotel, Rockford, II. 

Oct. 28-29. New England Newspaper 
Advertising Executives Assn., University 
Club, Boston. 

Oct. 28-30. Assn. of National Advertis- 
ers, fall meeting, Chalfonte-Haddon Halli 
Hotel, Atlantic City, NJ. 

Nov. 1-2. Broadcasters Promotion Assn., 
annual convention, Hotel Sheraton, Chi- 
cago. 

Nov. 1-3. Midwest Intercity Conference 


Moines. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 

Nov. 11-13. Southern Newspaper Pub- 
lishers Assn., 54th annual convention, 
Boca Raton Hotel and Club, Boca Raton, 
Fila. 

Nov. 14. Advertising Research Founda- 


tising Agencies, eastern region, 
velt Hotel, New York. 

Nov. 22. American Assn. of Advertising 
Agencies, East Central Region, Detroit. 


Roose- 


Jan. 17-19, 1958. Advertising Assn. of 
the West, midwinter conference, Hotel 
del Coronado, San Diego. 

*Jan. 20-22, 1958. Newspaper Advertis- 


ing Executives Assn., 
Hotel, Chicago. 

*April 16-18, 1958. Point-of-Purchase 
Advertising Institute, Hotel Sheraton- 
Astor, New York. 

*April 22-24, 1958. American Newspaper 
Publishers Assn., annual meeting, Wal- 
dorf-Astoria, New York. 

May 5-7, 1958. Assn. of Canadian Ad- 
vertisers, 43rd annual convention, place 
to be announced. 


Edgewater Beach 


lications, annual spring meeting, Grove 
Park Inn, Asheville, N. C 


of America, 54th annual convention, Hil- 
ton-Statler Hotel, Dallas. 
June 22-26, 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
! 
| 
| 
J 


of Business Administration, Bost 


Network, Fort Hayes Hotel, Columbus, O. | 


of Women's Advertising Clubs, AFA, Des | 


tion, third annual conference, Hote! 
Plaza, New York 
Nov. 19-20. American Assn. of Adver- | 


*May 25-29, 1958. National Business Pub- 


June 8-11, 1958. Advertising Federation 


1958. Advertising Assn. of 


the West, 55th annual convention, Van- 
couver, B. C. 
June 24-26, 1958. American Marketing 


Assn., annual convention, Harvard School | 


June 29-July 2, 1958. Newspaper Adver- 
| tising Executives Assn., The Broadmoor, 
Colorado Springs, Colo. 

*Oct. 5-9, 1958. Outdoor Advertising 
Assn. of America, 6lst annual conven- 
| tion, Chicago. 


| Yankee Boosts Bateson 


Thomas H. Bateson, formerly di- | 


Advertising Age, October 7, 1957 


Houston to Conduct 
Hearings on Granting 
of Toll-TV Franchises 


Houston, Oct. 2—The city of 
Houston plans to hold public hear- 
ings on the granting of franchises 
for pay-tv circuits. 

Three applications were filed by 
theater interests immediately after 
the word reached Houston of the 
Federal Communications Commis- 
jsion ruling authorizing a _ three- 
| year test period (AA, Sept. 23). 

The applicants want city fran- 
chise rights to install the cables 
needed for the toll system. Inter- 
state Circuit Inc., which operates 
a string of movie houses here and 
in other Texas cities, filed an ap- 
| plication without describing the 
\territory it wants to serve. 

The Trail Drive-In Inc. asked 
for rights to operate in the south- 
east part of this city. The Bellaire 
Theater asked for rights in the 
southwest section. 

J. B. White, city public service 
| director, said that hearings will be 
held to determine public conven- 
ience and necessity, and as to 
whether one or several franchises 
will be granted. + 


‘Redbook’ Boosts Guarantee 
Redbook, New York, will boost 


rector of national sales and sales|its guarantee from 2,400,000 to 


service for Yankee Network and 


WNAC and WNAC-TV, Boston, | 
j|has been promoted to vp of the|advance from $8,000 to $8,800 


| 2,600,000 with the March, 1958, is- 
sue. Rate for a b&w page will 


Yankee division of RKO Telera-| while four-color pages will go 


dio Pictures. 


| from $11,300 to $12,400. 


wantedness 


SPREADING THE NEWS 


SINCE 1922 


REVERE PHOTOENGRAVING CO. 
WaAbash 2-8816 
712 FEDERAL STREET ¢ CHICAGO 5, ILLINOIS 
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eee come 
National Stores join 66 000 sy Dina 


Bands all. yo Ae 


BOOM!—National Tea Co. and Jewel Tea Co. ex- 
change opening salvos in what appears to be an 
upcoming Chicago battle (AA, Sept. 23). National 
is introducing S&H stamps and Jewel fights back 


ew 4 
. a) 


Lai $y 


WIN RIGHT NOW! | 


When you shoe tor od 
ts tasni 


| THING TO SAVE 


with “The thing to save is cash.” The color newspa- 
per spread and page appeared in the Chicago Trib- 
une, Sept, 29. National’s agency is Rutledge & Lil- 
ienfeld; Jewel’s is North Advertising, both Chicago. 


‘57 Bank Ads to 
Hit $100,000,000 
Level, Says Malen 


(Continued from Page 1) 
year than they did in 1956. 

Among the larger banks, Mr. 
Malen reported, there is a tendency 
to concentrate the ad budget on a 
few, carefully selected media. 
99.5% of the banks reporting said 
they would use newspapers this 
year, he said. Radio will be used 
by 78.4% of the banks, and 38.1% 
will use tv. Outdoor signs will be 
used by 67.4%, and transportation 
ads by 26.8%. 

The use of gimmicks and stunts 
to create favorable publicity for 
banks was advocated by T. Arthur 
Williams, vp, Central Bank & 
Trust Co. of Denver. He listed five 
successful promotions his bank 
used, and which, he said, have 
helped raise the bank’s assets from 
$6,800,000 in 1943 to over $100,- 
000,000 today. They include: 


e An honor club for children in 
Denver who demonstrate honesty. 


e Showing of a prize steer in the 
bank during Stock Show Week. 


e A large Christmas tree adorned 
with money (and awarding of the 
money to the person who comes 
closest to guessing the amount of 
money on the tree). 


e Ballpoint pens to drive-in pa- 
trons who forget to bring theirs. 

The Denver bank fosters good 
relations with the press, Mr. Wil- 
liams said, by remembering news- 
paper men on birthdays and at 
Christmas, by sending  well- 
prepared press releases, and by 
not trying to cover up a story 
which might be unfavorable to the 
bank. 

The financial pr men also were 
warned that bank advertising may 
be getting too “human” and 
whimsical, creating a wrong im- 
age in the public’s mind. 


s S. R. Bernstein, editor of Ap- 
VERTISING AGE, rapped bank adver- 
tising “that is so hep, so light- 
hearted, so whimsical, that it looks 
and sounds like high school adver- 
tising for a juvenile drive-in. 

“I think some of you have made 
a mistake by following the light- 
hearted advertising trends of the 
times just a little too far,” he 
said, “with the result that you 
have tended to tear down an im- 
age of thoughtfulness and honesty 
and integrity and stability that, 
despite everything, is about the 
nicest kind of image a bank can 
build on.” 

Mr. Bernstein said he does not 


favor banks returning to the stuff- 
iness characterized by pre-World 
War II bank advertising, but he 
suggested the bankers “exercise a 
bit of restraint in following the 
current trend toward not treating 
anything seriously.” 

The tendency toward over- 
humanizing a bank has come pri- 
marily in the advertising and pub- 
lic relations done for bank serv- 
ices used by most of the public, 
such as savings promotions and 
auto loans, Mr. Bernstein said. He 
said most bank advertising di- 
rected to business men has been 
good—some exceptionally good. 


s FPRA officers installed at the 
convention include: President, Or- 
rin T. Swayze, exec vp, First Na- 
tional Bank, Jackson, Miss.; Ist 
vp, E. T. Hetzler, vp, Bankers 
Trust Co., New York; 2nd vp, Reed 
Sass, vp, Fort Worth National 
Bank; 3rd vp, Jordan J. Crouch, 
vp, Nevada National Bank, Reno, 
and treasurer, John L. Chapman, 
vp, City National Bank & Trust 
Co., Chicago, # 


Matson Splits Account 
Between Holst & Male, F&S&R 

Matson Navigation Co., San 
Francisco, has announced that 
henceforth its advertising in Hon- 
olulu will be handled by Holst & 
Male and in the mainland U.S. by 
the San Francisco office of Fuller 
& Smith & Ross. Holst & Male was 
created by the recent merger in 
Honolulu of Holst & Cummings & 
Myers and W. H. Male Ltd. (AA, 
June 24). 

Fuller & Smith & Ross has been 
operating under a management 
agreement with Holst & Cummings 
& Myers and with Matson. John 
Leahy, agency vp, has been man- 
ager of the Matson account, W. P. 
Dumont, San Francisco manager 
of Fuller & Smith & Ross, plans 
to move the agency quarters to 244 
Pine St. within the next few 
weeks. 


Lynch, Hart & Stockton Names 
Chipperfield Media Director 

Lynch, Hart & Stockton Adver- 
tising Co., St. Louis, has appointed 
Frank L. Chip- 
perfield media 
director. Mr. 
Chipperfield pre- 
viously was in 
charge of media 
at Gardner Ad- 
vertising Co., St. 
' Louis. 

He also has 
been media di- 
rector of two 
Frank Chipperfield New York agen- 

sits cies, Roy S. Dur- 
stine Inc. and the old Hewitt, 
Ogilvy, Benson & Mather, and also 


of Joseph Katz Co., Baltimore. 


American Export 
Appoints Doyle 
Dane Bernbach 


(Continued from Page 1) 
an invitation to pitch the $500,000 
account, Mr. Roberts said. 

“At first, Doyle Dane was not 
invited, but a committee of our 
advertising department looked in- 
to the agency and an invitation 
was extended,” Mr. Roberts ex- 
plained. 

Doyle Dane came into the pic- 
ture only two weeks ago. Mr. 
Roberts said that at this point 
there was so little time left be- 
fore an agency decision was to be 
made, that it did not have the 
time to make a formal presenta- 
tion. 


= “They were selected simply on 
the basis of what they had done 
for other advertisers,” Mr. Roberts 
said. While the agency has had no 
previous shipping experience, Mr. 
Roberts felt there would be no 
difficulty in Doyle Dane’s picking 
up the necessary background. 

American Export parted com- 
pany with Cunningham & Walsh 
in August following a seven-year 
relationship. C&W said it was re- 
signing the account because of re- 
cent “basic disagreements on ad- 
vertising policies.” 


s “These disagreements, coupled 
with increasing competition among 
steamship lines and the conflict 
of interest with the Italian Line, 


led to the resignation,” the agency | | 


explained. Both the Italian Line 


and American Export had been|/ 


with C&W since 1950. 


Actually, Mr. Roberts said, the} 


competition was “not very great.” 


“The Italian Line does a heavy|” 


tourist-class business, while Amer- 


ican Export is stronger in the|j 


first-class and cabin-class field. 
It is true, though, that we both 
use the southern route to Europe 
through the Mediterranean.” + 


BBDO Reassigns 5 in L. A. 

In a general reassignment of 
personnel in the Los Angeles of- 
fice of Batten, Barton, Durstine & 
Osborn, Tom Dillon, group super- 
visor on the Rexall Drug account, 
has been named resident manager. 
He replaces A. N. W. Neally, vp, 
who becomes consultant to the 
agency. W. M. Starkey, account ex- 
ecutive on Rexall, becomes group 
supervisor, and Robert Herzbrun 
becomes senior account executive. 
Ralph Peck, of the agency’s Toron- 
to office and account 


supervisor 
for Rexall in Canada, will join the 
account group in Los Angeles. 


(Continued from Page 1) 
be good sports, although there may 
be some quarrel about how much 
we have to put up.” 


s Under the ARF plans, the mass 
circulation books will be hit with 
the biggest bite. The study is de- 
signed to cover 25 to 35 consumer 
magazines. Each magazine is to 
be assessed a flat $10,000 fee at 
the start. The remainder of the 
cost will be pro-rated according to 
circulation size and advertising 
revenue. 

Advertisers and agencies will 
contribute about $200,000 of the 
cost; if 30 magazines are signed 
up, that means another $300,000, 
leaving $300,000 to make up. This 
$300,000 residue will be made up 
by the magazines, according to 
their size. Individual magazine 
costs thus will run from $95,000 
(for Life, probably) down to as 
low as $18,000. 


= The oppesition to the ARF 
study is centered among the big 
publishers, Mr. Seymour points 
out. The small magazines are 
heartily in favor, he said, because 
their costs will be relatively low 
and they have not had the bene- 
fit in the recent past of a full- 
scale study of their readers. 

The feeling in some publishing 
circles is that the ARF is “brow- 
beating us into this by hitting us 
over the head with advertisers 
and agencies.” An advertising ex- 
ecutive at one magazine, who pre- 
ferred to remain anonymous, said: 
“It’s a squeeze. The ARF presents 
us with the names of these top 


ARF Faces Chore of Raising Money 
for Audience Study Among Magazines 


advertisers and agencies who want 
the study—and what can we do 
but go along?” 

Assuming enough money is 
raised to cover the costs, a maga- 
zine will be included in the study 
whether it contributes or not. The 
plan calls for inclusion of 30 to 35 
general magazines out of a total 
of 47 whose circulation and ad- 
vertising revenues place them 
among the leaders in the field. 

The ARF study will be based on 
the largest sample ever used in 
any single media study—30,000 
different interviews. Alfred Politz 
Research has already been se- 
lected to do the field work. 


s In explaining the need for such 
a project, ARF points out: 

“While magazine audience re- 
search has been carried on over 
a period of 18 years, only about 
one-third of the top 30 magazines 
in the consumer field have been 
covered and these only on an in- 
termittent basis. There has been 
no continuity, and no large res- 


lervoir of comparable information 


developed. . . 

“The proposed magazine study 
should reach its highest value by 
enabling advertisers and agen- 
cies, for the first time, to design 
more complete magazine sched- 
ules on the basis of audiences 
that can be reached by any com- 
bination of the magazines studied 
—with breakdowns of character- 
istics. This is one key feature 
never before achieved in maga- 
zine audience surveys which have 
usually covered a small number 
of publications.” + 


(Continued from Page 1) 
departments to coordinate re- 
search, sales and advertising. It 
is only natural they should look 
to their agencies to find many 
solutions for their problems. 


= “As a result of these new re- 
sponsibilities,” he said, “there has 
been a great flurry of agency 
mergers in the last few months. 
An agency which finds itself un- 
able to handle the research and 
merchandising problems thrust 
upon it may combine forces with 
one which is adequately- staffed 
for such a job. Or the combined 
agencies now hire the necessary 
talent with the doubled resources. 

“Some people believe the trend 
is definitely toward mergers in 


PROMOTER—Guilda, representing the 
Artists Guild, shows the pester 
which boosts Artists Guild Day, 
Oct. 11, in Chicago. At the all-day 
event, a queen will be chosen every 
hour on the hour until 9 p.m. 


Advertising Needs No Defense; It Speaks 
for Itself, AFA’s Proud Tells Dayton Admen 


the top 100 agencies as the job of 
the agency demands broader un- 
derstanding of the entire mar- 
keting function. But that is not 
the whole answer. 


= “Smaller agencies are turning 
to agency network cooperation 
and supplementary research and 
marketing sources to provide 
broader services. 

“Many of us,” Mr. Proud said, 
“believe in the indispensable func- 
tion of the small agency. It is 
encouraging to note that the agen- 
cy giants seldom have been able 
to drive their smaller rivals out of 
business. That is, if the small 
agency has what it takes in the 
first place.” 


s Commenting on the AFA’s role 
in the face of the new problems 
confronting advertisers and agen- 
cies, Mr. Proud said: “Let’s not 
kid ourselves. Advertising will 


‘|face many new threats in the next 
_|few years. There are between 1,- 
/}900 and 2,000 


advertising laws 
and rulings today. A lot of them 
are good, and help to account for 
the improvement in advertising 
morality since AFA started its 
first ‘Truth in Advertising’ cam- 
paign in 1911. But many of the 
laws are bad and not only restrict 
advertising but add to the ex- 
pense and red tape of doing busi- 
ness today.” 

In order to serve the industry 
better, Mr. Proud said, AFA has 
re-established a Washington of- 
fice at 734 15th st., N. W., to in- 
form and alert the 30,000 members 
of AFA on all advertising legis- 
lation. AFA also is working for 
the establishment of an adver- 
tising education foundation; it is 
developing its college cooperation 
program, to help college professors 
with more practical assistance in 
advertising courses, and it is work- 
ing on a new campaign to recruit 
talented youth for advertising. + 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge 


$5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


per line. Add two lines for box number. Closing deadline: 


Copy in written form 


in Chicago office no later than noon, Wednesday 5 days preceding publication 


date. Display classified takes card rate 
discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING JUNE 30, 1957 


of $17.75 per column inch, and card 


39,430 | 


HELP WANTED | 


HELP WANTED 


MANAGER, RESEARCH DEPARTMENT 
Large 4A Agency with Automotive Ac-) 
counts. Ph.D. or Master's preferred with 
at least five years academic or business 
background. Challenging opportunity for 


broad range of advertising, media and 
market research on variety of accounts 
with considerable client contact on re-| 


search matters required. Midwest. Salary | 
around $15,000. Please contact: 
Box 9894, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., HA. 7-1901 Chicago 
Editor for national publication in gasoline 
service station field. Must be thoroughly 
familiar with management and operation 
of modern stations giving one-stop serv- 

ice. Location Middle West. 
Box 9932, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


t tive technical editor for monthly 


MOLENE 

. Public Relations 
Copywriters Advtg Managers | 
Artists Media Production Service 
“all is grist which comes to our mill” 
Andover & 4424-105 W. Adams 8t., Chgeo. 3 


Editors 


publication. Must be thoroughly familiar 
with repairing and maintenance of autos. 
Background of writing service manuals 
helpful. Location Middle West. 
Box 9933, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING MANAGER for feed-grain 
company. Variety of duties makes posi- 
tion challenging and interesting. Must be 
abie to write copy and express ideas 
clearly. Artistic ability and knowledge of 
printing helpful but not essential. Write 


letter and summary of qualifications to 
Pannen Mills, Inc., Box 429, St. Joseph, 
Missouri. 

GAL FRIDAY. Need bright, willing-to- 
learn, young “copy cub” who can also 
type well, assist boss of fast growing 
small agency. Near north. Send resume. 
$60 to start. 


Box 9929, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Assistant to General Promotion Manag- 
er. Prefer young man with 5 years ex- 
perience. Wide awake Metropolitan oper- 
ation. He must be STRONG on circulation, 
have a flair and liking for writing, have 
a knowledge of production 


Here’s his | 


opportunity to build a big reputation 
with exciting, stimulating, inspiring, and 
compatible associates. Send resume to 
M. B. Frost, Sun-Telegraph, Pittsburgh 
30, Pennsylvania 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chge. Su 71-2255 


ADVERTISING SPACE SALESMAN 
With some experience in consumer mag- 
azine space selling. To work in Chicago 
and territory by magazine in men’s field. 
Send full particulars to: 

Box 9931, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
SALES PROMOTION man needed by 
highly active trade association for varied, 
interesting position in friendly surround- 
ings. Chicago suburban area. Must know 
direct mail, write copy, understand ad- 


vertising production, do rough layouts. 
Type wanted can work fast with steady | 
enthusiasm, is versatile, easily adapts 
self to constant flow of assignments. Tell 
us your age, education, experience and 
salary expectations in first letter. 
Box 9930, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

YOUNG SPACE SALESMAN needed to 
help handle growing advertising of lead- 
ing magazine for printing industry. Re- 
tirement of present top man will open 
door to one of publishing’s best sales 
jobs in not distant future. Office in New 
York, some travel. Send complete resu- 
me, including expected salary, to THE 
INLAND PRINTER, 79 W. Monroe &t., 
Chicago 3. 


WRITER 
for 
IBM RESEARCH 


Young man with newspaper, 
public relations or advertis- 
ing experience to provide a 
creative approach to a va- 
riety of writing assignments 
including: editing company 
bulletins, writing feature 
stories for release to news- 
papers, promoting research 
projects. Prefer one or two 
years’ experience, and a col- 
lege major in English or 
Journalism but stress is 
placed on ability to assume 
responsibility, a flair for 
news value, and sound pub- 
lic relations instincts. To 
work from Research Lab- 
oratories at Poughkeepsie 
and Yorktown, N. Y. Excel- 
lent opportunity. Numerous 
company-paid benefits. 
Please write, outlining ex- 
perience and qualifications, 
to: 
Dr. D. E. Davis, Dept. 138111 
IBM Research Laboratories 
Boardman Road 
Poughkeepsie, N. Y. 


INTERNATIONAL BUSINESS 
MACHINES CORPORATION 


WE'RE LOOKING FOR A GOOD 
AGENCY PRODUCTION MAN! 
Medium-sized Chicago agency needs ex- 
perienced man to take complete charge 
of production dept. ROP color, roto, 
POP; consumer foods and trade ads. 
Salary open. Our staff is aware of this 
opening. Send complete (confidential) 

details to 
Box 9934, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EDITOR 
MERCHANDISING PUBLICATIONS — 
Young man to write and layout mer- 
chandising publications and handle trade 
publicity for nationally known food com- 
pany in Chicago. These are not house 
organs but hard sell promotion papers. 
Enclose photo with resume and salary 
requirements. 
Box 9935, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING SALESMAN, 28-45, to 
cover Ohio, Michigan, Western N.Y. area 
(probably hdqtr Ohio) for monthly busi- 
ness publication. Constant travel and car 
essential. Magazine is first in competitive 
field. This territory has never been cul- 
tivated or assigned, yet commissions 
from house business alone in area will 
almost support a man. Impressive po- 
tential with grade A _ prospect list. In 
relatively short time, right man will grow 
into five-figure income. At beginning, a 
satisfactory comm and draw/expense ar- 
rangement will be worked out. Qualified 
men write, giving business history. 
Box 9936, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
WRITER-PRODUCTION MAN FOR 
SOUTHWEST COMPANY MAGAZINE 
Skill and imagination are the principal 
ingredients needed in a man in his twen- 
ties or thirties to fill a good t on our 
company magazine. Design and execution 
of layouts, writing of sharp, vivid articles 
for the magazine form the heart of this 
job. The position would be of particular 
interest to a man who likes to travel 
from time to time. To a person with an 
affinity for a dry, sunny climate in a 
medium-sized city, the job would be 
especially desirable. 
Box 9937, ADVERTISING AGE 
200 E. Lllinois St., Chicago 11, Illinois 
Account Executive Wanted — a nationally 
recognized New York consumer goods 
agency is seeking an experienced indus- 
trial advertising account executive to 
head up non-consumer division. Prefer 
that he have some industrial billing— 
agency has accounts it can assign to him 
immediately. Exceptional opportunity for 
the right man. 
Box 9940, ADVERTISING AGE 
480 Lexington Age., New York 17, N. Y. 


SALES PROMOTION 
Young «nan—age 25 to 33—to contact 


Sales and Advertising Executives. Some 
experience in selling, general advertising 
or point-of-purchase merchandising de- 
sirable but not essential. Will lead to 
Sales M Excellent immediate income 
with bright future. $8-10,000 plus. 
For quick action see 
CLIFF KNOBLE 


Dir. of Marketing Placement 


DRAKE PERSONNEL, INC. 
220 S. State St., Chicago 4, HArrison 7-8600 


POSITIONS WANTED 


REPRESENTATIVES WANTED 
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BUSINESS OPPORTUNITIES 


AGENCY ACCOUNTING MANAGER.) 
Preferably in smaller firm in Middlewest. 
Experienced in corporation accounting, 
Rubel cost accounting, payroll manage- 
ment, bill paying, bank borrowing, pub- 
lishers’ statements, tax reporting. Out- 
standing administrative skills, plus ability 
to work weil with others. Unusual ca- 
pacity for multiple responsibilities and 
personal work-load. Currently employed 
but availability flexible. 
| ox 9919, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
GRAPHIC ARTS MECH. PRODUCTION 
Know art, type, plates, schedules, costs 
in litho, letterpress, publ. and package. 
Worked in agcy. engrav. print and publ. 
Box 9941, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CREATIVE ADVERTISING EXEC 
Diversified copy; contact — 4 A agency, 
retail. Seasoned all phases. E. seaboard. 
Box 9904, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
COPYWRITER-i0 YEARS EXP. Presently 
employed but wants more demanding po- 
sition Young (35), creative. Ex- 
perience includes: Copy (top accts., top 
NY 4A agencies), Advt.-Sales Prom. Mgr. 
(major industry), Sales Prom., A... & 
Writer (network). Will relocate. 
Box 9715, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CHICAGO GAL considering all publicity, 
editorial, advertising and/or administra- 
tive assistant and executive secretarial 
opportunities. Hard worker. Organizer. 
Creative. Ten years experience. 
Box 9942, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PUBLICATION REP WANTED 


to expand new consumer publication inj} ist to share modern f 
radio-TV-hi-fi field. Exclusive territories 
plus top commission. Write stating expe- 


rience to: VANE A. JONES CO. 


3749 N. KEYSTONE 
INDIANAPOLIS 18, INDIANA 


New Method of Full Color Printing With | 


Transparent Inks. Lew Cost-Beautiful | 
Color-Fast Service. Short run catalogues 
our specialty, Skokie Colorgraph, Inc., 


Morten Grove, Hl. 


ORchard 4-7400—Rep- 


resentatives Wanted. 


REPRESENTATIVES AVAILABLE 


Publishers 
ritory—Hq. 
| tacts, 
| tablished 
| Highest references. 


480 Lexington Ave., 


gga - moyenne 
NYC., offers top agency con- 
concentrated sales effort for es- 
trade or industrial magazine. 


Box 9948, ADVERTISING AGE 
New York 17, N. Y. 


aggressive selling in Detroit, 
Pittsburgh, write experienced rep now. 


publication needs intelligently 
Cleveland, 


your 


Box 9949, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Mlinois 


EDITOR-CREATIVE WRITER 
Newspaper, national magazine, house or- 
gan experience. Strong on layout, typog- 
raphy. Free lance work in national mag- 
azines. Wants job with challenge and 


—, 
x 9943, ADVERTISING AGE 
200 = "Tinos St., Chicago 11, Illinois 
ADVERTISING SPACE SALESMAN 
Highly successful, 10 years industrial ex- 
perience. Branch Manager type wants 


married, College, travel midwest. 
Box 9944, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 
ART DIRECTOR 
Practicing Art Director, 18 years in ad- 
vertising. 15 Years in Agency Business. 
Experience in National Magazine, News- 
paper, Trade, Outdoor, Collateral Retail. 
Desires spot in agressive organization. 
Box 9945, ADVERTISING AGE 
200 E. Hlinois St., Chicago 11, Ilinois 
AGENCY ACCOUNT EXECUTIVE 
9 years experience in 4A agency. Indus- 
trial mainly, some consumer. Age 32, col- 
lege. Now AE doing planning, contact. 
Experience in copy, media. Seek manu- 
facturer of solid agency in midwest. 
Box 9946, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 


187 N. LASALLE. CHICAGO) = CLLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


challenging five figure position. Age 39, | 


ATTENTION LOS ANGELES 
AND HOLLYWOOD AGENCIES 


SAVE $5,000 HIRING A 
TOP-NOTCH COPYWRITER 


Chgo. Cop. Chief must move West 
for son's health. 14 yrs. exp. con- 
sumer - all media. Age 37, 
married, salary now $15,0004+. Will 
head group or work in one for 
$10,000. No furniture to move—four 
one-way tickets sy only expense. 
Write immediately for resume. Box 
776 Advertising hae 200 E. Illinois 
St., Chicago 11, Il Eools. 


MAN SEEKS ADVERTISING AGENCY 
THAT DESERVES NEW BUSINESS 


Seasoned New York advertising man 
has 5 accounts. What’s more, he can 
sell your agency to additional ac- 
counts if you can sell your agency to 
him. He would welcome negotiations 
with an adequately staffed small 
agency that renders demonstrably 
superior service—one that is equipped 
to take full advantage of his wide ex- 
perience in both national and indus- 
trial advertising. Write: 


Box 770 ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


WRITER-PRODUCER 
$12,000 
Midwest Agency seeks man of managerial 


caliber to spearhead growing department. 
Fine growth opportunity. Contact me in 


confidence 
GEORGE & Maney, 
Executive Adve Consul 
CADILLAC ASSOCIA ES, INC. 
220 S. State St. - Chicago +» WA 2-4800 


tant 


Ter-| 


Wanted free lance copy wetter or art- 


privacy, telephone service with = 
address on North Wacker Drive. $60.00 a 
month. Phone CEntral 6-4912-Chgo. 

ST RURAL SUBURBIA IN SANDERS 
10 GENESSEE VALLEY PUBLICATIONS 
Genesee, N.Y¥.-Special comb. rate covers 
87,000 prosperous people in 4 counties. 

MISCELLANEOUS 

| Comfortable, light space for free lance 
| artist or writer. Located in ad agency at 


St. Clair & Ontario. $50 mo. Call Michi- 
gan 2-4083. Chicago 


| 
| 


A complete placement service 


of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


ARTIST — LAYOUT 


Thoroughly grounded in creative layout 
work; combines artistic skill with prac- 
tical merchandising insight; has worked 
with quality department store, specialty 
store, retail art studio or agency. Splendid 
epasrany with nationally known men's 
clothing manufacturer in Chicago. Write 
in full confidence. State training, experi- 


ence, salary requirement ready to 
show ph Include that need 
not be returned 

JR. LAYOUT ARTIST 


Has proved record in creative retail lay- 
out work—knows “‘roughs’’, paste-ups and 
‘comps’’. Opportunity in same advertis- 
ing department as mentioned above. When 
writing include data on — “> 
ence, salary requirement, be’ read 

to show samples 


Box 768 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


Our 46th Year 


LAST CALL! ART DIRECTOR 
COPY CHIEF. 40's no bar 
Strong pkg. goods exper 
Happy creative situation 
COPYWRITER. All-around 
exper., some automotive 
RETAIL LAYOUT ARTIST 
PRODUCTION MGR., Well- 
known soft-drink mfr 


GLADER C ‘ORPORATION 


Don Harris, Dir. Ady. Div. 
110 S. Dearborn CE 6-5353 


to $20 


to $20M 
to $7500 


ADVERTISING 


FOR BROKERS AND SALESMEN 

OF POINT OF SALE ADVERTISING 
May we | P eliminate creative, pro- 
duction, inancial problems? We will 
provide any or all of—creative ideas, 
visuals and constructions, production and 
financing. Can accommodate miost indi- 
vidual situations. 16 years successful ex- 
perience in P.O.P. merchandising aids. 
Write Box 772, Advertising Age, 200 E. 
Ilinois, Chicago 26, Illinois. 


ART DIRECTOR 


Nation's largest exclusive manufacturer 
of gift wrap products, located in Middle 
Atlantic metropolitan city. Must be expert 
in packaging design and production; ca- 
pable of crisp, comprehensive layouts, 
finished art and lettering. The person we 
want will be at home supervising free 
lance artists, working with production 
people. He knows typography and color. 
He can visualize and produce sound mer- 
chandising ideas. Salary open. Rapid ad- 
vancement. Write in confidence giving 


ACCOUNT EXECUTIVE 


Ohio Agency needs experienced self-start- 
er who can take over on some present 
accounts, develop new business. spark the 
idea, write solid copy for newspapers, 
radio, TV, trade papers, direct mail and 
can follow through. He'll want te move 
fast and work hard to grow with us. 
Agency has good growth record, 
excellent results for clients. Salary epen 

. plus profit sharing arrangement... . 
prefer experienced A.B. 35 to 45. Replies 
confidential: Send resume to Box 1764, 
Advertising Age, 200 E. Illinois St., Chi- 
cago 11, Illinois. 


( lete résumé. interview will be 
arranged. 


Box 769 ADVERTISING AGE 


ADVERTISING AGENCY 
COPY CHIEF 


Top ten advertising agency desires 
copy chief to fill top position in 
copy department. This executive 
should possess outstanding writing 
ability and the capacity to co-ordi- 
nate copy activities with other 
agency functions. Should have broad 
and varied background, with na- 
tional agencies, in all phases of 
copy. A man who is able to take the 
lead in production of major adver- 
tising campaigns. Our staff knows of 
this ad. gf open. Replies held 
confidential. Please SEND complete 
résumé, giving experience, nature 
of accounts, level of responsibility, 
salary earned, education, reasons for 
interest in this ad, age, salary ex- 


ted. 
Box 771 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


SPACE SALESMAN 


We're small, but fast-growing consumer 
magazine with a Class Circulation made 
up of highly responsive, influential read- 
ers. 

Right now we have room for another top- 
notch sales representative on our N.Y.C. 
staff. The man we're looking for has sold 
space successfully for consumer publica- 
tions to national advertisers and agencies 
and has enough broad experience to step 
in and handie new accounts on his own 
with minimum direction and supervision. 
He'll have the full support of a good 
promotion team. 

To the man who can bring in new busi- 
ness we offer an unlimited opportunity, 
attractive starting salary with liberal 
commissions. If you think you're qual- 
ified, send us, in complete confidence, 
a resume of your business experience. 

Box 774, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


480 bexington Ave., New York 17, N.Y. 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 

By appointment only 
59 E. MADISON - SUITE 1417 
CHICAGO 2, ILL. 
CEntrel 6-5670 


résumé. Salary open. Box 775, 
St., Chicago 11, Ilinois. 


ADVERTISING DEPARTMENT STAFF MEMBER 


AAAA Corporation, central Michigan, requires man, age 25-35, 
to oversee advertising and promotion of several product groups. 
Prefer man with advertising department experience. Should be 
personable, self-starter, and sound reporter used to directing 
agency and other creative activities based on sales planning. 
Heavy industrial advertiser but consumer experience helpful 
because of diversification. Please fumish picture and complete 
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The 


Almost everybody of 


importance in 


advertising and 


marketing reads 


and uses 


ADVERTISING 


MARKET PLACE 
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McCann Joins Social Research 

Charles B. McCann has joined 
the staff of Social Research Inc., 
Chicago, as assistant to the execu- 
tive director, Dr. Burleigh B. Gard- 
ner. For the past seven years, Mr. 
McCann has been director of mar- 
keting and research for the west- 
ern division of Ruthrauff & Ryan. 


OFFICE SPACE FOR RENT 
Beautiful, desirable offices on Chi- 
cago’s Near North Side. 

1200 sq. ft. « Air-conditioned « 
Carpeted « Wonderful location, 
prestige address. 

Available for immediate occupancy. 


Call SUperior 7-2845 


Bs CARTOONS 


Ph. ag! « ponels pot Armen mong oy s yo 


Thode Public Publications S Setbaena on I 
CARTOONS-OF-THE-MONTH, ROSLYN 2, N.Y. 


SALESMAN 
TRANSPORTATION ADVERTISING 


Outstanding opportunity for seereeenty 
experienced salesman to build a high 
profitable future in a new and vital 
York medium. Must have extensive pd 
rience selling outdoor and media de 
ments of leading agencies as wel 
major advertisers. Substantial | salary and 
—_"-- c ions. | open- 
ng. Send resume 


DISPLAY ADVERTISING CORP. 
9 East 40th St., New York 16, N.Y. 


Need an automotive man? 
You can profitably use this— 


CAR ADVERTISING AND 
PROMOTION SPECIALIST 
Self-starter, age 42. Successful gen- 
erator of basic selling ideas as ad- 
vertising agency account executive; 
advertising and promotion manager; 
copywriter; creative salesman for 
promotion and training agency on 
new and used cars, parts and serv- 
ice. Top flight auto industry refer- 
ences. Write Box 773, Advertising 
Age, 200 E. Illinois St., Chicago 11, 

Illinois. 


(Continued from Page 3) 
man board of directors, including 
30 regional directors from impor- 
| tant building centers. 


s The contest, which is to get 
under way in January, “is de- 
signed to make the home owner 
aware that his house needs im- 
provement and modernization and 
then move him to start doing 
something about it,” Mr. Hecht 
explained. 

The contest will be divided into 
two phases. During the first half 
of the year, it will center on a 
“self audit” by the home owner. 
Using a 16-page entry blank in a 
“How’s Your Home” game, the 
home owner will be required to 
fill out a check-list on his home 
from roof to basement. His entry 
|will end with the statement, “My 
|No. 1 home improvement project 
‘is (blank) because (25 words or 
less) .” 

To participate in the second 
phase of the contest the home 
owner will have to complete an 


actual home improvement project | 
involving the products or services | 
of a local Home Improvement 
Council member. Projects submit- 
ted for this phase will be judged | 
on their merits, with entries cate- | 
gorized by type and extent of job) 
ito avoid undue concentration of | 
\winners in elaborate improve- 
ments. 


|@ As an indication of initial reac- 
tion to the project, Mr. Hecht re- 
ported that Meredith Publishing 
Co. has received permission to 
bind copies of the entry blank into 
6,000,000 copies of Better Homes 
& Gardens, Successful Farming 
and Kitchen Ideas in January. 

He said similar arrangements 
will = be completed with 


You, too, will like 
What you see... 


.-» When you realize that 41 per cent 
of the total disposable income of 

the entire state of Southern California 
is spent in Los Angeles County 
(America’s second greatest market with 
a 1957 EBI of $11-billion-plus!) And 
then, to realize, that the readers 

of this nemspaper alone, represent the 


largest single evening newspaper audi- 
ence in Los County and 
the entire West! 


Los Angeles EVENING 


HERALD-EXPRESS 


Represented Nationally by 
MOLONEY, REGAN ond SCHMITT, INC. 


Yigg « 


WHO ARE THE MEN 


WHO BUILD 
AMERICA? 


(They are the mightiest 
audience of construction 

men ever assembled 
by a magazine!) 


|the direct benefits which will ac- 
lerue to manufacturers and dis- 


|receptive to modernization and 


‘istered White 


|$15 and $10. It will be in limited 


New Home Improvement Council Plan 
Sets $2,000,000 Contest Promotion 


two other large publishers next 
week, and that a third very large 
magazine intends to distribute the 
entry blanks if it can solve its 
bindery problems. 


s “We originally thought it would 
be necessary to buy spreads in 
these magazines telling people, 
‘Go find an entry blank for this 
contest.’ But the publishers rea- 
lized that potential support from 
manufacturers and the _ great 
amount of reader interest that is 
involved make it well worth while 
for them to cooperate, and to bind 
these 16-page forms into their 
magazines at no cost to us,” he 
said. 

He indicated some advertising 
for the contest will still be neces- 
sary, however, probably in news- 
papers in as many as 100 cities 
and in certain magazines which 
are not sufficiently close to the 
housing field to provide the kind 
of free cooperation that housing 
magazines are offering. 


# In his presentation he stressed 


tributors from the kind of contest 
the council is planning. 

While the council contemplates 
|a continuing program concerned 
with selling homeowners on a 
state of mind which makes them 


improvement, he said, the contest 
should stimulate immediate sales, 
since several hundred thousand 
families “will be made uncomfort- 
ably aware of the specific inade- 
quacies of their homes. 

“Through the use of the Home 
Improvement Council seal and 
the requirement that contestants 
deal with HIC members, the sec- 
ond phase of the contest is 
planned to build traffic in home- 
owners who are definitely ready 
to buy,” he added. 

One by-product of the contest 
will be “prospect lisis of incalcu- 
lable value,” he said. While no 
specific sales leads will be turned 
over to any company, he ex- 
plained it will be possible for HIC 
members to arrange for the con- 
test agency to research the en- 
tries and make mailings on the 
customary commissionable basis. 

In addition to the contest, he 
said, HIC’s program will include 
an array of public relations, mar- 
ket research and community rela- 
tions projects which will assist in 
developing the home improvement 
market. + 


Burbach to Retire 

George M. Burbach, secretary of 
Pulitzer Publishing Co., St. Louis, 
and general manager of KSD and 
KSD-TV, the newspaper’s radio 
and television stations, will retire 
from all three posts Dec. 31, 1957. 
Mr. Burbach began his business 
career as a newspaper representa- 
tive. 


Offers ‘Registered’ Pen 

A new ballpoint pen, the “reg- 
Dot,” has been 
introduced by W. A. Sheaffer Pen | 
Co., Fort Madison, Ia, The pur- 
chaser’s name will be registered 
by the manufacturer. The ballpoint 
comes in two models, selling for 


supply, according to the company. 


Ad Film Showings Set 

“How to Prepare Better News- 
paper Advertising” is the title of 
a film sponsored by the National 
Retail Dry Goods Assn. and the 
Newspaper Advertising Execu- 
tives Assn. It has been scheduled 


by 241 newspapers for showing to 


more than 20,000 retailers. 


Guide to Cleveland Ad 
Careers Published 


“Cleveland Careers in Advertis- 
ing,” a 12-page booklet describing 
the advertising business, has been 
published for the Cleveland Wel- 
fare Federation’s occupational | 
planning committee by the Cleve- | 
land Advertising Club and the|with Harris & Frank, Southern 
Women’s Advertising Club of)California retail clothing chain, 
Cleveland. The booklet gives in-|has joined KRHM-FM, Los An- 
formation on employment and/geles, as merchandising manager 
training opportunities in the Cleve-| and account executive. 


| land area and lists qualifications. 

Copies are available for 25¢ each 
from the occupational planning 
committee, 1001 Huron Rd., Cleve- 
land. 


Lester Meyers to KRHM-FM 


Lester Meyers, for many years 
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“ Next Month in 
rsh oe 
Watch for these outstanding 
features in the big OCTOBER 
issue of Advertising Requirements, 
Workbook of Advertising & Sales Promotion 


Presenting the New Edsel 
For hundreds of dealers from coast-to-coast, the in- 
troduction of the new Edsel automobile means a 
major investment in signs and identification mate- 
rials. Here's the story behind the biggest identifica- 
tion campaign of the decade. 


New Maturity for Direct Mail Advertising 
Direct mail is taking on new maturity. And with the 
growth of the medium, specialists are becoming in- 
creasingly important. The October AR will present a 
special report on this development, based on a sur- 
vey of 4,000 AR readers. 


Using Packages to Promote Premiums 
There is a fast moving trend toward vigorous pack- 
age promotion of special deals, introductory deals 
and premium offers. A package designer shows 
eight ways in which your package can provide 
extra promotion at the point-of-purchase. 


Preparing Art for Litho 
Lithographers, artists and art directors don't always 
mean the same thing when they use the same 
words, The net result can be poor and costly print- 
ing jobs. Here are some practical suggestions for 
making sure you get what you want. 


Borrow an Idea from St. Louis 
In St. Louis’ modern air terminal, advertisers are 
presenting their stories with 29 unusual exhibits, 
featuring effective use of space, sound, color, ani- 
mation and audience participation. Here are many 
interesting ideas for alert exhibitors. 


How to Punch 864 Holes in Close Register 
For a magazine insert, Electrodata needed a precise 
die-cutting job, a precise printing job, and a precise 
maintenance of a tight time schedule. How they got 
the job completed is explained in an AR case his- 
tory article. 


Plus ... New Look for TV Commercials . . . how Tide- 
water Oil! established its trademark dramatically through 
a series of unusual tv spots . . . Effective Picture Crop- 
ping ...a picture editor shows how cropping can add 
to the effectiveness of photographs . . . What’s In The 
Future for Type? . . . modern printing technology re- 
quires a change in thinking by typographic designers . . 
Picking a Christmas Business Gift . . . new ideas for 
admen seeking “different” Christmas gifts. 

Plus ... all the regular monthly departments that make 
AR almost indispensable to any adman concerned with 
advertising production, promotion or merchandising. 


Mail Today For Trial Order 


— _——Soe ee owe = _-——— oe ow ee ee ee ee ee ee ee eo 6 oe oe oe aoe 


Advertising Requirements 
200 E. Illinois St., Chicago 11, Ill. 


Please enter my year’s trial (12 issues) for only $3, Guiting with 
the October issue. I must be satisfied or my money back 


My Nome. ee 


GED . comeinnttintonibineames 
Neture of firm's business__._ 


ClHome or 
OFirm Address___ 
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Curb TV ‘Monopoly,’ 


FCC Study 


(Continued from Page 1) 
recommended in this report, to- 
gether with technological changes 
in the industry within the next 
few years, not achieve effective 
competition in the broadcasting 
system, it may be necessary to 
consider basic structural changes 
in the system.” 


s In the event moderate changes 
fail to pare down the power of 
networks, it said, some of the ul- 
timate steps that might have to 
be considered would be these: 


e Network service available to 
all stations, as news service is sold 
to newspapers. 


e Rationing of station time to 
serve all kinds of program sup- 
pliers and advertisers. 


e Commission regulation of rates. 


e Recapture of monopoly profits 
or economic rent in the use of 
valuable channels in the commer- 
cially desirable markets. 


e Recapture of the value of the 
frequency itself through the sale 
of scarce, valuable station facili- 
ties. 

Nearly two years of work went 
into the 300,000-word document, 
with the staff, under Dean Roscoe 
Barrow, who was on leave from 
the University of Cincinnati law 
school, consulting advertisers, 
agencies, stations and other seg- 
ments of the industry. When the 
report has been analyzed by the 
members of the commission, it is 
expected to lead to a lengthy ser- 
ies of hearings, probably during 
the second half of 1958, looking 
toward the adoption of a new set 
of FCC rules to govern the busi- 
ness relationships of networks 
with stations and advertisers. 


®s One section of the report, deal- 
ing with programming, was omit- 
ted. Dean Barrow said it was in- 
complete because of litigation over 
data requested from film syndi- 
cators. He urged the commission 
to see that this portion of the 
study is finally completed. 


Basic Status Unchanged 


The staff left no question about 
its acceptance of the existing com- 
mercial tv system. One of its ba- 
sic assumptions was that the tele- 
vision industry will continue to 
be supported by advertising rev- 
enue. Another was that networks 
will continue to be an essential 
component of the tv broadcast 
system. 

“The essential business function 
of a television network is to pro- 
vide a national advertising me- 
dium,” it notes. “Among national 
advertising media, television is 
the only one which makes it pos- 
sible to convey the advertising 
message by a combination of sight, 
light, sound and motion. 


8 “Television is sufficiently dis- 
tinct from—and non-comparable 
with—radio, magazines and other 
national media that most national 
advertisers look upon television 
as a complement to, rather than a 
substitute for, their other forms 
of national advertising.” 


Unit Urges 


lor quarter-page magazine display. 

“In measuring audiences, 
jadequate answer has yet been 
given to the question, ‘What is a 
reader?’ or ‘What is a viewer?’” 


s Examples were given of varia- 
tions in cost per 1,000, ranging 
from $1.51 per 1,000 to $23.70 per 
1,000 in newspapers; from $1.35 
to $37.66 per 1,000 in three maga- 
zines; from 17¢ to $6.21 per 1,000 
adults in radio and from 62¢ to 
$4.66 per 1,000 tv viewers. 

“The advertising industry, hav- 
ing no rational basis for compar- 
ing the sales effect or cost per 
1,000 for the various media, does 
not generally regard them as close 
substitutes,” the report says. 

“The large advertisers use near- 
ly all the available media to com- 
plete their total advertising ob- 
jective, and consider each medium 
distinctive.” 


More Spot, More Film 


With little prospect of more 
networks—it reported only 27 of 
the top 100 markets can have four 
equal stations—the study group 
said the best hope for more com- 
petition is in national spot adver- 
tising, or in the development of 
specialized services like the film 
or sports networks. 

To provide the best possible 
service to the public, the report 
says, it has always been assumed 
that government policies in the 
broadcast field should (1) pro- 
mote competition, (2) encourage 
diversified ownership and control 
of stations and (3) fortify the 
independence of station operators 
so that each may exercise discre- 
tion in providing a service keyed 
to the needs of its own commun- 
ity. 


@ On the basis of its studies of tv, 
however, it finds networks have 
achieved a high concentration of 
control. While some of this is due 
to the superior program service 
they render, the study group says, 
this advantage in the program- 
ming field is exploited through 
restrictive practices which are an 
undue burden on stations and ad- 
vertisers. 

Option time stands out as one 
of the typical situations which 
concerned the study group. After 
meticulously tracing the steps fol- 
lowed by networks in clearing a 
program, it finds that networks 
rarely if ever try to press any 
jlegal advantage that may accrue 
from option time arrangements. 


no} 


with considerable discretion on 
accepting or rejecting network 
and other programs,” the report 
says. “Nevertheless, as a result of 
the option time provisions, affili- 


programs that they would not 
otherwise carry—or else that they 
would otherwise carry on a de- 
layed basis.” 

Even though networks would 
not be in a position to provide 
immediate assurance that pro- 
grams are likely to clear, the 
study group said, it did not feel 
there would be any serious impo- 
sition on the national advertiser. 


s “The process of station clear- 
ance has been so organized that 
it is not particularly long, com- 
plicated or time consuming for 
the present networks,” the report 
says. “It would seem quite im- 
probable that the orderly plan- 
ning of the advertisers’ cam- 
paigns could not await the out- 
come of a request for clearance. 

“On the contrary, the widely 
different clearances obtained by 
individual programs-——both in op- 
tion time and in non-option time— 
suggest it would be difficult for 
either the network or the adver- 
tiser to firm up plans prior to 
the outcome of the clearance proc- 
ess. Once the program has been 
accepted, of course, the station re- 
mains bound to carry it, under 


tract.” 


‘Must’ or ‘Minimum’ Buy? 


Similarly, the study group says, 
“must buy” policies of NBC and 
CBS also appear to be anti-trust 
violations. It adds that in any 
event they serve no useful pur- 
pose. In surveys and interviews, 
which it carried out at leading 
advertising agencies, the study 
group found that only a handful 
of national advertisers felt any 
resentment toward the basic lists 
used by NBC or CBS. On the oth- 
er hand, it was concerned about 
the pointed fact that the prospect 
of creating a “basic” station is one 
of the bargaining points which 
enable networks to obtain favors 
from stations. 

As a protection, to prevent frag- 
mentation of the network, the 
study group said it would be will- 
ing to agree to the “minimum 
buy” approach used by ABC, with 
the advertiser free to select his 
own station list. 

“The size of the network which 
the advertiser orders is deter- 
mined primarily by the economics 
of the television market,” the re- 
port argues. “At present most net- 
work advertisers voluntarily or- 
der considerably more than the 
required lineup. If most adver- 
tisers were prepared to order only 
much smaller lineups, the net- 


Option Time Superfluous? 


works could not, through ‘must 


buy,’ compel them to do other- 


| Other factors are regarded as 
|more significant in clearing time. 
Usually it is simply that stations 
jappreciate the value of the kind 
jof programming they get from 
networks and enter wholeheart- 
edly into the network-affiliate 
“partnership.” 


At other times the decisive fac-| grams would still be too high for | 
it ob- 


tor may be the promise of a favor- 
able network rate or some similar 
benefit the network is in a posi- 


tion to bestow. Often the adver-|of revenue by permitting sales of 


tiser or his agency exert decisive 


wise.” 

The staff emphasized that it has 
no illusions that the elimination 
of “must buy” would clear the 


break into prime time with short 
lists of key markets. 
“If there were no must buy, the 


costs of network time and pro- 


many small advertisers,” 
served. “The networks are not 
likely to accept a substantial loss 


smaller lineups of stations in or- 


Based on consultations with of-|pressure for clearance, the study|der to accommodate smaller ad- 


ficers of six leading advertising 
agencies, who asked to remain 
unidentified, the staff noted ad- 


vertisers have yet to find ways|works, whether in option time or|number 


| group said. 


| While it acknowledged stations 


| will generally clear time for net- 


vertisers,” it explained. 

In support of a “minimum buy” 
rule—either in terms of dollars or 
of stations—the study 


of comparing the value of one in station time periods, the study | group commented, “The advertiser 
group concurs with critics who/is in an even better position than | 
consider option time a violation|the network to determine the rel- | 


medium with another. 

“There is no means whereby 
the 
which a one-minute tv commer- 
cial exerts on a typical viewer 
can be compared with that exerted 
on a typical reader by a full, half 


‘“nducement to buy’ power|of the “block booking” decisions 


‘in the motion picture anti-trust 
cases. 

“Most stations do not simply 
iplug into the network but act 


ca 


noted, the network couldn't 


way for regional advertisers to 


ated stations accept some network | 


| 
| 
| 


| 


| 


ative importance of different sta-| 
tions in his national advertising| 


hurt, since it can always refuse 
an order if it is not satisfied with 
the lineup of stations which the 
advertiser plans to use. 


More Rivalry Needed 


Despite these reservations about 
the possibilities of cutting down 
on the amount of good time 
which goes to networks and net- 
work advertisers, the study group 
indicated it was hopeful that the 
elimination of option time would 
encourage film syndicators to de- 
velop new properties and enter 
into spirited competition for clear- 
ance in the evening hours. 

Much of the staff’s thinking 
accepted contentions lodged more 
than two years ago by Richard 
Moore, president of KTTV, Los 
Angeles, who had complained that 
network options were forcing film 
producers to withdraw from syn- 
dication of first run shows, in 
favor of sale to network adver- 
tisers. The report noted that ad- 
vertisers as well as program pro- 
ducers are unwilling to commit 
themselves for good time periods 
when there is danger that net- 
works may come in and demand 
the time. 

Some of the staff recommenda- 
tions represent “radical” surgery 
in the sense that they involve 
elimination of existing practices 


the terms of the network con-/|or the adoption of new rules. 


Option time and “must buy” 
would be specifically prohibited. 
New rules would be adopted to 
prevent networks from serving as 
national spot reps. Special legis- 
lation would be requested from 
Congress authorizing FCC, for the 
first time, to apply its regulations 
directly to networks instead of to 
affiliates. 


s While the report supported 
many of the charges which had 
been levied against networks by 
competitors and by congressional 
committees, it gave the nets a 
clean bill of health on many 
points. 

In general, it found that net- 
works are keeping no more than 
their fair share of the money col- 
lected for time sales, and it said 
networks do not appear to be 
over-arbitrary or off-base in fix- 
ing rates which stations may 
charge for network programs. 


Reasonable Exclusivity 


Moreover, the study group said 
it felt that territorial exclusivity— 
—the “first call’ rule—is a rea- 
sonable arrangement so long as 
affiliates are not allowed to use 
their rights to deprive advertisers 
of the opportunity to clear a bet- 
ter period on another local sta- 
tion. 

In order to deal with com- 
plaints that affiliates prevent 
competitors from carrying net- 
work programs by holding them 
for delayed broadcast, the study 
group said networks should be 
required to let the advertiser use 
other local outlets if the affiliate 
is unable or unwilling to clear 
good time. In addition, it said, the 
advertiser should be allowed to 
use non-affiliated stations in the 
Same general area if he wishes. 

Conversely, an affiliate that is 
not offered a sponsored program 
should be allowed to have it if he 
is willing to provide reasonable 
compensation to the advertiser 
and network for the right. 

(This recommendation is de- 
signed to improve access to net- 
work program service in smaller 
markets or overshadowed areas.) 


Collusive Pricing? 


Staff members reported they 
have found a number of existing 


| 
| On the other hand, the staff practices which are so question- 
be able that they should be imme- 
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diately turned over to the anti- 
trust division of the Department 
of Justice. 

One problem stemmed from 
CBS and NBC efforts to help 
ABC 


“CBS and NBC compete freely 
with each other with respect to 
the establishment of network 
rates,” the report says. “The 
study group staff found no evi- 
dence of any understanding or 
agreement between the networks 
that would interfere with or re- 
strain this competition.” 

On the other hand, the report 
says, ABC has sometimes en- 
gaged in the practice of consulting 
NBC or CBS before fixing rates 
for its affiliates. “The other net- 
works have cooperated in provid- 
ing the desired information,” the 
report says. “This practice among 
the three networks is not com- 
patible with the commission ob- 
jective of preserving free compe- 
tition, and may have anti-trust 
implications.” 


® The study group staff also ex- 
pressed concern about the role 
networks play in influencing the 
level of spot and local rates. In 
the case of CBS and ABC, it said, 
evidence exists that the networks 
have used their power to fix 
network rates in a manner which 
raises a question with respect to 
violation of existing FCC rules 
which prohibit a station from en- 
tering into any contract hindering 
it from fixing or altering its spot 
or local rates. 

Noting that these CBS and 
ABC efforts also may violate the 
anti-trust laws, it adds that CBS 
and NBC have adjusted the level 
of national spot rates of their 
owned stations in order to influ- 
ence the national spot rates of 
their affiliates. 


Tighten Ownership Rules 


As far back as last January, 
the study group had gone on rec- 
ord with an interim report urging 
FCC to be careful about any fur- 
ther relaxation of multiple own- 
ership rules. Now it has come up 
with some new ideas about mul- 
tiple ownership which are de- 
signed to loosen the grip of net- 
works and multiple owners on 
rich properties in the top markets. 

Reporting that 70% of the sta- 
tions in the top 25 markets are 
already in the hands of multiple 
owners, the study group renewed 
its recommendation against any 
relaxation of the existing limit 
of five vhf stations and two uhfs. 
In addition, however, it urged 
FCC to adopt a policy specifying 
that local ownership and diversi- 
fication will be prime considera- 
tions in any future grants, re- 
newals or transfers. 


® A variety of ideas were out- 
lined to curb the multiple owner- 
ship trend. While the seven-sta- 
tion limit would remain, the staff 
suggested that no multiple owner 
be allowed to hold more than 
three stations in the top 25 mar- 
kets. 

To curb trafficking in proper- 
ties, it urged that no licensee be 
allowed to apply for a second sta- 
tion until he has operated one 
station for the full three-year 1li- 
censing period. 

Finally, to reduce network pow- 
er, it said, in effect, that networks 
should not be allowed to acquire 
new stations in small markets to 
replace the stations they would 
have to sell under the proposed 
rule limiting multiple owners to 
no more than three stations in the 
top 25 markets. 

The report pointed out enforce- 
ment of existing FCC rules suf- 
fers because the networks, which 
are the source of most pressure to 
violate FCC policy, are outside the 
commission’s jurisdiction. 

For this reason it suggested the 
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commission go to Congress for 
power to regulate the networks 
directly. The staff report also 
pointed out that penalties which 
can be imposed under existing 
law are either too severe—revo- 
cation of license—or too light— 
cease and desist orders. It sug- 
gested that FCC ask Congress for 
power to impose appropriate “for- 
feitures” which would be exacted 
each day that a station or net- 
work remained in violation of a 
cease and desist order. 

The staff report said many of 
the abuses which have been com- | 
mon in the network-station field 
can be dealt with via the spot- 
light of publicity. As examples, it 
said networks should have to pub- 
lish their affiliation agreements 
as well as affiliation and disaf- 
filiation criteria and decisions, 
compensation arrangements, pro- 
cedures and bases for establishing 
station rates and changes in rates. 

The report opposed any changes 
in the existing two-year limit on 
network affiliation contracts. 


‘Intant’ Net Handicapped 


Aside from the shortage of sta- 
tions, the staff report said devel- 
opment of additional networks 
would be handicapped by the un- 
willingness of advertisers to go 
along with a weak network. 

On the basis of the studies it 
made of advertiser practice in tv, 
the staff said, “A reasonable con- 
clusion is that advertisers do not 
consider a growing network hav- 
ing half the desired coverage as 
good a buy—even at half the total 
cost—as an entrenched network 
having all the desired coverage.” 

While networks almost never 
use option arrangements as a 
means of putting pressure on sta- 
tions, the staff reported, it said 
advertisers and agencies are 
sometimes very effective in sup- 
porting the network’s efforts to 
clear time. 

Agency and network work to- 
gether in the clearance of time 
periods, the report said. “The 
agency may telephone, wire or 
visit stations that present clear- 
ance problems if these markets 
are of particular importance in 
the advertising campaign. 


# “Its pitch to the station is like- 
ly to be in terms of the impor- 
tance of the advertiser to the sta- 
tion. For example, it may be 
pointed out that the advertiser is 
a large purchaser of tv time, or 
that he is one of the oldest clients 
on television, or that he is also 
buying spot tv on the station, or 
radio time on its am counterpart 
—and perhaps even newspaper 
space, if the station is owned by a 
newspaper. 

“The station may sometimes 
consider that some of this addi- 
tional business will be in jeopardy 
if it fails to clear. Conversely the 
agency or client may offer addi- 
tional spot tv or radio purchases 
as an inducement to clearance in 
a one or two-station market. Or 
the station may sometimes insist 
on such purchases if it is in a po- 
sition to do so. 

“The agency may be more in- 
clined than the network to remind 
the affiliate that its program is 
being offered in option time. 

“Although the agency is more 
active in these connections, the 
advertiser may sometimes inter- 
vene directly to gain clearance in 
a key market, bringing to bear 
the influence of local and region- 
al distributors if they are clients 
of the station as well.” # 


Bogner Joins Bogner & Martin 
P. J. Bogner Jr., formerly with 
Moran & Fisher, newspaper repre- 
sentative, has joined the New York 
office of Bogner & Martin, news- 
paper representative. He is the son 
of P. J. Bogner, one of the princi- 


pow Wink pogte Ad tnoust 


DO IT YOURSELF—Joseph Salon Shoes 
puts the customer to work in a 
new Chicago newspaper campaign 
starting Oct. 9. Here, a pencil trac- 
ing the numbers will spell out 
“Capezio.” Nadine Brown, Joseph 
ad manager, originated the cam- 
paign. 


Continental Baking 
Can’‘t Label Bread 
‘Buttermilk Enriched’ 


WASHINGTON, Oct. 3—Buttermilk 
bread and nitrated flour for en- 
riched bread appeared to be out of 
the baker’s lexicon today. 

District Judge Alexander Holtz- 
off yesterday issued a preliminary 
injunction ordering Continental 
Baking Co. to stop calling one of 
its products “buttermilk enriched 
bread.” 

Continental was enjoined (1) 
against using nitrated flour in its 
enriched breads, and (2) against 
labeling its bread as buttermilk 
bread or buttermilk enriched 
bread. The order prohibits butter- 
milk on any label, and is in force 
until a permanent order is issued. 


s But Continental (whose attor- 
ney said nitrated flour had been 
dropped from all products and that 
the buttermilk enriched labels had 
been discontinued) was only the 
first bread company to come un- 
der the buttermilk ban. The court 
specifically told the government 
that it should take similar action 
against the other bakers (perhaps 
70 companies) now selling bread 
with similar names. It was indicat- 
ed that the government will take 
prompt action to bring the whole 
field into line, beginning by asking 
voluntary compliance. 

The Food & Drug Administra- 
tion hailed the restraining order 
granted by District Judge David 
A. Pine and the injunction today 
as “going a long way in correcting 
abuses in labeling bread.” FDA 
said it intended to enforce the or- 
der lawfully and equitably against 
all violators. 

FDA chief George Larrick is- 
sued a_ statement commending 
Continental for “the prompt steps” 
it has taken to comply with the 
court order. 


= He said, “We urge all bakers to 
review the formula and labeling 
for the five standard varieties of 
bread, to insure that they comply 
with the standard in all respects.” 

Today’s legal action was pre- 
faced by FDA’s concern over the 
nutritional and therapeutic claims 
being made for breads differing 
only superficially from standard- 
ized breads. Nitrated flour pro- 
vides a yellowish tinge to the 
bread. The buttermilk claim is 
opposed on the ground that it 
represents an added ingredient not 
approved in the official formula 
drafted by FDA in conjunction 
with the industry. The government 
doesn’t contend that the butter- 
milk product lacks any of the en- 
riched breads’ nutritional qualities 
but argues that no deviation from 
the formula is permissible if the 
product is to be regarded as an 


pals of the company. 


'to Mr. Bayne; R. J. Fisher is Mercury marketing manager, and R. R. 


Last Minute News Flashes _ 


National Telefilm Buys WATV, WAAT for $2,000,000 


New York, Oct. 4—National Telefilm Associates today purchased 
100% of the stock in Atlantic Television and Bremer Broadcasting 
Corp., owners respectively of WATV and WAAT-AM and WAAT-FM, 
for an estimated price of $2,000,000. NTA is expected to seek authori- 
zation from the Federal Communications Commission to change the 
call letters to WNTA-TV, WNTA-AM and WNTA-FM. 


Ford Realigns Lincoln-Mercury Marketing Setup 

DearBorn, Micu., Oct. 4—Appointments in the new Lincoln & Mer- 
cury division of Ford Motor Co., announced today as Joseph E. Bayne, 
general sales manager of the division, revealed changes in its market- 
ing setup, included the following: C. E. Bowie was named assistant 


Nadel will take over the same function for Lincoln. Field operations 
of the new division have been streamlined into 23 districts, with H. 
B. Daniels named sales manager for the western area and G. S. Coats 
for eastern districts. 


Goetz Narrows Prospective Agencies to Seven 


Sr. Josepu, Mo., Oct. 4—M. K. Goetz Brewing Co. has narrowed the 
list of agencies vying for its account to seven: John W. Shaw Adver- 
tising; Erwin, Wasey, Ruthrauff & Ryan; Grant Advertising; Geoffrey 
Wade Advertising; Grey Advertising; Potts-Woodbury, and Bruce 
B. Brewer & Co. Finalists will be cut to two or three by Oct. 25, and 
Goetz expects to pick a successor to Compton Advertising by Nov. 15. 
Compton resigned Goetz to take on the G. Heilman Brewing Co. ac- 
count (AA, May 27). The account bills in excess of $500,000. 


FTC Hits Schick on Discrimination 


Wasuincton, Oct. 4—The Federal Trade Commission is issuing an 
omnibus complaint against Schick Inc., charging discrimination in 
prices and promotional allowances for dealers, challenging Schick's 
right to set fair trade prices on razors, which it sells in competition 
with independent distributors, and denying Schick’s Lady Schick is 
“free” with a purchase of a Schick 25. 


Skedgell Leaves F&S&R to Join Donahue & Coe 
New York, Oct. 4—Ralph E. Skedgell, formerly a member of the 


creative plans board and a group copy director of Fuller & Smith & 
Ross, has joined the industrial division of Donahue & Coe. 


Best Foods Plans Fall Mayonnaise Campaign 


New Yor«, Oct. 4—Best Foods Inc. will run a national drive this fall 
and winter for Hellmann’s and Best Foods Real mayonnaise, built 
around “Cranberry Surprise,” a related-item Thanksgiving and Christ- 
mas promotion. Advertising includes color pages in Look, McCall’s, 
The American Weekly, independent Sunday supplements, 1,000-line 
b&w newspaper ads in about 20 major markets, and spot radio in a few 
areas. Tie-ins include one with a six-page Kaiser Aluminum ad sched- 
uled for Good Housekeeping and one with General Foods on Jell-O. 
Dancer-Fitzgerald-Sample is Best Foods’ agency. 


Sweet's Catalog Names Muller, Jordan & Herrick 

New York, Oct, 4—Sweet’s Catalog Service, a division of F. W. 
Dodge Corp., has moved its advertising account from Fred Wittner 
Advertising to Mulier, Jordan & Herrick. 


Levitz Joins Baker: Other Late News 


e Stanley D. Levitz has resigned as a top executive of Grossfeld & 
Staff, Chicago, to join Herbert Baker Advertising, Chicago, as a vp. Mr. 
Levitz brings with him to Baker the advertising accounts of Barton 
Distilling Co., Bardstown, Ky., and Cunningham Co., Chicago commer- 
cial glass washing machines manufacturer. The Barton account is ex- 
pected to bill $250,000 annually, according to the Baker agency. 


e Ownership of Erwin, Wasey & Co. of Minnesota, Minneapolis, has 
been gained by three of its former officers—William G. White, Don- 
ald J. Herzog and William J. Nee. The agency’s name has been 
changed to White, Herzog & Nee Inc., effective Oct. 1, It will continue 
to operate in the same offices at 523 Marquette Ave. All clients for- 
merly serviced by Erwin, Wasey have stayed with the new agency, 
which is expected to bill $750,000. Mr. White is president and Mr. 
Herzog and Mr. Nee are vps. Erwin, Wasey, Ruthrauff & Ryan pre- 
sumably will service accounts in this area from the old R&R St. Paul 
office. 


e Thomas M. Jones has resigned as managing editor of Printers’ Ink 
to join Modern Packaging, New York, in a similar capacity. He suc- 
ceeds Pearl Hagens, who will become senior editor. 


e Effective Jan. 1, Winius-Brandon Co. takes over the Day-Brite 
Lighting Inc. account from Gardner Advertising Co., all in St. Louis. 
The account bills about $225,000 a year. 


e Procter & Gamble breaks a spot tv campaign Oct. 14 in four test 
markets for a new hair spray geared to seasonal differences (partic- 
ularly humidity) called Winter-Sett. The product is reported to have 
built-in controls and tolerances for the proper combination of hair 
softness and curl control on a year-round basis. In the summer the 
formula will be different and the product will be called Summer-Sett. 
In a 5o0z. ($1.35) and 13%o0z. ($2.15) size, Winter-Sett will be adver- 
tised in St. Louis, Chicago, Los Angeles and upper New York state 
(Syracuse, Rochester, Buffalo) with the slogan, “Specially designed 
with the seasons in mind.” Benton & Bowles, New York, is the agency. 


e The Milwaukee common council has adopted a resolution authoriz- 
ing Skiatron Electronics & Television Corp. or “any other company” to 
negotiate with Milwaukee utilities to install closed circuit television 
in Milwaukee. The city’s mayor, Frank Zeidler, reportedly may veto 
the resolution, however. The American Federation of Television & 
Radio Artists charged that the council was without legal authority in 
passing its resolution “influencing the negotiation between two private 
corporations”——-Wisconsin Telephone Co. and Skiatron. 


e Phil Ormsby, formerly on the sales staff of Parents’ Magazine, has 
been named eastern advertising manager, a new post. 


e Lever Bros. is test marketing Dove in the cities of Kingston and Sault 


“enriched bread.” # 
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Chambers Agency 
Sets Merger with 
Shattuck, Clifford 


Boston, Oct. 3—Months of talks 
resulted today in a merger for 
Chambers & Wiswell. The agency 
will consolidate Nov. 1 with an- 
other Boston agency, Shattuck, 
Clifford & McMillan, as part of a 
move “that will offer stiff compe- 
tition to New York agencies which 
have been attacking the New Eng- 
land market.” 

What the new shop, Chambers, 
Wiswell, Shattuck, Clifford & Mc- 
Millan, apparently regarded as a 
threat to the agency business in 
New England was the recent de- 
fection of Northeast Airlines from 
Chambers & Wiswell to J. Walter 
Thompson Co. in New York, The 
loss of Northeast by Chambers & 
Wiswell, an account which it han- 
dled off and on for 25 years, 
made a big dent. Northeast ac- 
counted for $1,200,000 of Cham- 
bers’ billing, then running about 
$3,200,000. Estimated billing for 
the new combined agency will be 
about $3,000,000. 


® The Northeast account was 
the pivot in Chambers & Wiswell’s 
merger discussions this summer 
with a New York agency, Ruth- 
rauff & Ryan—now Erwin, Was- 
ey, Ruthrauff & Ryan. Northeast 
was interested in getting expand- 
ed service on its account, and 
Chambers & Wiswell was anxious 
to merge with a New York agency 
to service the account, which had 
recently added a Miami run. 
George C. Wiswell Sr. and 
George J. Chambers, founders of 
the 38-year-old Boston agency, 
said the merger with the four- 
year-old Shattuck agency was 
concluded only after investigation 
of numerous offers of association, 
including several in New York. 
Officers of the new agency are 
George Wiswell Sr., chairman; 
Benjamin Shattuck, president; J. 
Nelson Clifford, vp of the indus- 
trial marketing division; Robert 
L. McMillan, vp of the consumer 
marketing division; George Cham- 
bers Sr., chairman of the execu- 
tive committee; Byron C. Wiswell, 
treasurer, and George Wiswell Jr., 
vp and assistant to the president. 


RICHARD GRANT 

New York, Oct. 3—Richard R. 
Hallam Grant, 78, retired vp in 
charge of sales for General Motors 
Corp., died Sept. 24 at Roosevelt 
Hospital. 

When with the Chevrolet divi- 
sion of GM he earned the nick- 
name of “Napoleon of Selling” af- 
ter increasing the company’s sales 
from 250,000 cars to more than 1,- 
000,000 cars within three years. 

In 1944, soon after his retire- 
ment, Mr. Grant received from the 
Sales Executives Club of New York 
a silver plaque “for his noteworthy 
contributions to the profession of 
sales management and for his high 
attainments in selling.” 


s Before becoming a GM vp, Mr. 
Grant had held a similar position 
with the Chevrolet Motor Co., one 
of GM’s units. 

Born in Ipswich, Mass., Mr. 
Grant was graduated from Har- 
vard College in 1901. Three years 
later he joined the National Cash 
Register Co. in Dayton, O., as a 
clerk. By 1913 he was national 
sales manager. He then joined the 
old Delco Light Co. After Delco 
was absorbed by General Motors, 
Mr. Grant became president and 
general manager of Delco. From 
Delco he went to the Chevrolet di- 
vision of GM, after having been 
president of the Frigidaire division 
for four years. 

After retiring from GM in 1944, 
Mr. Grant purchased the Reynolds 
& Reynolds Co., a printing compa- 


Ste. Marie, Ont, Newspapers, radio and tv ads are being used. 


ny in Dayton, O. # 
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Marketing Depths 


(Continued from Page 3) 
things. A pool, being elegant and 
simple, lets you cease being a 
stranger and start being yourself 
again.” 


® Miss Williams, after a quick 
change, now entered the green- 
carpeted living room. She wore a 
black blouse, black pedal pushers, 
open shoes with rhinestone heels, 
and sunglasses. She walked briskly 
to the far end of the room, her 
hands behind her. “Excuse me,” 
she said, "but I can’t get my zip- 
per up. Darling,”—this to her hus- 
band, Ben Gage, who had arrived 
earlier—“will you fix this?” He 
did. 

“Now,” she said to the group, 
“do I look like the president of a 
corporation? 

“Which is Dr. Dichter, the one 


NEW 


CHARLIE 
CHAN 
SELLS! 


78 markets snapped up in first 
six weeks! Coca-Colain Atlanta! 
NBC O-&-O in Los Angeles! 
Dixie Beer! Bowman Biscuit! 
Prescription 1500 in 10 markets! 
J. Carrol Naish, the NEW 
Charlie Chan, “the best ever 
to do the role.” See it today, 
and you'll have to agree the 
new CHARLIE CHAN sells! 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 ¢ PLaza 5-2100 


Esther Williams Plunges into 


talk to each other. 


fi subconscious,” she confided to the 


5 |selecting a wing chair, where she 


}|it—by interviews. These are my 


with Dichter 


who’s going to give me my re- 
port?” 

The doctor identified himself 
and conceded that Miss Williams 
was much prettier than most cor- 
porate chiefs he’d met. 


® Miss Williams disengaged her- 
self and disappeared into a small 
kitchen. Her voice floated back. 
“Anybody hungry? We went shop- 
ping in a delicatessen the other 
night.” 

There was a chuckle from Dr. 
Dichter. He looked a little awed. 
“Her pants needed zipping up,” 
he said softly, “a great demon- 
stration of informality.” 

Somebody mentioned pictures, 
and Miss Williams emerged from 
the kitchen and posed with Dr. 
Dichter for the photographer from 
Wilson, Haight, Welch & Grover, 
the agency on International Swim- 
ming Pool Corp., the outfit Miss 
Williams is affiliated with. 


@ She removed her sunglasses. 
The photographer said a book 
might add _ verisimilitude. Mr. 
Gage obligingly supplied a copy 
of Vance Packard’s “Hidden Per- 
suaders.”” Miss Williams took the 
book and flipped it open at ran- 
dom. The photographer wanted 
Miss Williams and the doctor to 


® “I know about my conscious and 


doctor, “but what I want to know 
is how to sell more swimming 
pools.” The flashbulb went off. 

Miss Williams turned to the 
open book. “The built-in sexual 
overtone,” she read. “I didn’t 
know this was such a sexy book,” 
she said, “I thought it was all 
about business. There’s no avoid- 
ing it, is there, doctor? I don’t 
know that we’d want to.” 
They took seats, Miss Williams 


Sat cross-legged. “My mother is a 
doctor,” she said to Dr. Dichter. 
“She’s a psychologist. I always 
thought $25 an hour to talk about 
yourself was kinda high. But I 
was always able to get away from 


analysts,” she said, a sweep of her 
arm indicating the news men. 


= “It was my second picture, the 
one in which I did some normal 
swimming, that set the pattern,” 
she went on. “The one in which 
I was the all-American girl and 
Van Johnson was the all-Ameri- 
can pilot, ready to die for his coun- 
try. 

“I remember Life did a story 
on me. The ‘mermaid tycoon’ cover 
story. I’m still trying to live down 
that eight-year-old story. At par- 
ties I sometimes meet some- 
body hostile—usually a man—who 
wants to know about that hard- 
hearted business woman.” 

Dr. Dichter got a word in. “Our 
job is to determine the Esther 
Williams personality and then 
portray it in the advertising. A 
pool in connection with the Esther 


; “the 


'ear, then the niceties; television 


view of more intelligent 
males is that they want somebody 
who walks side by side with them. 
“For three years,” she added, “I 
said, ‘oh, criminy, I don’t want to 
get into the pool business.’ Then I 
was terribly impressed by the 
trend. As soon as the fellows came 
back from war and got married 
and had babies and bought new 
homes. First they added a Laun- 
dromat, then a Disposall, then a 


and extra accoutrements. Then 
the second car. It was just about 
then that Ben and I started think- 
ing—people staying home with tv 
—we might get into the pool busi- 
ness.” 


= A reporter said, yes, but 
wouldn’t mothers decide against 
pools because of the danger of 
their kids falling in and drown- 
ing. 

“I wrote a book last spring,” 
said Miss Williams, with a sweep 
of her arm. “It teaches kids how 
to swim, so when a mother says 


she doesn’t want a pool because 
of the danger, I tell her to go read | 
the book.” 

The reason for Dr. Dichter be- 
ing here? She said, “We have to 
find out whether Esther Williams 
is a wife and mother or a teenager 
in a bikini. Because I can be 
either one. 

“International Pools spent close 
to $500,000 this year on advertis- 
ing and we’ll spend about $700,000 
next year. Maybe we should have 
waited another year before we re- 
tained an expensive gentleman 
like the doctor here. But I got 
psychology with my Pablum, and 
it’s better to be right on the target 
than to buckshot it.” 


s A reporter wanted to know 
what a purchaser got for a $5,000 
swimming pool. “That’s the full 
enchilada,” said Miss Williams. 
“That includes decking and maybe 
40 different items. We really snow 
our prospects with mail. We even 
send them a letter that tells them 
how to stock the pool with fish 
and do ice-fishing in winter.” 

Dr. Dichter said, “Maybe we will 
recommend a tv series, showing 
a normal, average American fami- 
ly with aswimming pool... 

“I knew you’d come to that, 
doctor,” said Miss Williams. “What 
took you so long?” 

“We've just started the re- 
search,” said the doctor. “We'll 
have a preliminary report ready.” 

“When?” asked Miss Williams. 


Dr. Dichter’s answer was a 
smile. + 
"Western Meat’ Joins NBP 


Span Publishing Co., Mill Val- 
ley, Cal., which recently joined 
National Business Publications 
(AA, Sept. 23), publishes Western 
Meat Industry, not Western Metal 
Industry, as inadvertently report- 
ed in ADVERTISING AGE. 


Thompson Named Exec VP 


Lehn & Fink Set 
to Join Anti-Flu 
Ad Brigade 


(Continued from Page 2) 
distributed Lysol, permanently in- 
activated the Asian flu virus after 
five minutes contact at room 
temperature. 


“As far as it is known,” the an- 
nouncement continued, “these 
germicides are the first sub- 


stances, beyond the Asian flu vac- 
cine, to demonstrate this prop- 
erty.” 


@ In the preparation stage are 
special television commercials to 
be used on Lysol’s NBC network 
shows, magazine insertions to be 
integrated into the regular sched- 
ule and local newspaper advertis- 
ing in any epidemic areas which 
may develop. 

According to O. G. (Red) Ken- 
nedy, general sales manager of the 
Lehn & Fink sales division, “Re- 
tailers may suggest the use of 
disinfectants to all customers, es- 
pecially to homemakers and those 
requesting information relative to 
Asian influenza.” He added that 
Lysol inventories are being tripled 
for the next three months. 


s Other advertisers are warily 
climbing on the flu bandwagon. 
If an epidemic does break out 
this winter, it may well touch off 
an advertising barrage about flu 
fighters, unleashed by aspirin and 
headache remedy makers. 
Several drug advertisers are 
working on revised television sto- 
ryboards and soundtracks. Among 
them are believed to be Bristol- 
Myers, for Bufferin; Warner- 
Lambert, for Listerine; Miles Lab- 
oratories, for Alka-Seltzer and 
Tabcin; and Whitehall Pharmacal 
Co. for its stable of cold relievers 
and headache remedies, including 
Anacin. 
Others thought to be considering 
spot tv drives on flu include Vick 
Chemical; Sterling Drug (Bayer 
aspirin); Grove Laboratories 
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Plough Inc. (St. Joseph’s aspirin, 
etc.); Emerson Drug (Bromo- 


Seltzer), and B. C. Remedy Co. 


s Already, federal ad regulators 
are standing flu watch. Last week 
ADVERTISING AGE reported that at 
least two current campaigns, one 
involving a major tv advertiser, 
had been spotted and noted for 
further attention. 

“Officials say no products now 
on the market will kill flu germs 
or protect people,” AA reported 
“and they are annoyed to find 
some companies are beginning to 
use words which imply that their 
products will help along these 
lines.” = 


Inland Homes Boosts Morris 
Edward A. Morris Jr. has been 
named advertising and public re- 
lations director of Inland Homes 
Corp., Piqua, O. Mr. Morris joined 
Inland in July, 1955, as assistant 
to the president. 


P\CTURES & PRINTS 
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estreicher’s 
for the Picture that’s 
worth a Thousand Words 


Go to Oestreicher’s, haven of Art Directors, 
Art Lovers, Connoisseurs and Collectors for the 
finest reproductions of world famous paint- 
ings. Old Masters, Moderns, Contemporaries, 
favorite Marine, Sporting prints, Landscapes 
and rare and hard-to-find subjects. ‘if it’s in 
print — Oestreicher’s, America’s oldest and 
largest print dealer, has it.” All superb 
quality, full-color reproductions — the finest 
available, faithful to the brushstrokes of the 
original. New, complete comprehensive cat- 
alog illustrates over 500 masterpieces, lists 
over 4700 other works, $1. ppd. Mail orders 
speedily and carefully filled. Distinctive 
framing and matting at moderate cost. 


ZG. oe = Dept. AD 


1208 6th Avenue 
Bet. 47th and — | 
America’s oldest print house New York 36. 


(Bromo-Quinine, 4-way, Citroid) ; 


| 


You, t00, 
can have one! 


Orchids for you, too. Sales orchids, 


ally priced? You bet! What is it? The 
One-Million-Plus daily readers of the 
largest evening newspaper in Western 
America. How big? Well, they buy more 


of Dayton, Ohio, and Providence, 
Rhode Island, combined! They're the 
daily readers of the .. . 


Los Angeles EVENING 


Wasser, Kay & Phillips, Pitts- 
burgh agency, has appointed L. 
Cook Thompson exec vp, a new 


cently operated his own Pittsburgh 
agency. 


Williams name _ will connote 
wholesomeness, a family gather- 
ing place. The problem has often 
come up: Is a pool masculine or 
feminine? I think it is both.” 
“Toa 
“you mean togetherness.” 


= “We've found three types of 
women,” continued Dr. Dichter. 
“The career woman, who is psy- 
chologically insecure, afraid of be- 
ing a woman; the homebody, who 
is afraid of competing with men 
and who barricades herself behind 
a stove, and the balanced type, a 
combination of the two. This is the | 
type Esther Williams represents.” 


“Yes,” agreed Miss Williams, 


interjected a _ reporter, | 


| 


position. Mr. Thompson most re-| 


HERALD-EXPRESS 


Represented Nationally by 
MOLONEY, REGAN and SCHMITT, INC. 
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that is: Premium prices? No. Economic- 


General Merchandise than all the families “ 


BUILD AMERICA? 


(They include all members 

of the construction buying 
team—planners, owners, 
consultants, contractors 


sittin. and government!) 
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“Accent on Scenery — ms 


” 2 ae a a 
Bae ea? SS SM ie? RC eS ie a a 


Tux: inspiring wonders of nature can be an unforgettable experience, 
however, these scenic eye-catchers often occupy vast and sparsely settled 
land areas that in many instances show up as a very misleading splash of 
color on a county coverage media map. 

When it comes to achieving maximum sales volume for your product it 
is generally most profitable to concentrate a large part of your advertising 
effort on the FIRST 3 markets of New York, Chicago and Philadelphia— 
markets which account for 1/6 of Drug sales, 1/5 of Food sales, 1/5 of Furni- 


The group with the Sunday Punch 


To sell more where more is sold 
eoett’S FIRST 3 FIRST! 


Accent on Sales 


ture and Appliance sales, and more than 1/4 of total U.S. Apparel sales. 

In these outstanding urban sales centers the family coverage of General 
Magazines, Syndicated Sunday Supplements, Radio and TV thins out. 
Only FIRST 3 MARKETS GROUP delivers a saturating 62% family 
coverage of these 3 city and suburban markets where nearly 1/5 of all U.S. 
Retail sales are made. To make your advertising sell more where more is 
sold... it’s FIRST 3 FIRST! 

Circulation in excess of 6 Million. 


New York Sunday News Coloroto Magazine 


Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “Today’’ Magazine 


Rotogravure « Colorgravure 


New York 17, N. Y. News Building, 220 East 42nd Street, MUrray Hill 7-4894 ¢ Chicago 11, IU., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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